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Researcher Reports 
62,600,000 One-item 
Readers of 13 Issues 


New YorK—Life has added what 
it calls ‘‘a new dimension” to mag- 
azine measurement—a study of 
the cumulative audience reached 
by 13 average issues published in 
a 26-week period. 

Results of the survey, just com- 
pleted by Alfred Politz Research, 
show that Life’s audience grows 
from 23,950,000 for an average is- 
sue to 62,600,000 for 13 issues— 
53.1% of all people in the U. S. ten 
years old or older. 

“For the first time in publishing 
history,” commented Publisher 
Andrew Heiskell in releasing the 
report, “advertisers, agencies and 
others interested in media re- 
search can see the specific read- 
ership accumulation developed by 
a magazine over a period of weeks 
or months.” 


s Thus, while the merit of mea- 
suring a single issue’s “total au- 
dience” is still being hotly de- 
bated, Life is prepared to abandon 
the concept as being too narrow 
to be realistic. 

In a preface to the Politz re- 
port, it points out that “the ad- 
vertiser who had a number of in- 


' Dolitz Shows ‘Life's’ 
umulative Audience 


sertions in Life during a period 
of time did not know the total 
number of different people he had 
an opportunity to reach.” 

“In addition,” says Life, “he did 
not know the qualitative charac- 
teristics of this magazine audience.” 
This factor is covered in the study 
by a breakdown of cumulative 
audiences in terms of sex, age, 
education, socio-economic status, 
geographic region, tenure of home, 
size of household, and urban vs. 
rural. 

Politz checked and cross- 
checked his data against such 
known quantities as ABC circula- 
tion figures and U. S. Census popu- 
lation estimates. His tabulated find- 
ings show high correlations. 


a The survey discovered, for in- 
stance, that paid circulation of the 
eight issues dated July 1 to Aug. 19 
averaged 4,995,000; the publisher’s 
ABC statement reported 5,035,000 
in the U. S. (The discrepancy is 
explained by the fact that the 
survey covered only individuals in 
their homes, and does not account 
for copies going to business offices, 
libraries, etc.) 

Stacking his sample against total 
U. S. population, Politz shows that 
in his 110-county sample area, 
Life circulation was 36 copies per 

(Continued on Page 68) 
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Owns Sunkist Name Only 
for Fresh Fruit; Still Not 
Sure of Effect on Growers 


By Pui. SEITz 

Los ANGELES—Recent comple- 
tion of plans by California Fruit 
Growers Exchange to process con- 
centrated frozen citrus juice for 
Minute Maid Corp. and for General 
Food’s Birds Eye division have in- 
creased speculation as to why the 
exchange does not pack and sell 
the concentrated juices under the 
famous Sunkist brand. 

There are many reasons, but one 
Is basic: 

California Fruit Growers Ex- 
change does not own the Sunkist 
brand for canned or bottled goods, 
but only for fresh citrus products. 
California Packing Corp. (Del 
Monte) owns the trademark, and 
uses it, on an extensive line of 
tanned fruits and vegetables. 


® As a consequence, the exchange 
estimates that it will pack about 
3,000,000 cases of citrus juice this 
year, but none of it will bear the 
auunkist name. A considerable por- 
tion of production from the ex- 
thange’s soon-to-be-completed tre- 
mendous new processing plant will 
§ to Minute Maid, while Birdseye 
will take the rest for frozen orange 
Wice, under an agreement just 
completed. 

California Fruit Growers Ex- 


rademark Problem Helps Keep 
Sunkist Out of Canned Juices 


‘change and California Packing 


Corp. have jointly protected the 
Sunkist name in their respective 
fields since 1916, under an original 
agreement made between J. K. 
Ormsby Co. (later absorbed by 
Calpac) and the exchange. Un- 
changed to this day, the agreement 
was entered into at a time when 
canned citrus wasn’t even in the 
dream stage. 


# California Packing Corp. has 
never used the name on canned 
juice, and that area remains a no- 
man’s-land which would need to 
be negotiated before either could 
(Continued on Page 72) 
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KICK-OFF—Sanford 
lll, last week ran this full-color page 
in the Chicago Tribune boosting the 


Ink Co., Belwood, 


company’s new 1% oz. Penit bottle, 
which retails for 10¢. The ad spear- 
heads a complete merchandising pro- 
gram for the bottle. Schwimmer & Scott, 
Chicago, is the agency. 


DuMont Ad Budget 
$4,000,000 for ‘50; 
Unveils New Models 


New YorK—Allen B. DuMont 
Laboratories, which now has dis- 
tribution in all major television 
areas, will spend $4,000,000—an 
alltime high for the company—on 
advertising this year. 

DuMont recently appointed tele- 
vision receiver distributors in 
Memphis, Louisville and Houston. 

A part of the increased expend- 
iture for the promotion of DuMont 
TV sets will go to magazines. Hav- 
ing used full page copy in class 
magazines for some time, the man- 
ufacturer will go into larger cir- 
culation magazines in a few 

(Continued on Page 8) 
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BofA Optimism and Success Stories 
Dominate ANPA Annual Convention 


Donaldson Will 
Accept 25% Hike 
on Second Class 


WaASHINGTON—Postmaster Gen- 
eral Jesse Donaldson told the Sen- 
ate post office committee Thursday 
that he is willing to settle the fight 
over second-class postage rates for 
an immediate 25% increase, to be 
followed by three similar increases 
at yearly intervals. 

The offer, the department’s most 
modest during five years of “litiga- 
tion,” was submitted as a substi- 
tute for the complicated increase 
plan approved by the House in 
February, exempting many pub- 
lications, and heaping 45% to 60% 
increases on a relatively few news- 
papers and periodicals, 

Besides being difficult to admin- 
ister, the House bill, Mr. Donald- 
son said, is “illogical, inequitable 
and discriminatory.” 


a In suggesting the across-the- 
board increase, he said it had been 
used successfully in 1917, and 
could be used again “without too 
great a burden or hardship.” A 
year ago, he sought an immediate 
200% increase, to be followed by 
an additional i00% a year later. 

The Senate committee hearings 
were off to a rough start Tuesday, 
while committee members poured 
out their anger over the cuts in 
service which were ordered by 

(Continued on Page 4) 


Last Minute News Flashes 


Sindlinger Closes, Reopens for Research 
PHILADELPHIA—Albert S. Sindlinger, president of Sindlinger & Co., 


who a week ago, for lack of funds, 


suddenly closed his office and no- 


tified the phone company to disconnect lines to 342 homes on the 
Radox radio and TV listening panel, will reopen Sindlinger & Co. 
offices in the Lewis Tower Bldg. today to conduct research. The Radox 
operation, however, will not be resumed until Sindlinger gets “com- 
plete assurance of where operating funds are coming from,” according 
to his attorney, Robert Wolf. Sindlinger has sued A. C. Nielsen Co. 
and C. E. Hooper Inc. for alleged monopoly of audience research (AA, 


April 3). 


Kelly-Smith Named by Atlanta Newspapers 


ATLANTA—Kelly-Smith Co. has been appointed national advertising 
representative of the merged Atlanta newspapers—the morning 
Constitution, the evening Journal and the combined Sunday Consti- 
tution-Journal. Kelly-Smith has represented the Constitution for 27 
years. The Journal, until a year ago, was represented by Sawyer-Fer- 
guson-Walker Co., which still has the Cox newspapers in Miami, Spring- 
field, O., and Dayton. Last May, O’Mara & Ormsbee took over the 
Journal. The new appointment is effective May 15. 

(Additional News Flashes on Page 71) 


Among the Stories in This Issue: 


Phonograph Records Price War Flares . Page 11 
Live Canned Lobsters May Forecast New Pack- 
aged Food Developments Page 22 
MacNeal Named Curtis Publishing President 
as Fuller Becomes Chairman Page 25 
Auto Sales at Record Levels Despite Chrysler 
Ss cccrstesspotsdssensiese Page 44 
Allan Funt’s Candid Camera Turns to Sales 
THEE bb. baks pop ceeesesbace 46 
Magazine Ad Bureau Debates 
Stand on Advertising-Income Ratios . Page 50 


Bureau of Advertising Cracks at Radio’s Re- 


DEED nuenc¢caueseeesveens Page 53 
20th Century-Fox Readies Theater TV 
. er a eee eee Page 54 


How Procter & Gamble Works With Agencies 
(Second of a Three-Part Series on P&G 
Ad Operations) Page 62 

How Ads Looked in Harper’s Magazine a Cen- 

‘age 66 


eee eee eee ee eee 


PUN va cid Bad Boe Kansas bckee P 
Nielsen and Videodex Radio and TV 
SEE .ouGhkdeedees saheneves Page 69 


Maier, Elected ANPA 
Chairman, Discounts 
Adverse Effect of TV 


New YorK—It was a time for 
self-congratulation here last week 
as the newspaper industry met in 
convention. 

Flushed by its climb to a new 
all-time high in national adver- 
tising revenue for the fourth con- 
secutive year (AA, April 24), it 
displayed high confidence in con- 
tinued success against all comers. 

This general feeling was epito- 
mized by Irwin Maier, publisher 


For other news of the ANPA 
convention see Pages 6, 27, 57, 58 
and 71. 


of the Milwaukee Journal, who 
saw “a rosy future for the news- 
papers against any competition 
they might face—including TV.” 

Speaking before the Bureau of 
Advertising session of the Ameri- 
can Newspaper Publishers Asso- 
ciation’s 64th annual meeting, Mr. 
Maier cautioned, however, that the 
rosy outlook depends on the in- 
dustry’s continuing “to work to- 
gether—united and organized as 
they are today.” 

On the con- 
vention’s final 
day, he was @@ 
elected chair- | 
man of the bu- @ 
reau’s board of 
directors to suc- 
ceed Richard | 
W. Slocum of | 
the Philadelphia @ 
Bulletin, od 

As for TY, 
Mr. Maier de- 
clared it was too 
early for anyone 
to offer any 
“sound conclusions” regarding its 
effect on other media. But it ap- 
peared to him, he said, that in 
both the short and long-term view 
the newspaper industry will stack 
up well against it. 


Irwin Maier 


= Maier urged his listeners to ex- 
amine the facts carefully before 
making any public pronounce- 
ments about television’s effects on 
newspaper reading. He hoped the 
newspaper industry would not in- 
jure itself, he said, by “untimely” 
comments on the subject. He was 
not suggesting censorship, he 
added, but fact, not rumor, should 
be reported. a 

“It is quite evident,” he de- 
clared, “that AM and FM radio are 
having a much more acute prob- 
lem with television than newspa- 
pers, in the short haul. I say short. 
haul, because I don’t believe news- 
papers can be seriously hurt by 
television in the long haul. The 
road ahead looks awfully good.” 

As evidence of how good the 
road already traveled has been, the 
bureau staged a “documentary” 


production replete with case his- 
tories. 
To show how its services func- 
(Continued on Page 67) 
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Panel Analyzes 
How to Increase 
Package's Punch 


Cuicaco—How to increase pack- 
age effectiveness at the retail level 
was the subject of a lively panel 
discussion at the National Pack- 
aging Exposition here last week. 
The exposition was sponsored by 
the American Management Associ- 
ation. 

Highlight of the exposition was 


AVE. NEW YORK OFFICE: 
OIS 224 EAST 38TH ST 
PHONE S1T2-7487 MURRAY HILL 7-6477 


the predominance of plastic pack- 
aging materials and machinery to 
handle these materials. A great 
deal of interest also was shown in 
high-speed, low-cost machines that 
would help overcome rising ma- 
terial and labor costs. 

The trend toward plastic pack- 
aging, plastic exhibitors reported, 
stems from the general move to- 
ward packaging merchandise for 
self-service. Without a salesman to 
sell customers, they pointed out, 
it’s up to the product practically 
to sell itself. 

Egmont Arens, president of the 
Society of Industrial Designers, 
New York, stressed the need for 
“mouth-watering color reproduc- 
tions of foods on cans and boxes.” 
Refinement of color reproduction 
in recent years, he said, has made 
it possible to use pictures of mer- 
chandise that have as much sell- 
ing power as the product itself. 

What is true in the food field, 
Mr. Arens added, can also be ap- 
plied to the soft and hard goods 
fields. “Not only blankets, nylon 
stockings and shirts can be glamor- 


ously portrayed to stimulate im- 
pulse buying, but good reproduc- 
tions of tools, automobile parts, 
etc., speed buying in the hardware 
field,” he pointed out. 


s Although recent package design, 
in most cases, has been aimed at 
self-service selling, he said, it also 
has served to give additional im- 
pact when used in color advertis- 
ing pages. “Advertising agencies 
have been begging for more color- 
ful packages for many years,” he 
continued, “packages that they 
could feature prominently in their 
ads. Now, thanks to self-service 
selling, they are getting those kinds 
of packages.” 

Television, too, he felt, has done 
much to make advertisers realize 
that their product packages needed 
to be redesigned—and colorful 
design will become of increasing 
importance with the growth of 
color TV. 


s Packaging, point of sale and ar- 
chitectural planning are not ade- 
quately integrated, according to 


MICHIGAN FOLKS ARE THE 
Eatingest People! 


Folks in the Booth Michigan Market spend 565 million dollars* 
every year, just for food! Are you promoting your food products 
in this rich market? You can .. . profitably—by advertising in all 


8 Booth Michigan Newspapers! 


For specific information, write or call 


The John E. Lutz Co. 435 N. Michigan Ave., 
Chicago 11, Superior 7-4680 


Sales Management 
1949 Survey of Buying Power 


A. H. Kuch, 110 E. 42nd Street, 
New York City 17, Murray Hill 6-7232 


NEWSPAPERS 


" AEGULARLY 3% 


OFFERS PREMIUM—This 8x11” display 
card is part of the merchandising 
being put behind the Tamp-Case pre- 
mium offer, featured in 14 Sunday news- 
papers and 22 women’s magazines during 
April, May and June. Batten, Barton, 
Durstine & Osborn is the agency for 
the Meds Division of Personal Products 
Corp., Milltown, N. J. 


Donald Desky, head of Donald 
Desky Associates, New York. 

The trend toward self-service, 
Mr. Desky pointed out, has put 
the burden of selling in retail out- 
lets on the package and point of 
sale presentation material. Archi- 
tecture, too, he added, is a point 
of sale device: Traffic flow, light- 
ing and fixtures are becoming in- 
creasingly more important as ele- 
ments in self-selection and speed- 
ing-up of sales. 

The package can be a very ef- 
fective tool for making sales in 
the store—but it can also help 
build repeat sales, which is really 
what the retailer wants, O. M. 
Gale, associate manager of the 
public relations division, Procter 
& Gamble Co., Cincinnati, told 
those attending the panel. 


ws “The successful manufacturer 
makes certain,” Mr. Gale said, 
“that his product is packaged not 
only in a way which will make 
it attractive to a woman, but also 
in a way which will make it easy 
and pleasant for her to use.” 

There may be excellent reasons, 
he pointed out, from a manufac- 
turing and design standpoint, to 
pack a particular liquid in a tall, 
thin bottle—its very height gives it 
display prominence in the store. 
But if that same bottle tips over 
once or twice on milady’s dressing 
table or sink, he added, she is lost 
as a customer forever. 

Some packages, he continued, tie 
very neatly into the sales theme of 
the advertising, which is fine mer- 
chandising. But when the package 
is not designed from the viewpoint 
of serving the buyer, much of the 
effect of the advertising is lost. 
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Another phase of the packaging 
problem, Mr. Gale said, involyes 
instructions for use. Many pack. 
ages are liberally covered with digs. 
play and selling messages, byt 
they make no attempt whatever 
to tell the consumer how to use 
the product to his best advantage. 

“Coffee is a commonplace com. 
modity,” he added, “yet it is no 
secret that a discouragingly large 
percentage of housewives don 
know how to make a good cup of 
coffee. If you examine all the cof. 
fee labels in a large market, yoy 
will find less than half which make 
any attempt to offer practical sug. 
gestions for brewing this popular 
and very much abused beverage.” 


@ Speaking from a_ wholesaler’s 
viewpoint, John J. Weber, district 
drug sales manager of McKesson 
& Robbins Inc., Chicago, outlined 
four of the accepted selling ap- 
proaches used by wholesalers to 
obtain business from their retaij 
customers. Each of these methods, 
he pointed out, is affected by the 
style, color and over-all attraction 
of the package being presented, 
The methods are: 

1. Selling sheets, or manufac- 
turer brochures, which are shown 
by wholesalers’ salesmen to the 
retailer. 

2. A sample program, in which 
the salesman is given a prescribed 
number of samples each week to 
present to customers. 

3. Wholesalers’ display rooms to 
which retailers pay one or two vis- 
its annually. 

4. Point of sale display work, 
which wholesalers do_ through 
special merchandising assistants, 
or sometimes through the sales- 
men themselves. 


m The textile manufacturer who 
has put his product in a cellophane 
package has made a friend of re- 
tailer and consumer alike, accord- 
ing to A. R. Farmer, advertising 
manager of Mercury Mills Ltd, 
Hamilton, Ont., Can. 

The retailer likes the cellophane 
package, he said, because of its 
point of sale value, while the con- 
sumer likes it because he is as- 
sured of clean, crisp merchandise. 
One thing, however, that textile 
manufacturers should keep in 
mind when designing a product 
package, is the customer’s desire 


to “feel” the merchandise before 


buying. Mercury Mills solved this 
problem, he continued, by using an 
open-end package. 


—_ 
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_ Developed to get the greater sales demanded 


by today’s high break-even point= 


THE CHICAGO TRIBUNE 


ALMOST every company today 
has to sell more just to break 
even. Even a slight dip in sales 
may result in red figures. 

More than ever, advertising 


must be relied on to produce 


needed volume. More than ever, 
to be fully effective in producing 
volume, it must be shaped to meet 
stiffer competition and to cap- 
italize accelerating trends in 
retailing. . 

From its study of advertising 
and selling in Chicago the Chicago 
Tribune has developed a sound 
procedure that can produce great- 


Chicago Tribune 


Chicago Tribune representatives: A. W. Dreier, 810 Tribune Tower, Chicago 11; E. P. Struhsacker, 220 
E. 42nd St., New York City 17; W. E. Bates, Penobscot Ridg., Detroit 26; Fitzpatrick & Chamberlin, 
155 Montgomery Si., San Francisco 4; also, 1127 Wilshire Blvd., Los Angeles 17 


er sales and a stronger market posi- 
tion for your brand. Through it 
you can cash in on the increasing 
trend towards fewer brands per 
line and self-service. 

You can get larger store inven- 
tories, better shelf position and a 
greater share of the day-to-day 
buying of consumers. You can 
build a consumer franchise effec- 
tively resistant to competitive 
promotion and sales work. 

Highly productive in Chicago, 
the plan can be put into operation 
in any market. It will strengthen 
present successful methods. It 


The World’s Greatest Newspaper 


CONSUMER-FRANCHISE PLAN 


will win the support of your sales 
staff and distributive organiza- 
tion. Pointed for immediate vol- 
ume returns, it provides a stable 
base for future expansion. 
Retailers are not interested in 
stocking and pushing a brand 
which their customers are not in- 
terested in buying. The Tribune 
planmeets that challenge squarely. 
If you want to know how it 
can be used in your business, a 
Tribune representative will be 
glad to tell you about it. Ask 
him to call. Do it now while the 
matter is fresh in your mind. 
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Perfect Circle Ad Exec 
Shot Five Times in Ambush 

John Senn, assistant advertising 
manager for the Perfect Circle 
Co., Hagerstown, Ind., was seri- 
ously wounded April 25 by a mys- 
terious assailant who waited in 
the hall of Senn’s Hagerstown 
residence and shot him five times. 
Senn is expected to recover. 

Fred Stark, 17-year-old student 
from nearby Cambridge City, Ind., 
who had allegedly shot Senn, 
later committed suicide. The youth 
had been recently dismissed by 
Senn as caretaker of the estate of 
Mrs. Leora Teetor, 75, a member 
of the family owning Perfect 
Circle. 


$150. FOR 1 MINUTE 
TV FILM COMMERCIAL 


TV ADVERTISING 


FILM FOR LOW 
BUDGET ACCOUNTS 


FILMACK 


1335 S. Wabash Ave., Chicago 5, Ill. 


MBS Adds to Score 
in Baseball Season 


New York—Summer is proving 
to be a happy selling season 
for Mutual Broadcasting System, 
thanks to baseball. 

The network’s “game of the day” 
broadcast, which is being aired 
over more than 300 stations out- 
side major league territory, al- 
ready has been sold in some 265 
of the markets. The games, broad- 
cast Monday through Saturday, 
are available for cooperative spon- 
sorship. 

Starting May 2, R. J. Reynolds 
Tobacco Co. will sponsor a daily 
five-minute recap of the game, 
following the play-by-play broad- 
cast. This program, “Camel Score- 
board,” will be carried on the 
same MBS stations which air the 
“game of the day.” It will be heard 
six days a week through the base- 
ball season. 

Time for Camel was bought 
through William Esty Co. 


Other new MBS business came 
from Grove Laboratories, which 
has added approximately 70 sta- 
tions to the network carrying “The 
Shadow.” The show starts on the 
expanded network June 11 and will 
remain on the air throughout the 
summer for the first time. Harry 
B. Cohen Advertising Co. is the 
agency. 

Delaware, Lackawanna & West- 
ern Coal Co., which has sponsored 
“The Shadow” on 26 stations, 
through Ruthrauff & Ryan, will 
discontinue the show a week be- 
fore Grove increases its network 
from 430 to more than 500 stations. 


‘Shears’ Selects New Name 


Shears, 59-year-old paper box 
industry publication, has selected 
a new name from the 3,059 sug- 
gestions submitted by readers. It 
will be announced in conjunction 
with the magazine’s October issue, 
which will be devoted to a history 
of paper box making. The reader 
who submitted the winning title 
will get $250 and a life subscrip- 
tion to the magazine. 


Donaldson Will 
Accept 25% Hike 
on Second Class 


(Continued from Page 1) 
Mr. Donaldson April 18. Under 
the barrage of protests which were 
coming in, at least 20 members 
introduced bills to restore full 
service. 

Despite the senatorial fire, Mr. 
Donaldson stood his ground, in- 
sisting that he is retrenching in 
preparation for reduced working 
funds which will be available under 
the appropriation bill now before 
che House. 

As it stands, the House bill limits 
the department to a $401,000,000 
deficit in the next fiscal year, com- 
pared with $551,000,000 last year. 
The only alternatives, Mr. Don- 
aldson said, are larger appropria- 
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The CATALOG DIRECTORY 
of products used in the fol- 
lowing types of institutions: 


e Dealers, Jobbers, Supply 
Houses 


Hotels, Motels It 
Hospitals, Sanitariums 
Colleges and Universities 
Schools 
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is quite common to find a man- 


ufacturer doing an excellent ad- 
vertising job, maintaining a top-flight 
sales organization, while at the same time 
doing a very poor catalog job. 


The catalog is not only necessary when your 
salesman is present, but is much more necessary 


diag \SNNTAL 


TO YOUR BUSINESS 


Why should you consider catalog advertising more impor- 


tant than your salesmen’s calls? 


While they naturally come under the same 
general category, your advertising 


does one 


thing, your salesmen 


do another, and your cat- 


alog still another. 


Published by 
INSTITUTIONS MAGAZINE 
1801 S. Prairie Ave. 
Chicago 16, Illinois 


when your salesman is absent. 


Marketing success does not depend on any one 
factor. Successful merchandising is the result of 
combining several factors and bringing them to 
top-notch efficiency almost at the same time. A 


oy good advertising program backed up with 
Deoorators a good sales organization can not reach 


top efficiency without the right kind of 
catalog material. 


Your account executive will be glad to 
work with you to determine proper de- 
3ign and to help you in other ways to 
get your catalog used. He will be glad, 
also, to explain the low-cost method of 
catalog distribution available through 
the Manufacturers’ Catalog Section of 
INSTITUTIONS CATALOG DIRECTORY. 
Write for media file or consult your ad- 


vertising agency. 
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Advertising Age, May 1, 1950 


tions or a substantial increase jp 
rates. 


@ The hearings are likely to reach 
a chaotic pitch next week. Under 
existing schedules, at least nine 
newspaper publishers are to appear 
during a two-hour period Tuesday, 
The committee has scheduled 1g 
magazine publishers for Thursday, 
instructing them to divide 120 min. 
utes among themselves. 

Some of the implications of the 
cut in service were becoming 
known last week. One of the im. 
mediate problems were the mag- 
azines which had enjoyed “news. 
paper treatment.” Representatives 
of a number of news weeklies were 
here Wednesday to determine their 
status under an instruction limiting 
“expeditious handling” to “daily 
newspapers and weekly news- 
papers of local origin having the 
characteristics ordinarily recog. 
nized as those of a publication de- 
voted to the dissemination of cur- 
rent news of general interest.” 

The status of the news weeklies 
was under advisement at the de. 
partment. Meanwhile, schedules of 
bulk mailers were being revised 
to insure entry before 6 p.m. 

a In his statement, Postmaster 
General Donaldson: 

1, Reiterated his plea for the 2¢ 
postcard. 

2. Renewed his suggestion that 
bulk third-class mailing be elim- 
inated, and all third-class charged 
2¢ per piece. 

3. Called for retention of existing 
size and weight limits on parcel 
post, but said House changes in 
parcel post, averageing 4%¢ per 
parcel, should be further increased 
to compensate for last year’s postal 
wage hike. 

4. Accepted provisions of the 
House bill raising catalog rates, 
“While lower than those recom- 
mended by the department, the 
amount of revenue involved is not 
great,” he said. 

He issued a spirited rebuke to 
Railway Express, which has led a 
fight to reduce the size and weight 
of packages. “Are the people to 
be deprived of parcel post in the 
hope it will induce shippers to use 
another agency, which due to eon- 
ditions incidental to changes in 
transportation methods, is unfor- 
tunately no longer able to render 
satisfactory, economical and coun- 
trywide service?” ‘the asked. 


@ He remained critical of pub- 
lishers, asserting that the present 
“substantial increases” might have 
been avoided if “more reason- 
able” ones had been accepted in 
the past. 

“Those who oppose increased 
rates are generally opposed to all 
forms of government subsidies ex- 
cept the generous one they have 
enjoyed for so many years,” he 
commented. “It is natural that 
there should be opposition, and yet 
all those who oppose the increases 
because it makes them bear 4 
greater share of the cost of operat- 
ing the Post Office are constantly 
requesting additional consideration 
in the handling of their mail.” 


s Mr. Donaldson reported that 
nearly 7 billion pieces of second 
class brought less than $40,000,000 
last year. Though amounting to 
15% of the pieces handled, they 
provided only 3% of the depart- 
ment’s revenue. A 25% increase 
woul nean $10,000,000 of revenue. 
Reporting that almost half 4 
billion Vieces of third class brought 
in $135,000,000, he said bulk third 
class is increasing at a greater 
pace than any other class. 
According to the department’s 
cost ascertainment system, the 
“deficit” on second class is $200,- 
000,000; on third class $135,000,000. 


Moves Chicago Office 


The Chicago office of Radio- 
Electronics has moved to 520 N. 
Michigan Ave. 
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Month after month, 
Comics Magazines 
dish up the greatest 
entertainment fare in 
print ...to the largest 
loyal audience of 

any type of magazine. 
For example: The 
National Comics Group 
features such two- 
fisted salesmen of 
mirth, melodrama and 
merchandise as Bob 
Hope, Superman, Alan 
Ladd, Mutt & Jeff, 
Wonder Woman, Date 
With Judy, Buzzy, 
Ozzie & Harriet, Dale 
Evans .. . and a host 
of others. 


ational 
Comics 


Orouy 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Design Seminar Scheduled 


A product design seminar, to be 
attended by leading figures in de- 
sign and engineering, will be held 
at Lehigh University, Bethlehem, 
Pa., from June 26 to July 21. The 
seminar, jointly sponsored by the 
Society of Industrial Engineers and 
the university, will cover product 
design from the drawing board 
stage to the finished product. 


Names Denman & Betteridge 


Denman & Betteridge, Detroit, 
has been appointed to direct the 
advertising of Campbell-French 
Co., Northville, Mich., manufac- 
turer of telescoping market carts. 


Caples to Handle 
Argentine Airline 


New YorK—Last week it was 
clear who had the account of Flota 
Aerea Mercante Argentina. 

When the advertising for FAMA, 
the Argentine airline, started to 
run, it was placed through Caples 
Co., which apparently had had the 
account all along. 

There was some confusion sev- 
eral weeks ago (AA, March 13) 
when Buchanan & Co. was misled 
into believing it had been named 
to handle the account. This was 
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denied, at the time of Buchanan’s 
announcement, by the FAMA New 
York representative. 

The airline’s newly inaugurated 
service between New York and 
Buenos Aires, by DC-6 in 29% 
hours, is now being advertised 
regularly in newspapers in five 
U. S. cities. 


s The newspaper drive broke with 
announcement ads on the inaugur- 
al flight in New York, Washington, 
Philadelphia, Boston and Chicago. 
Follow-up ads, running once or 
twice a week in these cities, show 
departure and arrival times and 
fares.: Small space also has been 
used in The New Yorker. 

Plans call for one and two-col- 
umn insertions, in color and b&w, 
in six consumer magazines and 
three travel publications. These 
will be timed to attract the vacation 
trade. Radio spots are being con- 
sidered in New York. 


“Although no fixed budget has 
been approved by Argentina, ad- 
vertising is proceeding on a week- 
to-week basis until a complete 
budget is approved by the Minister 
of Transportation in Buenos Aires,” 
Hudson Meyer, Caples vice-pres- 
ident, said. 


Prepares Paint Campaign 


Brooklyn & Long Island Paint 
& Wallpaper’ Dealers Association 
has prepared a series of newspaper 
ads for an institutional campaign 
to urge the public to buy at repu- 
table dealers. Slated for metropol- 
itan New York papers, the cam- 
paign will be backed by window 
displays, decals, and store streamers 
in.300 member paint stores. H. W. 
Fairfax Advertising Agency, New 
York, handles the account. 


Pearson Agency Moves 

Pearson Advertising Agency, 
New York, has moved from 50 E. 
42nd St. to 250 Park Ave. 


The question, “What's our advertising doing for 
dealers?” logically is followed by another: ‘““How 
can our advertising do more for our dealers?” 


Here are some suggestions: 


@Support your dealers with advertising at the local 
level, in the medium that will do the best job of 
helping them sell. (When asked, “In what farm 
publication will our advertising make the most 
sales for you?’’, 3 out of 4 midwest dealers named 


Midwest Unit Farm Papers. ) 


@List their names. Dealer listing is practical only. 


in Jocal farm papers. 


@"Merchandise”’ your advertising. Merchandising 
helps are available, at cost-of-imprinting, from 
each Unit paper. Ask to see the AD-BOOSTER KIT. 
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CALL YOUR LOCAL MIDWEST REPRESENTATIVE. Midwest offices at: 250 Park Avenue, New York 
59 East Madison Street, Chicago ... 542 New Center Building, Detroit . . . Russ Building, San Francisco 


1324 Wilshire Boulevard, Los Angeles. 
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ANPA Group Knocks 
Post Office’s Lack 
of Cost Information 


New YorK—Newspapers are 
perfectly willing to pay their way 
in the mails, J. L. Horne, pub. 
lisher of the Rocky Mount Tele. 
gram and chairman of the Amer- 
ican Newspaper Publishers As- 


ANPA Convention _ 


sociation postal committee, said 
in the committee report to ANPA. 
But the report sharply criticized 


the Post Office Department for - 


lack of basic information about 
what classes of mail produce in 
revenue and how much they cost. 
The committee said: 

“One of the greatest obstacles 
to a proper rate, whatever it is, 
is the complete lack of informa- 
tion from the Post Office Depart- 
ment as to how much it actually 
costs to handle any class of mail, 
The Cost Ascertainment Report 
frankly admits that only limited 
amounts of expenditures are di- 
rectly allocable to a specific class 
of mail or to a special service... 
At present... the Postmaster Gen- 
eral himself has never been able to 
give an exact reply to the question, 
‘How much would the Post Of- 
fice save if second class were re- 
moved entirely from the mails?’ ” 


= The report underlined the anal- 
ysis of the counsel of the Senate 
post office committee, which es- 
timated that the proposed second- 
class rate increase would produce 
about $15,000,000 additional rey- 
enue, with $7,000,000 of the in- 
crease coming from 18 magazines 
and two newspapers. 

The committee’s report also em- 
phasized that the most recent cost 
ascertainment report charged 
32.5% of the cost of operating 
rural delivery against second class, 
and 9.4% of post office service 
(general overhead). 

“It is questionable as to how 
much expenses would be reduced 
in this class if there were no sec- 
ond-class mail,” the report con- 
tends, “but nevertheless second 
class is being charged with almost 
10% of the cost.” 

The report reaffirmed news- 
papers’ traditional opposition to 
subsidies “either in the form of 
second-class postage or any other 
form,” but demanded that “sub- 
sidies should be separated from 
the costs of operation and should 
be earmarked as_ subsidies for 
which Congress might specifically 
make the proper appropriation.” 


5¢ to $5 Merchandise Fair 
Planned in Dallas This July 


The National Association of Va- 
riety Stores announced plans for 
a 5¢ to $5 merchandise fair to be 
held in Dallas, July 16, 17 and 18. 
It will be the first showing of its 
kind in the Southwest. 

All retailers, whether or not 
members of the association, are in- 
vited to attend the show in the 
Baker Hotel., No registration fees 
are charged. Exhibitors will be 
manufacturers, representatives and 
direct importers of popular-price 
merchandise. 


RCA Has New TV Tuner 


The development of the first 
“printed-circuit” television tuner 
in the industry has been announ- 
ced by the RCA Victor tube de- 
partment in Camden, N. J. The 
circuit is designed to improve per- 
formance and reception in the av- 
erage set, with emphasis on sets 
with built-in antennas. The tuner 
will be made available for replace- 
ment purposes in the near future. 


Suto Heads Shoe Promotion 
Newark, 


Johnston & Murphy, 
N. J., shoe manufacturer, has ap- 
pointed Frank C. Suto Jr., for- 
merly ad manager of Louisiana 
Ricelene Products Corp., as adver- 


tising manager. 
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1. SRDS does not just “reach” 
buyers. Buyers reach for it. 

2. In SRDS you do not seek to 
interest buyers in your media 
information. Here, buyers 
SEEK information about your 
medium. 

3. SRDS covers no counter 
display specialists, few retail 
store advertising people. Na- 
tional buyers of space and time 
only are the regular users of 
SRDS (Media buyers, adver- 


FOUR POINTS that make SRDS a good, economical media 
advertising medium, different from any other: 


tising managers, account ex- 
ecutives—the people most con- 
cerned with market and media 
selection). 

4. In SRDS you need not di- 
vert promotion dollars to costly 
artwork; nor waste space on 
attention-getting devices. Buy- 
ers want useful information in 
these pages, arranged in ‘sim- 
ple, orderly fashion, to help 
them buy wisely, without wast- 
ing time. 


| Two aids to media selling 


The SPOT RADIO 


PROMOTION HANDBOOK and the 
BUSINESS PAPER PROMOTION 
HANDBOOK are designed to help you 
increase time or space sales and to 
reduce unit sales costs. Each Handbook 
deals with the major media selling tools 
-—salesmen, direct mail, publication 
advertising, and discusses how to 
use these tools most effectively and 
economically. Copies are available 
from SRDS now at $1 each. Other 
Handbooks in this series will be 


" aS 39. 
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These are Service-Ads. They’re packed 
with the kind of information that helps 
media buyers buy. Each cf them ran in 
STANDARD RATE & DATA SERVICE 
where agencies and advertisers look for 
information that helps them decide in 
which markets and in which individual 
media to invest advertising dollars. 
That’s the only kind of information SRDS 
carries. Up-to-date, reliable market and 
media information. Nothing else. 

That’s why you find the buyers of space 
and time for nearly all national advertis- 
ing using SRDS in every step of the media 
buying process: when they’re checking ad- 


and nothing else 


vertising opportunities in various markets 
and media . . . preparing estimates . . . 
allocating appropriations . . . working on 
media presentations . . . planning media 
proposals . . . building lists . . . making 
final decisions that may include or exclude 


your medium. 


And that’s why over ONE THOUSAND 
‘DIFFERENT MEDIA (1,041 to be exact) 
ran 7,596 display advertisements (Service- 
Ads) in SRDS last year. 


Ask any SRDS representative or office how 
Service-Ads in SRDS can help YOU get 


more national advertising. 
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DuMont Ad Budget 
$4,000,000 for ‘50; 
Unveils New Models 


(Continued from Page 1) 
months. This series will be full 
page or spreads in color. 

DuMont carries a regular news- 
paper schedule in 30 leading video 
markets. This is in addition to co- 
operative newspaper copy, placed 
with the distributor and dealer. 

Television will get additional 
funds. The company has sponsored 
the “Morey Amsterdam Show” 
(DuMont Network) for a year. The 


advertiser is so pleased with the 
results of this program that it may 
add another telecast to its adver- 
tising lineup. 

TV spots also will be carried, 
placed by the company and cooper- 
atively. One-minute radio announ- 
cements and station breaks have 
been recorded for co-op airing. 

The manufacturer last week in- 
troduced five new TV models at a 
distributor showing here. Three 
19” and two 12%” receivers, rang- 
ing from $1,269.50 to $695 retail, 
were shown. 

Campbell-Ewald Co. is the Du- 
Mont agency. 


General Outdoor 
Honors Employes 
On Anniversary 


Cuicaco—Last week General 
Outdoor Advertising Co. kicked 
off its 25th anniversary celebration 
with a dinner at the Chicago Ath- 
letic Club, at which 112 employes 
in this area with 25-year service 
records were honored through the 
presentation of handsome silver 


medallions, enclosed in engraved 
sterling silver boxes. 

Burnett W. Robbins, president 
of the company, was presented 
with a handsome silver bowl, in- 
scribed with the names of his busi- 
ness associates. The presentation 
was made by Kerwin H. Fulton, 
president of Outdoor Advertising 
Incorporated. Mr. Fulton was one 
of the organizers of GOA, formed 
in 1925 through the merger of the 
Fulton and Cusack outdoor adver- 
tising interests. 

Other dinners at which 25-year 
employes will be honored will be 
held in Kansas City, Atlanta and 
New York. There are more than 
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400 employes who qualify for this 
distinction, and the average length 
of service for all employes is over 
ten years. 


s The company issued its annua] 
[report for 1949 at the beginning of 
the annive 
celebration. & 
showed that GOA 
had gross sales of 
$25,872,000 in 
1949, compared 
with $25,253,000 
for the preceding 
year. Net profit 
was $2,830,000, 
against $2,584,000 
for 1948. Com- 
bined taxes ab- 
sorbed $2,315,000 
of operating revenue in 1949, the 
company pointed out. 

The report reviewed 25 years of 
progress in the outdoor advertising 
field, highlighting the formation 
of OAI in 1931, the establishment 
of Traffic Audit Bureau, the in- 
auguration of the annual com- 
petition and exhibit of outdoor 
advertising art, the development 
by GOA of readership research in 
the outdoor poster field, and the 
program of public service adver- 
tising which has become an es- 
tablished policy of the outdoor 
advertising industry. 

Public service campaigns fea- 
tured in the report are those in 
behalf of U. S. savings bonds, traf- 
fic safety, Community Chests, 
the American economic system, etc. 
In newspaper advertising appear- 
ing in all Chicago newspapers 
April 26, the contributions of GOA 
to public service campaigns were 
dramatized with a _ reproduction 
of a Red Cross poster. 


B. W. Robbins 


ws The historical review in the 
annual report was accompanied 
by reproductions of posters selected 
as outstanding in the year for 
which they were chosen. Products 
featured in these posters were as 
follows: 1925, Camel cigarets; 1930, 
Oxydol; 1931, Dodge automobiles; 
1934, Chevrolet automobiles; 1935, 
Ford automobiles; 1941, gas con- 
servation; 1946, Wrigley’s chewing 
gum; 1947, Ritz crackers; 1948, 
Esso gasoline and oil; 1949, the 
go-to-church public service poster. 

Officers of GOA are B. .W. 
Robbins, president; Burr L. Rob- 
bins, executive vice-president; A. 
L. Bauers, vice-president and sec- 
retary; John B. Clark and Lester 
M. Price, vice-presidents; J. 0. 
Okerbloom, treasurer. L. W. Tres- 
ter is assistant to the president and 
director of public policy, and C. H. 
Henke is general sales manager. 

Plans for the anniversary cele- 
bration were developed by Mr. 
Trester. 


Necchi Picks Katz Agency 


Necchi Sewing Machine Sales 
Corp., New York, has appointed 
Joseph Katz Co., New York, to 
handle advertising in magazines, 
newspapers and business papers. 
The account was formerly handled 
by Gordon & Rudwick. 
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Woo Ags wal Sells 


SHEAFFER Fountain Pens 


SAYS KARL DINNAUER, ADVERTISING MANAGER 
OF THE W. A. SHEAFFER PEN COMPANY 


‘‘Because of the universal need for a fountain pen in modern 
life, we have found broad-appeal media profitable for promoting 
the Sheaffer line. 


“One particular medium which gives us readership among 
men and women of all ages, incomes and education is The 


POPULAR FICTION GROUP. 


**~POPULAR gives us first, fiction—all fiction. Next it gives us 
a mass audience. Then, it gives us low cost per page per thousand 


—equally vital. 


**But most significant for sales, POPULAR gives us reader- 


ship as Starch studies have shown again and again. Most recently 
a Sheaffer color page in POPULAR rated: 


8 i” Earner 73% 


SEEN-ASSOCIATED | Men 66% 


_“And these figures speak more eloquently than anything else I 
could say about POPULAR’S proved fiction appeal.” 


MORE POPULAR WITH MORE ADVERTISERS EVERY YEAR... 


so much sense. 


Advertising pages and dollars were up again, 1949 over 1948... by a handsome 48% 
... against the magazine space trend. 


Advertisers such as FORD, CALVERT, GOODRICH, BROMO SELTZER, LIBERTY COACH, CAT’S 
PAW, BELTONE, SHEAFFER, GILLETTE are all buying fiction appeal because it makes 


You can buy it, too . . . the magnetic appeal that holds millions of men and women 
each month. And you can buy it for $1.20 per page per thousand in this day of increas- 
ing advertising costs. 


Write now . .. get your copy of “The 8 Magazine Avenues for the Mass Market” from 
your nearest POPULAR representative. 


ONE OF THE 8 BASIC WAYS TO GO TO MARKET... 


tw Popular FICTION Group 


MAGAZINES OF ADVENTURE, ROMANCE, MYSTERY, SPORTS, RAILROADING, DETECTIVE AND WESTERN TALES. 


205 EAST 42ND STREET, NEW YORK 17, N. Y. + 333 NO. MICHIGAN AVE., CHICAGO 1, ILL. + 427 WEST FIFTH ST., LOS ANGELES 13, CALIF. 


Prepared by Koyal & deGuemen 
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Scent-Flo Picks Levy 


Scent-Flo Co., Newark, has 
named Levy Advertising Agency, 
Newark, to handle advertising of 
electrically controlled deodorizers 
in national magazines and business 
papers. The company is a new ad- 
vertiser. 


Joins Geare-Marston 

Leonard Arnow, formerly as- 
sociate editor of Diesel Power, has 
joined the public relations staff of 
Geare-Marston, Philadelphia agen- 
cy. 


Fort Industry Moves 


Fort Industry Co.’s New York 
office will move to larger quar- 
ters at 488 Madison Ave. effective 
May 1. This office is headed by 
Tom Harker, vice-president and 
national sales director. 


SSC&B Appoints Anderson 


Sullivan, Stauffer, Colwell & 
Bayles, New York, has added G. 
William Anderson’ Jr., formerly 
with Cecil & Presbrey and Foote, 
Cone & Belding, as an account 
executive. 


Appoints Honig-Cooper 

Honig-Cooper Co., Seattle, has 
been named to direct the advertis- 
ing of Schorn Paint Co., Seattle 
recently purchased by 
Lead Co. The agency’s San Fran- 
cisco office handles National Lead’s 
Pacific Coast advertising. 


Warren Kraft Joins Brother 
Warren E. Kraft Jr. has joined 
his brother, Don Kraft, on the 
staff of the Don Kraft Advertising 
Service, Seattle. The agency spe- 


cializes in retail accounts. 


National 


Two Appoint Arthur Agency 


Ruth I. Arthur, Providence, R. I., 
agency, has been appointed to 
handle the advertising of Elliott 
Lincoln-Mercury Co., Providence, 
and Nickerson’s Wayside Furniture 
Inc., Providence. Both will use 
newspapers and radio. 


New Art Studio Formed 


Grande Associates, a new art or- 
ganization, has been formed at 220 
E. 46th St., New York. Peter Vio- 
a has been named art direc- 

or. 


2,800,000 


.-.and in American 8 ne Magazine 
you'll meet more than 2,600; of them every 
month. They flock to American Home because it’s 
edited for ardent homemakers—and nobody else. 
Every column, every page is brimming with exciting, 
practical home ideas. So whether you’re advertising 
foods or furnishings, drugs, building materials or home 
equipment, you can’t match American Home for results! 


UA MERICAN | 


7 


Advertising Age, May 1, 1959 


MAT PREMIUM—This point of purchase 
display exhibits an actual sample of 
Canada Dry’s plastic mat premium and 
the removable bottle collars used as 
coupons in ordering the mats. 


Canada Dry Offers 


Place Mat Premium 


New YorK—Canada Dry Ginger 
Ale Co. is giving advertising sup- 
port to a new premium offer with 
a cooperative newspaper campaign 
which opened April 26 in eastern 
and midwestern markets. 

The premium consists of two 
plastic place mats used as table 
settings. Two coupons designed as 
bottle collars for quart-size bottles 
and 25¢ must be forwarded to the 
company for the premium. 

The company will have more 
than 70 regularly licensed bottling 
plants participating in the cam- 
paign on a 50-50 basis. Each will 
place between 1,800 and 2,600 lines 
of local newspaper advertising be- 
fore the end of May, when the pre- 
mium will be discontinued. 
Twenty-six regular Canada Dry 
plants will also run space in local 
papers, making the total advertis- 
ing outlets for the campaign more 
than 100. 

The offer was first introduced to 
New England markets, and the 
company reports a high percentage 
of repeat orders by consumers in- 
terested in acquiring a full set of 
six or eight mats. The campaign 
will not be launched on the West 
Coast until May 4. 

J. M. Mathes Inc., New York, 
handles advertising for Canada 
Dry. 


Sturtevant Realigns Sales 


Sturtevant division of Westing- 
house Electric Corp., Boston, has 
formed two new departments—one 
to concentrate on sales of air con- 
ditioning products and the other, 
air handling equipment. T. C. 
Smith has been named manager of 
the air conditioning sales depart- 
ment and Phillip Cohen, manager 
of the air handling sales depart- 
ment. Both departments will be 
under the supervision of J. C. 
Thompson, general sales manager. 


O'Neill Joins Brand Mfg. Co. 


John R. O’Neill, formerly east- 
ern sales representative of Gary 
Steel Products Corp., has been ap- 
pointed sales manager of Brand 
Mfg. Co., subsidiary of Toro Mfg. 
Corp., Minneapolis. Mr. O’Neill be- 
comes the first sales manager of 
the Toro subsidiary, which was 
founded .to supply power lawn 
mowers to large merchandising 
outlets desiring machines to re- 
tail under their own brand names. 


Promotes Richard Mather 


Richard B. Mather has been ap- 
pointed sales manager of the cen- 
tral division in Buffalo of Pratt 
& Lambert, paint and varnish man- 
ufacturer. He has been with the 
company since 1928. 


— 


Always Dependable Quality and Service 


a ee I 
ENGRAVING COMPANY 


208 S. STATE ST. ST. JOSEPH, MICH. 
PHOTO ENGRAVING - ART-COPY-LAYOUT 


A ONE COLUMN CUT OR KH 
COMPLETE COLOR BOCKLET : 


Adve 


. ee) 
———E | ee ai ee Ba 
SE gS 
se ee ay er vi hy 
=e ee : tate j 
ort Bat eee ; NE 
. , p & >. ” try, 
ee lll _ a 
. Nee ETRE TY A i A ET LEI a - gs on CANA Jt self 
| eee soy » - 
: der-! 
sie y to t 
En price 
is = 
itor Ps . a 
oP ee cc ¢ - stock 
= < < < Ne 
i i 7 | es |... 
- . na 
iu gain: 
a , 
Ss ' Last 
. fy j culat 
F > ' plan! 
&. %A y ; comy 
per i! ture! 
re VE ue l wo ' line. 
- ae a = ‘ i! nied 
<a eo ‘ +." \ a 
aie GM 4 Yy S in’ 
: Ze we i. = 
Dae 7 ‘ iS YG = a 1 
ote ow 372 i )) na a @ @ en ’ tenin 
re + =. 2 Ao a 
-~- 7 Sect Ts ‘ | i , 2 to oj 
o'*_ee al oF the r 
— mm Kat - \ “the: 
sae aw lumt 
a yr hing but home vu 
ae 7 
oie r 7 
a ’ k f anyt trade 
oe) can t chin 0 tem” 
ee peop e retai 
ce Some ee chan 
ee sigs : igno: 
leis oe Hs Ms 
‘ es : P 
be ———S i! ae seen 
a “ alt i: a cited 
. J ‘ yf r ight 
Ply : “ —vy lt Wh WI a Fe Y eC 
K (_f — mai | / ee es com 
_ Ae | - iho / : , 
ADS as PK Fe I oh _ ta 
Wise pet G AW PS |/ Man 
| Sg PA ~0 5 AN cS 
. A al !_S@ A ts ee ra’ A » the 
Sa At me” | ay Mor SS & ra ¥ : hil 
ie : nv ¢ A ce nt \ Ay = oe N that 
me XL) PF y oa i VN re | faul 
es Aube my ay a x oy re 
aa ", . Ya a TR, F 7 
ay ? ra nN (ee fF a, jj - 7 : ee ne a “y 
* Mee r ot HV) ’ — Y "WY / ; “, : 7, : He, \ ra, 
© aan \ i & i site, 2 aie | res 
i SL be i} N / nenerefssstsotsesobensesessemategunssee st tise seesneneette {*eemeny start 
— ’ | WN oe See i i ee it on 
2 “hl ne ee Te \ nh, ati x : in a 
a - / | \ % } “agl } Pa +e) i i deal 
= wer sa Ct B k 
som 
3 said 
Z-_. 
=a Pp cont 
ss re | ores 
oe 5 indy 
aan 2S ae poin 
: ae _ 
| Sait ee tran 
. oP TT 
= join 
ae ciat 
mae “<< ; a Pea: 
rae loy 
tae app 
sy | ees | ts 


b 


Battle Weary 
Discs Plagued 
hy Price Cuts 


New YorkK—The record indus- 
try, which was just beginning to 
settle down to normal after the 
battle of the speeds, now finds it- 
self faced with a new problem— 
an epidemic of price cuts. 

Starting with authorized reduc- 
tions on conventional 78s, the un- 
der-selling urge has now spread 
to the Long-Playing 33%s. List 
prices on the new 45s have been 
pretty well maintained, mainly 
because some dealers were slow in 
stocking them, it is believed. 

New York record dealers who 
maintain list prices have been an- 
noyed for months by advertised 
and: window-displayed dise bar- 
gains in 6th and 9th Avenue shops. 
Last week there was a widely cir- 
culated rumor that Macy’s was 
planning to cut prices to meet the 
competition unless the manufac- 
turers brought offending dealers in 
line. However, this was flatly de- 
nied by Richard Weil Jr., presi- 
dent of the department store. 


a One leading chain of shops 
pointed out that “every legitimate 
dealer has been complaining” about 
the cut-throat competition, which 
was characterized as coming from 
stores with “‘no overhead, no lis- 
tening booths and no real services.” 

Asserting that it’s “impossible” 
to operate on anything other than 
the normal markup, one dealer said 
“there isn’t one label—RCA, Co- 
lumbia, Decca—you can’t find at 
a cut price.” 

This dealer characterized fair 
trade as a “one-way loyalty sys- 
tem” used by manufacturers “to hit 
retailers over the head when mer- 
chandise is short,” but otherwise 
ignored. 

“When we call up a manufac- 
turer about a bargain sign we’ve 
seen in a window, they get all ex- 
cited and say they'll look into it 
right away, then nothing hap- 
pens,” she continued. “So we use 
the only pressure we can on the 
company: We don’t order.” 


s Nobody seems to know exactly 
who is responsible. “The dealer 
blames the distributor, the distrib- 
utor blames the manufacturer and 
the manufacturer, the other two, 
while the truth of the matter is 
that everybody probably is at 
fault,” the metropolitan distrib- 
utor for one of the largest record 
makers told AA. 

“When price cutting—always a 
hazard in the New York market— 
starts, it’s like wild fire. You stamp 
it out one place and it comes up 
in another. 

“Dealer A complains to us that 
dealer B is selling below list price 
S80 we cut off his supply. But dealer 
B keeps getting our records and 
_— from Dealer A,” he 


This distributor, who has dis- 
continued service to a couple of 
cut-rate stores, suggested that the 
Present difficulty is a part of the 
industry’s long-range problem. He 
pointed out that the record busi- 
hess is going through its first major 
transition in 25 years. 


Grant Promotes Jordan 

Donald E. Jordan, copy director 

the New York office of Grant 
Advertising, has been named do- 
mestic account supervisor. He will 
continue as copy director. Before 
Joining Grant, Jordan was asso- 
Clate copy director of Paris & 
Peart and a copywriter with Mc- 

-Erickson. 


Joyce Appoints Gilchrist 

Joyee Inc., Pasadena, Cal., has 
appointed Jack Gilchrist in charge 
of sales of Wm. Joyce men’s shoes 
mane south-southwestern states. 


Walberg Joins Hilton 

B. M. Walberg, formerly an ac- 
count executive with the John 
Mather Lupton Co., New York, has 
joined Peter Hilton Inc., New York, 
as vice-president in charge of the 
agency’s newly organized indus- 
trial division. 


K-C Motors Changes Name 

The K-C Motors, made by the 
Kingston-Conley division of the 
Hoover Co., North Canton, O., will 
in the future be known as the 
Hoover Electric Motors. 


Kaplan Agency Gets Seven 
Accounts; Appoints Donelan 
Ben Kaplan, Advertising, Pro- 
vidence, R. I., has been appointed 
to handle the advertising of the 
following: American Luggage 
Works, featuring American Tour- 
ister luggage in magazines, trade 
publications and newspapers; Co- 
to-Coil Co., promoting electric 
coils in trade publications; Brooks 
Bros. Upholstery Co., using news- 
papers; Douglas Young Inc., fea- 
turing boxes in trade publications 
and direct mail; Virginia Dare 


Stores, ladies’ apparel, using ra- 
dio and newspapers; George H. 
Fuller & Son Co., jewelry, using 
trade publications, and Union Beef 
Co., using newspapers. All are lo- 
cated in Providence. 

Paul Donelan, who has been 
operating as merchandising con- 
sultant in the jewelry, textile and 
beverage fields and before that 


director of advertising and sales| 


promotion of Gorham Co., Provi- 
dence, has been named executive 
vice-president of the Kaplan agen- 
cy. 


ll 


$150. FOR 1 MINUTE 
TV FILM COMMERCIAL 


| TV ADVERTISING 
im) FILM FOR LOW 


1335 S. Wabash Ave., Chicago 5, Ill. 


has 
Oxf 


¢ Duplex Label 
® Mainefiex C1S Litho 
¢ English Finish Litho 


PAPERS 


HELP BUILD SAL 


E 


a THEIR purpose is to build profitable load for a 
utility company or increase the sale of appl 
gain effectiveness for your printed selling ai 
of Oxford Papers. For every 

oF pee record for top-notch resul 
ord grades covers every 
press or rotogravure printing. 


It Pays to Remember—and Use Oxford Papers 
( 


Here are a few) 


is a Good Man to Know 


jances, you can 
through the use 
one of these widely used papers 
ts—and the range of 


¢ Polar Superfine Enamel 
* Mainefold Enamel 
e Engravatone Coated 


Your Oxford Paper Merchant 


Albany, N. Y. 
Atlanta, Ga. 
Augusta, Maine 
Baltimore, Md. . 
Bethlehem, Pa. 
Boise, Idaho 
Boston, Mass. 
Buffalo, N.Y. . 
Charlotte, N. C. 


Chattanooga, Tenn. . 
Chicago, Ill. 


Cincinnati, Ohio . 


Cleveland, Ohio . 
Columbus, Ohio . 
Dayton, Ohio . 


Des Moines, lowa 
Detroit, Mich. 
Fresno, Calif. 
Hartford, Conn. 
Indianapolis, Ind. 
Jacksonville, Fla. 
Kalamazoo, Mich. 
Kansas City, Mo. . 
Knoxville, Tenn. . 
Lincoln, Neb. . 
Little Rock, Ark. . 
Long Beach, Calif. 
Los Angeles, Calif. 
Louisville, Ky. 
Lynchburg, Va. . 
Manchester, N. H. 
Memphis, Tenn. . 
Miami, Fla. Ar 
Milwaukee, Wis. . 


Minneapolis, Minn. . 
Nashville, Tenn. . 
Newark, N. J. 

New Haven, Conn 
New York, N.Y. . 


Oakland, Calif. 
Omaha, Neb. . 
Philadelphia, Pa. 


Phoenix, Ariz. 
Pittsburgh, Pa. 


Portland, Maine 
Portland, Ore. . 
Providence, R. I. 
Richmond, Va. 
Rochester, N. Y. 
Sacramento, Calif. 
St. Louis, Mo. 


need for offset, lithography, letter- 


St. Paul, Minn. 

San Bernardino, Calif. 
Salt Lake City, Utah . 
San Diego, Calif. 

San Francisco, Calif. 
San Jose, Calif. 
Seattle, Wash. 

Sioux City, Iowa . 
Spokane, Wash. . 
Springfield, Mass. 


Nation-wide Service 
Through Oxford Paper Merchants 


_Wilcox-Walter-Furlong Paper Co. 


:  Allman-Christiansen Paper Co. 


.Bulkley, Dunton & Co., Inc. 


Wilcox-Walter-F urlong Paper Co. 


.Shaughnessy-Kniep-Hawe Paper Co. 


"Bulkley, Dunton & Co., Inc. 


You can count on your Oxford Paper Merchant for 

rompt service—and the kind of friendly, practical 
Chew ~_ will make = oe easie ~hd y eg ~ ee 
right r for your parti > in touc 
with ee today ‘or a copy of the helpful Oxford Paper 
Selector Chart, or write direct to us. 


OXFORD PAPER COMPANY OXFORD MIAMI PAPER COMPANY 
230 Park Avenue, New York 17, N. Y. 35 East Wacker Drive, Chicago 1, Ill. 
MILLS AT RUMFORD, MAINE, AND WEST CARROLLTON, OHIO 


Stockton, Calif. 
Tacoma, Wash. 
Tampa, Fla. 

Toledo, Ohio 

Tucson, Ariz, . . 
Washington, D.C. . 
Worcester, Mass. 


" (iw. of Carter, Rice & Co. Corp.) 


.W. H. Smith Paper Corp. 
Wyant & Sons Paper Co. 
.Carter, Rice & Co. Corp. 

. The Mudge Paper Co. 


.Blake, Moffit & Towne 
Carter, Rice & Co. Corp. 
.Franklin-Cowan Paper Co. 
. .Caskie Paper Co., Inc. 
The Charlotte Paper Co. 
.Bond-Sanders Paper Co. 
.Bermingham & Prosser Co- 
Bradner, Smith & Co- 

* The Whitaker Paper Co. 
.The Johnston Paper Co. 
The Whitaker Paper Co. 

. The Cleveland Paper Co. 

- Scioto "Paper Co. 
.Cincinnati Cordage Co. 
The Whitaker Paper Co, 
.Bermingham & Prosser Co. 
.Chope Stevens Paper Co. 
-Blake, Moffitt & Towne 
.Green & Low Paper Co., Inc. 
-MacCollum Paper Co. 
Jacksonville Paper Co. 
.Bermingham & Prosser Co. 
-Bermingham & Prosser Co. 
: . Louisville Paper Co. 
. Western Newspaper Union 
. . «Roach Paper Co. 
Blake, Moffit & Towne 
.Blake, Moffitt & Towne 
Louisville Paper Co. 
.Caskie Paper Co., Inc. 

.C. H. Robinson Co. 
-Louisville Paper Co. 

. Everglades Paper Co. 


Sensenbrenner Paper Co. 
. Wilcox-Mosher-Leffholm Co. 
.Bond-Sanders Paper Co. 


.Bulkley, Dunton & Co., Inc. 
.Baldwin Paper Co., Inc. 
Bulkley, Dunton & Co., Inc. 
Green & Low Paper Co., Inc. 
Miller & Wright Paper Co. 
The Whitaker Paper Co. 
.Blake, Moffitt & Towne 

. Western Paper Co. 

Atlantic Paper Co. 


. Blake, Moffitt & Towne 
.General Paper Corp. 
Brubaker Paper Co. 

. .C, H. Robinson Co. 

. Blake, Moffitt & Towne 
Carter, Rice & Co. Corp. 

. .  .Cauthorne Paper Co. 
.Genesee Valley Paper Co. 
.Blake, Moffitt & Towne 


Tobey Fine Papers, Inc. 
.Inter-City Paper Co. 
.Blake, Moffitt & Towne 

. Western Newspaper Union 
Blake, Moffit & Towne 
-Blake, Moffitt & Towne 
Blake, Moffit & Towne 
.Blake, Moffitt & Towne 

. Western Newspaper Union 


.Blake, Moffit & Towne 


(Div. of Carter, Rice & Co. Corp.) 
.Blake, Moffitt & Towne 
.Blake, Moffitt & Towne 
. . «Tampa Paper Co. 

.Paper Merchants, Inc. 
.Blake, Moffitt & Towne 
-The Mudge Paper Co. 
. C. A. Esty Paper Co. 
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This Is One Way to Get Business 


We were interested—and pleased—with the advertisement inserted 
in these pages a couple of weeks ago by MacFarland, Aveyard & Co., 
taking a healthy, and pretty much unanswerable crack at The Crea- 
tive Man because of his criticism of a Celotex ad which seems to be 
doing a far better than average performance job. 

The ad was totally unexpected, and we have a feeling that Mac- 
Farland, Aveyard has gotten its money’s worth, in view of the com- 
ment the ad has stirred up, and the kidding AA staff members have 
personally taken on it. 

For the record, it should be made clear that we can take the kidding 
—with pleasure—especially when it is expressed in terms of paid ad- 
vertising. 

But also for the record, perhaps we should point out again, as we 
have at numerous times in the past, that no one has to buy paid ad- 
vertising to argue with The Creative Man, Our columns are always 
open, as they are again this week, for any expressions (they have to 
be printable and mailable, of course) which readers care to voice 
with regard to his master-minding. 

The Creative Man’s Corner was noi set up to utter gospel-like 
truths, and no one on the AA staff considers The Creative Man infal- 
lible, or even nearly so. That’s one reason we like his stuff and why 
we think it is not only interesting, but useful and valuable. 

He writes, most readers will agree, exceptionally well, and cer- 
tainly with a lack of restraint. Sometimes he is right, once in a while 
he is wrong, but always he has a point--and almost always, a point 
that makes sense. 

But he doesn’t know all the answers, and never will. So any time 
any of you folks watching the show want to get into the act, and tell 
him off... why, go to it. 


The Competitive Media Situation 


Not for ten years or more has the media situation been as com- 
petitive as it is now. And it is certain to become more competitive 
before it becomes less so. 

A good many people who ardently profess to believe in the com- 
petitive enterprise system shudder with horror when their own bus- 
iness becomes competitive. We don’t. We believe that competition can 
sometimes become synonymous with idiocy, such as the recent in- 
stance in which bread was being given away free by competing re- 
tailers on the West Coast. But that doesn’t mean competition is bad. 

Competition, within the reasonable bounds of the greatest good 
for the greatest number, is the cornerstone of the American economic 
structure. It must be practiced, as well as rendered lip service, if the 
economy is to survive. And this is just as true in the media field as 
anywhere else. 

Actually, as we all know, intelligent competition gives the buyer 
a break, because it usually means that, in the long run, he gets more 
for his money. But even more important, although often overlooked, 
is the fact that intelligent competition gives the seller a break, too, 

It makes him more critical of his product, more willing to tailor 
it precisely to his customer’s needs and wants, more eager to im- 
prove what he has to sell and the technique by which he sells it. 

Already these advantages of reawakened competition in the media 
field have begun to make themselves felt. It would be hard to find 
anyone—buyer or seller alike—who would not admit that media, 
and media selling, have improved enormously in recent years. More 
factual data, more helpful material for the buyer, have resulted from 
the need for harder selling, and in turn have often resulted in re- 
tailoring the product to make it more acceptable. 

It’s harder selling space and time in a buyer’s market, but com- 
petition still has a lot of advantages. 


What They're Saying 


Rules for PR Advertising 

Public relations advertising is 
the use of advertising space to 
present ideas which may or may 
not be directly connected with the 
business of the advertiser, but 
which he believes in and feels 
justified in discussing in print over 
his own signature or as a member 
of some group. 

This type of advertising is not 
easy to create. Sometimes it back- 
fires. Occasionally it is a waste of 
good money and of valuable white 
space. If you are called upon to 
use this important tool in public 
relations, there are some do’s and 
dont’s you should carefully ob- 
serve. 

1. Don’t preach. 

Too many advertisements of this 
type offend the reader because of 
the pompous, know-it-all char- 
acter of the copy. 

2. Be objective. 

Any good reporter will tell you 
that he has a mental picture of an 
average citizen in his mind when 
he sits down at the typewriter to 
do a story. 

3. Do not generalize. 

This is the most important ad- 
monition of all. Some terrible mis- 
fires have been made by well in- 
tentioned writers of public rela- 
tions copy because they failed to 
observe this rule. In 1948 the NAM 
ran a large advertising campaign 
dedicated to the worthy cause of 
curing the misconception in the 
public’s mind about the amount of 
profit business makes. The adver- 
tisements said that while most 
people think that business averages 
25% profit on the saies dollar and 
that 10¢ would be fair, the facts 
are that government figures show 
the actual average profit on the 
sales dollar is far less than 10¢. 

The Psychological Corporation, 
a noted survey outfit, found that 
only 15% of the people thought 
that the figure was less than 7¢ 
(the correct figure) even after 
they had just been shown the ads. 
Forty-four per cent still thought 
the figure was over 15%. This 
proved that a mere statement of 
facts alone will not change people’s 
minds. It takes specific examples. 

Contrast this with a recent ad- 
vertising program of General Mills, 
which headlines its copy with 
“How much does a vice-president 
cost?” Then it says: “The average 
take home pay of our General 
Mills V. P.’s runs around $26,000 
per year; they are the men who 
carry the heavy responsibility of 


running a company which pro- 


vides 12 thousand jobs paying a 
total wage of forty-three and a 
half million dollars a year. What 
if we fired all of them tomorrow 
and passed their pay around to the 
other employes? It would amount 
to less than $1.32 per person.” Had 
the NAM copywriters approached 
the profit problem with some 
down-to-earth understandable ex- 
amples like this, the public would 
have doubtless grasped the truth. 


—Charles C. Carr, former Director of 
Public Relations, Aluminum Co. of 
America, in speech to Fourth Dis- 
trict Convention, Advertising Federa- 
tion of America. 


Promotion (?) of Securities 

In a recent deal involving $18,- 
000,000 in bonds of a high grade 
utility company, which have to 
be merchandised, the advertising 
appropriation was $1,400. 

This figures out to 7¢ a $1,000 
bond, which would be the equi- 
valent of a real estate agent 
spending 70¢ to sell a $10,000 
house. The real estate agent 
wouldn’t have much success, and 
neither is the securities industry 
in general having much success in 
expanding its market. 

The securities industry is the one 
major line of activity that has yet 
to merchandise properly its serv- 
ices and goods. 

This is one of the reasons why 
stocks for some of the best grade 
companies in the country are sell- 
ing at such low ratios to earnings 
and dividends and in many cases 
below the liquidating or junk val- 
ues of the enterprises... 

In comparison with the money 
spent for advertising, the law- 
yers collected $10,300, which fig- 
ures out to 57¢ a $1,000 bond, and 
the federal taxes were $9,000, or 
50¢ a $1,000 bond... 

The whole securities business 
needs an overhauling and new, 
young blood with new merchan- 
dising techniques. A few firms are 
pioneering in this. 

—Leslie Gould, in the New York 
Journal American, April 13, 1950. 


Most Drugs Are New 
In a few decades the practice of 
medicine has been revolutionized 
by the introduction of sulfa drugs, 
the antibiotics and antihistaminics. 
Discovery has followed discovery 
so rapidly that 55% of the drugs 
now in use were unknown 10 years 
ago. 
—Bernard Jeffs, Vice-President in 
Charge of Sales and Advertising, Reed 
& Carnick, before the American Phar- 


maceutical Manufacturers’ Associa- 
tion. 
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Rough Proofs | 


“Newspapers set all-time record 
in 1949,” the headline says, byt 
the statement may prove to have 
been in error if volume for 1959 
exceeds it. 


Discussing the cigaret copy prob. 
lem, a tobacco man is quoted as 
saying, “All we can use now is our 
trade name.” 

Why not offer to supply the ad. 
dress and phone number of a good 
throat specialist? 


Since Reilly assures advertisers 
that Vinylite is a more faithfy) 
medium than metal, an appro- 
priate slogan would be, “Get the 
lead out of your plates,” 


A firm of bakery suppliers Zives 
its customers selling messages 
printed in reverse, to be hung in 
the bathroom and read while shay. 
ing. 

Hope they’re not exciting enough 
to create an accident hazard. 


Studebaker will shortly offer au- 
tomatic transmission as optional 
equipment, and the dealers say the 
sales and advertising department 
has had it in operation already, 


“Advertising teacher wants to 
learn facts of life about agency 
business during summer vaca- 
tions.” 

The ivory tower is safe, certain 
and very unexciting. 


When an advertising teacher 
decides to get some first-hand ex- 
perience, it’s just possible he’s dis- 
covered the authors of the text- 
books didn’t tell all they know. 


“We want a hard-hitting space 
salesman,” a publisher declares. 

The boys who caught the orders 
floating in over the transom on the 
first bounce don’t always make the 
grade in 1950. 


“Big Ten prohibits live TV 
broadcasts of football games.” 

There’s nothing commercial 
about this, you understand—they 
just want to protect small colleges 
from big league competition. 


St. Louis Card fans know they 
have the greatest ball player in the 
business in the person of Stan Mu- 
sial, but they are beginning to 
wonder if it will be enough. 


Strange to say, Americans who 
have always enthusiastically wel- 
comed the arrival of Scotch whisky 
on these shores are very doubtful 


if the tariff bars should be lowered f 


for products which compete with 
their own. 


Mr. Truman is now confronted 
with the nice political problem of 
how to hold labor union support 
while arranging tariff reductions 
that may cost some of his admirers 
their jobs. 

Copy Cy 
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The Inquirer Provides Intense 
Coverage in the City as well 
as the Suburban Area... that’s 
why it’s vital that your schedule 
include THE INQUIRER if you 
want to reach this complete mar- 
ket of over 4,000,000 persons. 


NOW IN ITS 17TH CONSECUTIVE YEAR OF TOTAL ADVERTISING LEADERSHIP IN PHILADELPHIA 


Che Philadelphia Pnguirer 


Exclusive Advertising Representatives : 


PHILADELPHIA 
PREFERS THE 
(INQUIRER 


TED W. LORD, Empire State Bidg., N.Y.C., Longacre 5-5232; ROBERT R. BECK, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S. DIX, Penobscot Bidg., Detroit, Woodward 5-7260 
West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 « 448 S. Hill St., Los Angeles, Michigan 0578 
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Wherever 


men 


compete... 


WHEREVER MEN COMPETE—in love, sports, 
politics, or business—they’re forever demon- 
strating that one man, one team, or one busi- 
ness is more able than another. 


But what makes the difference? 


Speaking solely of business, this fact stands 
out—success is surest where the ability to con- 
tinually bring fresh new thinking to business 
problems is greatest. 


So important is this ability that it may well 
be called the most valuable of all assets. Noth- 
ing else seems quite so necessary to the suc- 
cessful conduct and survival of a business 
enterprise. 


That is why we believe an advertising agency’s 
first and major responsibility to its clients is 
to bring fresh new thinking to their consumer- 
sales problems. 


The ability to do so is the measure of every 
man’s worth at Young & Rubicam. 


And when a ma”’s seourity and growth de- 
pend on such ability, he spends uncommon 
energy to develop the knack. 


Combine these knacks, concentrate them 
on a client’s problems, and you have the ap- 
proach that Y & R has used effectively for 
many kinds of products, in many different 
fields. 


YOUNG & RUBICAM, INC, 


Advertising * New York Chicago Detroit San Francisco 
Hollywood Montreal Toronto Mexico City London 
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New Institutional 
Series Tells Story 
of Packard Company 


Detroit— A new series of insti- 
tutional advertisements, which tell 
the interesting stories about the 
company behind the Packard car, 
has started to appear in several 
financial and business publications. 

Hugh W. Hitchcock, advertising 
director of Packard Motor Car Co., 
explained that “the advertisements 
are intended to familiarize more 
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and more people with our opera- 
tions, facilities and policies.” 

Six of the institutional adver- 
tisements, first of this kind for 
Packard since prewar days, are 
scheduled for 1950. 

The lead-off copy, which has al- 
ready appeared, told about “the 
new wonder-working machine that 
thrives on walnut shells.” This de- 
vice is used in production of Ultra- 
matic Drive, the company’s auto- 
matic transmission. 


ws The next advertisement, “Meet 
a new kind of assembly line that 
works on four floors at once,” will 
show how constant pioneering in 
new manufacturing techniques 
pays off for the customer. The copy 
will disclose that Packard expects 
to spend $18,996,000 for plant, ma- 
chinery and tools this year. 

The third insertion, “Where is 
the world’s fastest 2%2-mile speed- 


way?”, will describe the function 
of Packard’s 504-acre proving 
ground at Utica, Mich. It also will 
show that Packard has a 50-year 
record of $202,348,799 in earnings, 
out of which $129,414,078 have been 


paid in dividends and the balance || 


of $72,934,721 retained in the bus- 
iness. 

The ads, placed by Young & 
Rubicam, are scheduled for Bar- 
ron’s Weekly, Business Week, Fi- 
nancial World, the Chicago and 
New York Journals of Commerce, 
Magazine of Wall Street and Wall 
Street Journal, 


Appoints Emmet Harding 


Emmet F. Harding, formerly 
general sales manager of the Cor- 
bin Screw division of American 
Hardware Corp., New Britain, 
Conn., has been appointed man- 
ager of screw sales of Russell, 
Burdsall & Ward Bolt & Nut Co., 
Port Chester, N. Y. 


Advertising Age, May 1, 1959 


e A FEW MONTHS ago an as- 
sistant industrial relations man- 
ager learned he had a new boss. 
His wife told him about it when he 
came home; she had read the an- 
nouncement that afternoon in the 
local newspaper. It had been re- 
leased to the press through the 
public relations department, and 
not more than a half dozen per- 
sons in the plant knew of the ap- 
pointment until it appeared in 
print. 

This colossal boner could not 
have occurred in a company with 
a properly organized communica- 
tions structure. The announcement 


"Missouri 


Ruralist 
Tops Them All...” aaa 


says W. H. “Bud” Gardner, 


Rocheport, Missouri, Chair- 
man of the Boone County 
Ham Show and a past presi- 
dent of the Farm Bureau. 


County hams! 
Ruralist tops them all!” 


Missouri Ruralist editors and writers know the people 


“Missouri Ruralist always carries good informa- 
tive articles in every issue—with new ideas we 
can actually go out and try. Many of these have 
meant better crops and livestock . . . and better Boone 
That’s why we all say — Missouri 


they’re writing to... they go out and talk to them and 


Employe Communications 


How to Win Friends Among Your Workers 
By Rospert NeEwcoms and Marc SAMMONS —_| 


would have been made first to the 
organization’s personnel—the staff, 
the supervisors, and then the of. 
fice and shop employes. No fair. 
minded newspaper would feel that 
its news had been dulled because 
the people directly involved haq 
heard it first. 

In any proper communications 
program, the office and shop bulle- 
tin board plays an important part. 
The Current Information Divyj- 
sion, Public Relations Department 
of Sun Oil Co., Philadelphia, fig- 
ured that one out a long time ago 
and it makes intelligent use of 
boards. Any company can do the 
same thing. The announcements 
are tied in with the employe pub- 
lication, “Our Sun,” edited by Wil- 
liam J. Getty Jr., with a line at 
the bottom of each, inviting readers 
to watch the company publica- 
tion for details. 

The Sun boards cover the com- 
pany news promptly, and cover it 
all: When a government antitrust 
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WEWS FLASH 


WILLIAM D, MASGH, DIRECTOR IF CRARDE GF THDUOTRIAL 
ASLATICNS, AMD C, KLAR TOMSERD, INDURARCE OSPARTHENT 
neers, PLAS TO RETIN AT TE GD @ Tee WEAR. 

1. mee, SORE, UL COTES & BR's SOD 
@ DIRECTORS UNTIL THE ANNUAL SENTING GF STOCERGLOERS 15 
APRIL, 1950. 

TLLIAN 5. TODEREEE WILL SUCCEED OH. mASCE AS 
DIRECTOR @F INDUSTRIAL AELATICNS. 

B. CALTRA JEG WILL SUCCEED A. TOMAEND. 


WATCH COMPANY PUBLICATIONS FoR DETAILS a 


suit against Sun was filed on Jan. 
12, the bulletin boards carried a 
statement from president Robert 
G. Dunlop within a few hours; the 
company’s preliminary statement 
of 1949 earnings was on the bul- 
letin boards one morning, and in 
the papers that afternodn. When 
important personnel changes are 
made, the staff is informed, then 
the supervisors and finally the an- 
nouncement is made on the bul- 
letin boards (see cut). When a 


a 


a ea ae? OO i 


radio dramatization of the dis- 
covery of Texas’ first oil field was 
scheduled, employes read an ad- 
vance announcement of it. Articles 
in the forthcoming issue of the 
company publications are’ de- 
scribed on the boards. 


The bulletin board is one of the — 
fastest, most efficient and least © 


costly devices by which manage- 
ment may speak to employes. Yet 
the bulletin boards in eight out of 
ten plants across the country are 
used inadequately, if at all. 


Mitchell Names Russell Ad, 
Sales Promotion Manager 


tal 


“Bud” Gardner holds up one _ listen to their probiems. That’s why Missouri Ruralist Lewis M. Rus- 

Hd the wweewy o— ag stories get extra attention and consideration. The aoe Aor gly 
yg we tg wee wh “;, Same interest and trust goes to your advertising in ee anes 
chairman of the show, Gard- Missouri Ruralist. Tell your product story in Missouri Northbrook, IIL. 


has been appoint- 
ed advertising 
and sales promo- — 
tion manager of ] 
Mitchell Mfg. Co., 
Chicago. He will ; 
handle the pro- — 
Lewis Russell motion of Mit- : 
chell’s lighting fixture, room alr 
conditioner and radio specialty di- 
visions and its new television line. 


Lawyers Publishing Ups Wade | 


James J. Wade, secretary and § 
sales manager of Lawyers Pub- 
lishing Co., Rochester, N. Y., has 
been promoted to vice-president 
and director of sales. Herman W. 
Kramer, assistant sales manager, 
has been named sales manager 


Ruralist for an audience that is willing to listen... 
believe .. . and BUY! 


Missouri! Ruralist 
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Published by Capper Publications 


Editorial Office, Fayette, Mo, 


ner is active in agriculture 
extension work. 


Business Office, Topeka, Kan. 
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Why Hospital Advertisers are 
Investing More Dollars in HM 


The 1949 investment of advertisers in HOSPITAL MANAGEMENT was the greatest in our 
34-year history, exceeding the record-breaking total of 1948. 


In 1950 more new advertisers have placed more business in HOSPITAL MANAGEMENT 


than in any previous year. 


The list at the right will show you the new advertisers (agencies in parentheses) who have 


recognized the exceptional values of this magazine with their promotion dollars. 


Why are these old and new advertisers spending more money in HOSPITAL MANAGEMENT 


than ever before? 
There are several reasons, including the following: 


The hospital market is great, growing and dynamic, offering greater sales potentials than ever 


before. 


HOSPITAL MANAGEMENT has the largest and most effective coverage of the market of 
any paid circulation medium—with more ABC paid subscriptions in almost 1,000 more hos- 


pitals than any comparable journal. 


By its unique editorial departmentalization program, HOSPITAL MANAGEMENT has ob- 
tained the most thorough penetration of departmental organizations ever established. Repeated 
readership studies have shown how thoroughly this magazine reaches not only administrators 


but the heads of their key departments. 


Readership and response, as documented by returns to mail-order advertisers and inquiries for 


product literature described in HOSPITAL MANAGEMENT, are breaking all records. 


HOSPITAL MANAGEMENT gives service to advertisers. In market explorations, merchan- 
dising counsel and copy suggestions, the magazine is at all times trying not merely to “sell” 
advertisers, but to make sure that those now using the medium will get a good return on 


their investment. 


For advertising to a great market that reaches responsive, active buyers, you can make no 


better choice than the leader in coverage and reader response, HOSPITAL MANAGEMENT. 


HOSPITAL MANAGEMENT 
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New Advertisers 


USING 
HOSPITAL 
MANAGEMENT 


in 1950 


American City Bureau 
Applegate Chemical Co. 


Aseptic-Thermo Indicator Co. 
(Lockwood-Shackelford Co.) 


Automatic Food Shaping Co. 
(Jamian Advertising Agency) 


Norman Boosey Mfg. Co. 
(Turner Advertising Agency) 


Bradley Washfountain Co. 
(Kirkgasser-Drew) 


Carrom Industries 
(Waldie & Briggs) 


Celotex Corp. 
(MacFarland, Aveyard & Co.) 


Warren E. Collins, Inc. 
(Frank T. Day, Inc.) 


Colt’s Mfg. Co. 
(Horton-Noyes Co.) 


Davies-Young Soap Co. 
(Kircher, Helton & Collette) 


Detroit Steel Products Co. 
(Fuller & Smith & Ross, Inc.) 


C. B. Fleet Co. 

{Noyes & Sproul) 
Flex-Straw Corp. 

(Lang, Fisher & Stashower) 


Foster Bros. Mfg. Co. 
Gamophen Antiseptic Soap (Ethicon) 


(Hanly, Hicks & Montgomery) 
Hausted Mfg. Co. 

(Coleman Todd & Associates) 
Hodgman Rubber Co. 
(Franklin Advertising Service) 


Hotpoint, Inc. 


(Casler, Hempstead & Hanford) 
Institutional Products Co. 
(Morris Peaceman) 
International Nickel Co. 
(Marschalk & Pratt) 

Massillon Rubber Co. 

(Scheel Advertising Agency) 
Master Metal Products, Inc. 
(Lloyd Mansfield Co.) 
Mealpack Corp. 

(Reincke, Meyer & Finn) 
Motorola Inc. 

(Gourfain-Cobb Advertising Agency) 
National Biscuit Co. 


(Needham & Grohmann, inc.) 


Onondaga Pottery Co. 
(Barlow Advertising Agency) 


Presco Co. 
(R. J. Potts-Calkins & Holden) 


Prometheus Electric Corp. 
(Givaudan Adv.) 


Propper Mfg. Co. 
(Lee Ramsdell & Co.) 


Royal Metal Mfg. Co. 


(Kuttner & Kuttner) 
Sanitary Dust Receiver Co. 


0. M. Scott & Sons Co. 
(Jay H. Maish Co.) 


Seamless Rubber Co. 
(Cowan & Dengler) 


Superior Coach Co. 
(Howard Swink Advertising Agency) 


Tyler Fixture Co. 
(Jones & Taylor & Associates) 


West Disinfecting Co. 
(G. M. Basford Co.) 


Will, Folsom & Smith 


Wyeth, Inc. 
(Lewis & Gilman, Inc.) 
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WHERE 
99 MILLION 


PEOPLE SHOP 


EVERY WEEK 


This is the biggest market place in the world... 
bigger than any other place where people go to find 
the things they want to buy. 


Where else do so many people get together, week 

after week—from every part of the country? 

Where else can you find 25 million people standing in 
front of the same counter at the same time focused on 


the same product? Only in radio. 


In all radio CBS draws the largest crowds—a million 
and a half more customers than any other network. 


And every year these crowds of customers grow bigger. 


That’s why, when America’s leading business men 
offer for sale the things most people want to buy, they 
showcase them in the biggest and busiest market place 


in the world...The Columbia Broadcasting System 


THIS IS CBS... 
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. Life With Luigi (J. Carrol Naish) Wm. Wrigley, Jr., Co. 

. My Favorite Husband (Lucille Ball, Richard Denning) General Foods Corp. 
The Goldbergs (Gertrude Berg) General Foods Corp. 

Beulah (Hattie McDaniel, Ernest Whitman) Procter & Gamble Co. 


. Meet Corliss Archer (Sam Edwards, Janet Waldo) 
America's Business-Managed Electric Light and Power Companies 


veer = 


Our Miss Brooks (Eve Arden) Colgate-Palmolive-Peet Co. 
My Friend Irma (Cathy Lewis, Marie Wilson) Lever Brothers Co. 
Amos 'n' Andy (Freeman Gosden, Charles Correll) Lever Brothers Co. 


een 


. The Jack Benny Show (Don Wilson, Mary Livingstone, Phil Harris, 
Dennis Day, Rochester) American Tobacco Co. 


10. The Edgar Bergen-Charlie McCarthy Show, The Coca-Cola Co. 

11. The Burns and Allen Show, Block Drug Co. 

12. The Red Skelton Show, Procter & Gamble Co. 

13. Sing It Again (Dan Seymour) Carter Products, Inc., Sterling Drug Inc. 

14. The Bob Hawk Show, R. J. Reynolds Tobacco Co. 

15. You Bet Your Life (Groucho Marx) DeSoto-Plymouth Dealers 

16. Dr. Christian (Rosemary De Camp, Jean Hersholt) Chesebrough Mfg. Co. 
17. Gangbusters, General Foods Corp. 

18. Crime Photographer (Staats Cotsworth) Philip Morris & Co., Ltd., Inc. 

19. Lux Radio Theatre (William Keighley) Lever Brothers Co. 

20. The F.B.1. in Peace and War (Martin Blaine) Procter & Gamble Co. 

21. Mr. and Mrs. North (Alice Frost, Joseph Curtin) Colgate-Palmolive-Peet Co. 
. Skippy Hollywood Theater, Rosefield Packing Co. 

23. Mr. Chameleon (Karl Swenson) Sterling Drug Inc. 

24, Mystery Theatre (Alfred Shirley) Sterling Drug Inc. 

25. Inner Sanctum (Paul McGrath) Emerson Drug Co. 

26. Mr. Keen, Tracer of Lost Persons (Bennett Kilpack) Whitehall Pharmacal Co. 
27. Hallmark Playhouse (James Hilton) Hall Bros. Inc. 


nN 
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28. Suspense (William Spier) Electric Auto-Lite Co. 


29. Arthur Godfrey Time, National Biscuit Co., Wildroot Co., Inc., 
Liggett & Myers Tobacco Co., Inc., Pillsbury Mills Inc., Gold Seal Co. 


30. House Party (Art Linkletter) Pillsbury Mills Inc. 

31. Grand Slam (irene Beasley) Continental Baking Corp. 

32. County Fair (Win Elliot) The Borden Company 

33. Strike It Rich (Warren Hull) Colgate-Palmolive-Peet Co. 

34. Give and Take (John Reed King) The Toni Co. 

35. Let's Pretend (Nila Mack) The Cream of Wheat Corp. 

36. The Joe DiMaggio Show, M & M Ltd. 

37. Junior Miss (Barbara Whiting) Lever Brothers Co. 

38. Grand Central Station (Martin Horrell) Pillsbury Mills Inc. 

39. Stars over Hollywood (Hans Conried) Armour & Co. 

40. Theatre of Today (ira Avery) Armstrong Cork Co. 

41. The Garden Gate (Sam Caldwell) Ferry-Morse Seed Co. 

42. The Second Mrs. Burton (Patsy Campbell) General Foods Corp. 

43. Wendy Warren and the News (Florence Freeman) General Foods Corp. 
44. Young Dr. Malone (Sandy Becker) Procter & Gamble Co. 

45. Aunt Jenny, Lever Brothers Co. 

46. Guiding Light (Donald Briggs) Procter & Gamble Co. 

47. Big Sister (Grace Matthews) Procter & Gamble Co. 

48. Brighter Day (Margaret Draper) Procter & Gamble Co. 

49. Rosemary (Betty Winkler) Procter & Gamble Co. 

50. Perry Mason (Joan Alexander, John Larkin) Procter & Gamble Co. 

51. Ma Perkins, Procter & Gamble Co. 

52. Our Gal Sunday (Vivian Smolen) Whitehall Pharmacal Co. 

53. Hilltop House (Grace Matthews) Miles Laboratories Inc. 

54. This is Nora Drake (Joan Tompkins) The Toni Co. 

55. Nona from Nowhere (Toni Darnay) B. T. Babbitt Inc. 

56. Romance of Helen Trent (Julie Stevens) Whitehall Pharmacal Co. 

57. Edward R. Murrow with the News, Campbell Soup Co. 

58. Lowell Thomas, Procter & Gamble Co. 

59. Eric Sevareid and the News, Metropolitan Life Insurance Co. 

60. Cedric Adams, Pillsbury Mills Inc. 

61. Allan Jackson and the News, Seeman Brothers, Inc. 

62. Arthur Godfrey's Talent Scouts, Thos. J. Lipton, Inc. 

63. The Rex Allen Show, Phillips Petroleum Co. 

64. The Vaughn Monroe Show, R. J. Reynolds Tobacco Co. 

65. The Bing Crosby Show, Liggett & Myers Tobacco Co., Inc. 

66. Horace Heidt’s Original Youth Opportunity Program, Philip Morris & Co., Ltd., Inc. 
67. The Jack Smith—Dinah Shore— Margaret Whiting Show, Procter & Gamble Co. 
68. Carnation Contented Hour (Ted Dale) Carnation Co. 

69. Bob Crosby's Club 15 (Andrews Sisters, Evelyn Knight) Campbell Soup Co. 
70. The Gene Autry Show, Wm. Wrigley, Jr., Co. 

71. Curt Massey Time (Martha Tilton, Curt Massey) Miles Laboratories Inc. 
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Bozell Will Handle 
New Stocking Line 
for Miss Rosenstein 


New YorK—Bozell & Jacobs has 
been appointed advertising and 
public relations counsel by Nettie 
Rosenstein Stockings Inc., a new 
corporation which has opened an 
office in the Empire State Bldg. 
Its Monroe, N. C., mill will pro- 
duce 60-gage nylon stockings de- 
signed and styled by Nettie Rosen- 
stein. 

U. B. Buchanan, formerly gen- 
eral sales manager of Schiaparelli 
Stockings Inc., is president of the 
new organization. 

Advertising plans are in the con- 


OPTIVISE! 


GET readers to see what-when-as you 
want them to see. Boost buy-vrye with 
newest layout formula: art pivs eye- 

» Airmail material for better styling by 

AD SCRIBE, NORTH CANTON, O. 


A complete creative layout-copy-art service 
for economy-wise advertisers. Write today! 


ference stage, AA was told, and 
probably will not be ready for an- 
other month or six weeks. Initial 
deliveries on new stockings are 
expected to be made about June 
1. These will be available only in 
60-gage, twisted 15-denier con- 
struction. 

The stockings will be packaged 
elaborately in “startreuse,” a color 
said to have been originated by 
Miss Rosenstein, and jet, a combi- 
nation that will be carried out in 
satin stocking cases. 


Appoints Ankeney Agency 


The Buffalo Fire Appliance 
Corp., Dayton, manufacturer of 
fire extinguishers and associated 
items, has named Ankeney Adver- 
tising Agency, Dayton, to handle 
its advertising and sales promo- 
tion, effective May 1. Trade pub- 
lications and direct mail will be 
used. 


Tatham-Laird Joins Four A‘s 

The American Association of Ad- 
vertising Agencies, New York, has 
elected Tatham-Laird, Chicago, to 
membership. 


Live-Pak Sells 
Canned Lobsters 
-Alive, That Is 


Boston—Canned live lobsters 
are expected to be on the market 
from coast to coast and in several 
Latin American countries in May. 
The lobsters are canned alive two- 
to-a-can—with the claws banded 
to prevent accidents when opened 
—by the Live-Pak Seafoods Co. 
here. 

The company has delivered lob- 
sters by plane and train since last 
summer in tests to all parts of the 
United States, with remarkable re- 
sults. 

Lobsters are canned in a solu- 
tion patented by J. R. MacDonald, 
president of the company and in- 
ventor of what he calls “Solution 
X”. The secret is in creating a 
synthetic Atlantic Ocean inside 


Bie 4 


ALIVE IN ‘GUNK’—Into each of these cans a brace of live lobsters goes. Live-Pak 
Seafoods Co., Boston, this month will begin selling 
| tl 


Advertising Age, May 1, 1950 


LVEPK LIVEPAK 
vt Lonsrens vs tes 


LOBSTERS 


and advertising this unusual 


product in several cities. A 


Live-Pak’s President J. R. MacDonald, keeps the lobsters alive. 


. times called simply “gunk” by 


¢ 


“Whirling dervshes, Abdullah! 


let’s buy what we see 


in this oasis-of-full-facts! 


"9 


Son of the prophet and Daniel Starch! Because they foot 
the bill, home-planners want full facts on the 


logs. 


a a 


See Standard Rate 
& Data Service (Con- 
sumer Magazine 
Section) for com- 
plete information on 
Home Owners’ Cata- 


most profitable markets. 


them — most effective for you. 


building materials, equipment, 
home furnishings they select for homes built for 
their occupancy. They gobble up the descriptive, 
illustrated, detailed sales literature that saleswise 
manufacturers insert in Home Owners’ Catalogs, 


Latest survey by Daniel Starch and Staff shows: 
Home Owners’ Catalogs is the greatest single 
factor of buying influence in one of today’s 


appliances and 


Put your consumer literature in Home Owners’ 
Catalogs, and reach your known prospects in the 
timely, detailed way that is most helpful for 


There are plenty of profit-making data for you in 
the full report of Dr. Starch’s findings, Ask to see 
it today—write Dept. “Z”, 


the tin which keeps the lobsters 
alive and kicking. There are more 
than 20 elements in ocean water, 
says Mr. MacDonald. He adds that 
he has learned how to take water 
from a faucet, add six of these 
elements which are especially 
beneficial to lobsters and neutral- 
ize three harmful substances which 
the crustaceans give off inside 
the can. Patents still are pending 
on this secret formula which the 
inventor sometimes refers to sim- 
ply as “gunk.” 


a While some promotional ground- 
work has been laid, the full adver- 
tising campaign will not be re- 
leased until delivery dates of the 
canned lobsters can be ascertained. 
Fourteen per cent of sales revenue 
is the anticipated advertising bud- 
get. According to Mr. MacDonald, 
the company expects to do most of 
its advertising through radio, 
newspapers and television in a 
very flexible campaign, with larger 
merchandisers using space in mag- 
azines. 

Mr. MacDonald’s plans were al- 
most squelched when a group of 
tender-hearted Bostonians thought 
he was mistreating the lobsters by 
shutting them up in a can for a 
week or two. The Animal Rescue 
League was alerted, but it de- 
cided that a lobster, once caught, is 
better off and perhaps happier in 
a can than out. 


@ Live-Pak Seafoods proposes to 
supply its own containers for ship- 
ment by rail and air and to sell 
wholesale and retail tanks to du- 
plicate New England “pounds”— 
tanks of seawater where lobsters 
are kept alive in restaurants and 
retail stores. 

MacDonald franchise holders are 
located in St. Louis, Miami and 
Cincinnati. These cities will serve 
as distribution points as soon as 
the product is ready for the retail 
market. 

Lobsters will live from 6 to 16 
days in these cans, which must be 
kept in a special container de- 
veloped by Mr. MacDonald or in 
a refrigeration unit at 40° F. to 
slow down the lobsters’ metabo- 
lism and oxygen requirements. 

A related process is being used 
for lobster meat. The lobster is 
cooked and placed in a can with 
the treating solution without any 
further sterilizing cooking, which 
destroys much lobster flavor in 
conventional canning methods. At 
refrigeration temperatures, the 
bacteria count may be kept under 
control. A test shows that the 
harmful bacteria count was zero 
after 30 days, according to Mac- 
Donald. 

He said his ‘“MacDonald Process” 
may be applied to all seafoods, 
and to vegetables as well. He says 
that some time soon he’ll be ready 


to ship mackerel, flounders and 
other types of fish. 


s Mr. MacDonald also formed a 
company to handle the shipment : 
of fresh flowers. The flowers aré 
kept in a cellophane bag or any 
type of sealed container. In some 
cases roses and carnations havé 
been kept in a static state without 
water and at room temperature for 
17 days, but the market claim will 
be eight days. Some preliminary} 
work has been done with lettuce 
Some lettuce has been "oss off 


without ice and with no loss of 
moisture. Although lobster is the 
only food developed to the con- 
sumer level, Mr. MacDonald thi 
his processes will open a new field 
of food preservation and even sum 
pass recent improvements in froze 
foods. 

Larger merchandisers through 
out the United States and Soul 
America, MacDonald says, are & 
pected to take the problem of dé 
tribution away from the packer® 


Woods Elected President 
of Commercial Solvents 


J. Albert Woods, formerly ,. 
ident of Wilson & Toomer 

lizer Co., Jack- 
sonville, Fla., has Py 
been elected } 
president of Com- 
mercial Solvents 
Corp., New York, 
He has been ac- 
tive in the agri- 
cultural chemical 
field for many 
years and has had 
experience both 
in production and 
sales. Previously 
he was a vice- 


Nitrate Sales Corp, and a Vil 
president of W. R. Grace & Coy 


a 


Long Appoints Fritz 

Edward C. Fritz Jr., formerly 
account executive and _ salesn 
of WBBM, Chicago, has been 
pointed radio and television @ 
rector of W. E. Long Co., Chica 
management consultant and 
vertising agency to the baking? 


a 


UNION RUBBER & ASBESTOS @ 
TRENTON, WN. J. 
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oy CONCENTRATION PAYS... 
| for both Reader and Advertiser! 


Of the 1,008 advertisers who delivered their advertising message : 
to the Oil Industry through the pages of The Oil and Gas 
Journal in 1949, 362 of them advertised in THE JOURNAL 
- . » and IN NO OTHER PUBLICATION! Many others con- ' 
centrated the bulk of their advertising space in THE JOURNAL re 
to make sure of doing a dominant advertising job in the leading 
paper. (That's why The Journal carried more pages of advertising 


than any other magazine, business or general, last year!) 


Ample evidence is available to prove that advertising in The 
Journal ALONE will reach 78% of your customers and pros- 4 
pects. Furthermore, by combining the circulation of The Journal ’ 
and the second publication in oil industry add only a A 
few readers not already served by The Journal. The number of 
additional readers becomes smaller as each successive publica- 
tion is added, while the cost of reaching them becomes pro- 
portionately higher and higher. 


Sake oat Sees Se tnply Oat & sae ent Be uned Sena te: 
. duplicate or repeat . . . provided FIRST a dominant schedule 
e \ is used in the publication which provides the bulk of the audience 

\ desired. It simply means that the Law of Diminishing Returns 
will set in and “results per dollar” will be less and less as addi- 
tional publications are added to your advertising schedule. 


Busy oil men, readers of oil papers, have found that they 
cannot hope to read all the thirty or more oil papers published 
- « » 80 they too are ——— the logical course of concentrating 4 
their valuable reading time in The Oil and Gas Journal, where , : 
they are assured of more technical articles and full news cover- 


peti eeEU age, presented in a clear fast tempo. : 

, om , More and more advertisers are sensing this trend among the 
a 7] ' readers of oil publications and, realizing they cannot possibly 

10 ' advertise in all the thirty or more oil papers . . . so they in i 

: increasing numbers are CONCENTRATING their advertising, a 
ADVERTISERS EXCLUSIVE ' to the extent that they first do an uate, dominant job in 

YERTISERS i the leading oil paper, rather than spread their budget too thin . 

DURING aD 1948 | to make an effective impression anywhere. ; 

1949 in ‘ 
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NYU Window Display 
Study Is Based on 
1,290,000 Viewers 


NEw YorkK—Women dominate 
the display audience by providing 
between 54% and 79% of total 
sidewalk pedestrian traffic ex- 
posed to window displays, accord- 
ing to a nationwide study of dis- 
play, released last week by the 
National Association of Display 
Industries. 

The survey, conducted by the 
school of retailing of New York 
University, is based on the ob- 
served behavior of 1,290,000 men 
and women, believed to be the 
largest sampling group in any 
marketing research. The study 
covered selected window displays 
exposed to the sidewalk pedestrian 
traffic in one city in each of the 
12 Federal Reserve districts. Inter- 
ior displays also were studied in 
two of the cities. 

“Traffic, readership and sales 
effect,” according to Albert Bliss, 
chairman of the association’s re- 
gearch committee, “were the 
three broad considerations in this 
phase of our continuing research.” 


s Both men and women, the sur- 
vey revealed, have a lively inter- 
est in the visual presentation of 
merchandise in window displays, 
and see, read and remember the 
merchandise message these dis- 
plays convey. 

It was found that interior dis- 
plays demonstrate the power to 
increase the sales of merchandise 
that had previously hung up “best 
seller” records, Howard M. Cowee, 
of NYU, director of the study, said. 

Window displays, he said, have 
the ability to start and sustain 
increases in sales of merchandise 
unpublicized in other ways, the 
findings indicate. 


ws The study will. be published in 
June under the title of “The Traf- 
fic-Readership and Sales Study of 
Display.” It is the second report in 
the university’s visual merchandis- 
ing research series. Before publica- 
tion, results of the survey will be 
presented as a feature of the June 
market week of the National As- 
sociation of Display Industries. 


Doremus Adds Johnson 

George R. Johnson, formerly as- 
sociate editor of Railway Age, has 
been named to the Chicago adver- 
tising copy and public relations 
departments of Doremus & Co. 


Rich Appoints Kennedy 

Paul Kennedy Studios, New Or- 
leans, has been named exclusive 
representative in the southern 
states territory for Norman Rich 
Studios, Chicago. 


60 


BILLION DOLLARS 


IN WORLD TRADE 


Are you getting a share of this 
highly profitabie business? 
UNITED NATIONS WORLD 
places your product before the 
men who do the buying for the 
markets of the world... the 
men who have more than 


$60,000,000,000 to spend. 
Write today on your letterhead 
for sample copy and rate card. 


UNITED NATIONS WORLD 


The International Magazine 


319 E. 44th St., New York 17, N. Y. 


Chicago Adwomen Elect 
Gladys Blair President 


Gladys Blair, account executive 
in the publie relations depart- 
ment of J. Walter Thompson Co., 
has been elected president of the 
Women’s Advertising Club of Chi- 
cago. 

Other new officers are: Laura 
Oman, J. R. Pershall Co., 1st vice- 
president; Jean Simpson, Leo Bur- 
nett Co., 2nd vice-president; Clare 
Clowes, independent premium con- 
sultant, corresponding secretary; 
Leona Murphy, of Glenn, Jordan, 
Stoetzel, recording secretary, and 


Katharine Fitzsimmons, McCann- 
Erickson, treasurer. 


Bachman to Aitkin-K ynett 


Bachman Bakeries Inc., Read- 
ing, Pa., manufacturer of pretzels, 
has appointed Aitkin-Kynett Co., 
Philadelphia, to handle its adver- 
tising. 


To Hoefer, Dieterich 

Hoefer, Dieterich & Brown, San 
Francisco, has been named to di- 
rect the advertising of Santa Rosa 
Savings & Loan Association, Santa 
Rosa, Cal, 


Plans De-Moist Campaign 

G. N. Coughan Co., West Orange, 
N. J., has plans to launch a special 
hot weather campaign for De- 
Moist, packaged air drier. Life, 
Good Housekeeping, This Week 
Magazine and newspapers in 48 
markets will be used. The agency 
is A. W. Lewin Co., Newark. 


Bortnick Names Worthen 

Harry Bortnick Advertising 
Agency, Philadelphia, has appoint- 
ed C. Allison Worthen, formerly 
with J. Walter Thompson Co., as 
director of art and production. 


Advertising Age, May 1, 1950 


Appoints Jack Hollenbeck 


Jack Hollenbeck has been named 
sales promotion manager of Colo. 
tyle Tyle-Bord Corp., Seattle, 
manufacturer of plastic-surface 
wall panels. He was formerly ad- 
vertising manager of Commercial 
Automotive Service, Seattle, De- 
Soto-Plymouth distributor. 


Harshe Appoints Gertler 


Alfred M. Gertler, account ex- 
ecutive of William R. Harshe As- 
sociates, Chicago, public relations 
concern, has been appointed edi- 
torial director. 


“SALES EXCEEDED THOSE OF ANY 


... for 8 of the nation’s top wholesale druggists 


and 2000 of their independent drug retailers 


Sparked by the Southwestern Drug Cor- 


poration — 8 wholesale druggists* hand- 
picked 2000 of their best independent 
drug retailers to tie-up with GOOD 
HOUSEKEEPING. 


Southwestern Drug Corporation Coffin-Redington Drug Company 


Dallas, Texas 


Brunswig Drug Company 


Los Angeles, Cal. 
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These 2000 retailers blanketed 11 western 


states and New England with mass dis- 


plays in windows and on counters featur- 


ing merchandise guaranteed by GOOD 


HOUSEKEEPING. 


nated the 


greater sales! 


*These are the wholesale druggists who participated: 


San Francisco, Cal. 
Smith-Faus Drug Com 
Salt Lake City, Uta 


my 


Davis Brothers, Inc. 
Denver, Colo. 
Tacoma Drug Company 
Tacoma, Wash. 


RESULTS: A proved success from 
California to New England. Read this 


letter from Fred Truett who coordi- 


tie-up. These same sales- 


minded wholesalers and retailers are 
already scheduled to repeat this pro- 
motion in 1950. That’s... 


Proof Again That GOOD HOUSEKEEPING 
Sells Goods! Because products advertised in 
GOOD HOUSEKEEPING enjoy greater accept- 
ance with retailers .. . because ads are more con- 
vincing in GOOD HOUSEKEEPING .. . products 
advertised in GOOD HOUSEKEEPING enjoy 


Northwestern Drug Company 
Portland, Oregon 
Gilman Brothers, Inc. 
Boston, Mass. 
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Journals of Commerce Shift 
Griswold and Benziger 

Adelrick Benziger Jr. has been 
transferred from advertising man- 
ager of the New York Journal of 
Commerce to advertising manager 
of the Chicago Journal of Com- 
merce, effective May 1. 

Frank Griswold, advertising di- 
rector of the Chicago paper, will 
retain this position and in addi- 
tion has been named head of a 
new national and financial ad- 
vertising department of the two 
newspapers. John Poteski contin- 


ues as advertising director of the Fluge Appointed A. M. 


New York paper and J. A. Hartley 
continues as national advertising 
manager of the Chicago paper. 


Retailers Plan Conference 
University of Maryland’s Col- 
lege of Business Administration, in 
cooperation with Retail Merchants 
Associations of Baltimore and 
other Maryland cities, the Mary- 
land Council of Retail Merchants 
and leading retail concerns in 
Washington, will hold a Merchan- 
dising and Management Confer- 
ence on May 15 at the university. 


Peter J. Fluge has been named 
advertising manager of the general 
products division of Owens-Corn- 
ing Fiberglas Corp., Toledo. He 
joined the company in 1939 and 
most recently has been manager of 
the Toledo branch sales office. 


Cargill Forms Agency. 
James N. Cargill, formerly ex- 
ecutive vice-president and general 
manager of Cabell Eanes Inc., has 
established Cargill & Co., a new 
advertising agency, with offices at 
301 E. Franklin, Richmond, Va 


Curtis Names Fuller 
Chairman; MacNeal 
Is New President 


PHILADELPHIA—Walter D. Fuller, 
president of Curtis Publishing Co., 
has been elected to the newly 
created position of chairman of the 
board of directors, The new post 
entails the general supervision of 
the business of the company. 

Robert E. MacNeal, Ist vice- 


“More sales 


. «+ carry-over of holiday merchandise very very 


small.” Sun-Ray Drug Company, Montebello, California 


4 PRESENTS YOU ARE PROUD TO GIVE 
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GH WI SEREEPING = ns) 


<a. ae 


o. Kote a 


“The Good Housekeeping Guaranty Seal clinches many sales in 
our store daily.” S & M Drug Store, Amarillo, Texas 


“Christmas business well above our expectations.” Hewser Rexall 


Drug, Los Angeles, California 


“Our best December in volume of sales.” 


macy, Kaufman, Texas 


4 ¥ Seok Brive. 


Ce PRESCRIPTIONS 


< Faun oR Hon oS . 
enara ved by" by © 
Good Housekeeping 
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Scott Brothers Phar- 


“Good Housekeeping helped us attain the largest volume in 
December in our history.” Holiyweed Way Drugs, Burbank, Cal. 


—: 
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“Our general increase December, 1949 over 1948 was 10.9%.” 


Fairmount Pharmacy, Dallas, Texas 


prrist mas 


wd «a NEREEPING 


“Marked increase in sales of merchandise.” 


Enumelaw, Washington 


vam anteeD ay 
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Sunrise Pharmacy, 


Tacoma accounts, like-Riser Drug Company, “felt it helped in 
increasing sales.” Tacoma Drug Company, Tacoma, Washington 


Walter D. Fuller R. E. MacNeal 
president of the company, was 
elected president at the same time. 
All other company officers were 
reelected. 

The advancement of Mr. Fuller 
to chairman of the board climaxes 
a carecr with the company which 
began in 1908. He has been, suc- 


cessively, comptroller, secretary, 
vice-president and, since 1934, 
president. 


Mr. MacNeal has been with Cur- 
tis since 1923. He was first elected 
to the board in 1942 and in 1943 
was made secretary. Exactly one 
year ago, he was elected Ist vice- 
president. 


Announcement 
hherille, NC.> 


_ MORNING EVENING 


CITIZENs TIMES 


SUNDAY CITIZEN-TIMES™ 


THE 
BRANHAM 
COMPANY 


OFFICES 


Chicago 
New York 
Detroit 
Dallas 
Atlanta 
Charlotte 
St. Louis 
Memphis 
San Francisco 


Los Angeles 


Contact A Branham-Man 

for Information on The 
ASHEVILLE CITIZEN-TIMES 

—and Its Rich, Important 


“Market Reg “gion 
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2nd ‘Lone Ranger’ May Get Lower Summer 
Rate; 26 TV Stations Okay P&G Rate Plan 


New YorK—While most adver- 
tisers cut their broadcasting sched- 
ules sharply during the summer 
months, General Mills this year 
will do just the opposite. 

Already set to fill 65 nighttime 
half hours on NBC during the ra- 
dio hiatus season, the company is 
making plans to televise “Lone 
Ranger” twice weekly this sum- 
mer. The cowboy serial currently 
is carried weekly over approxi- 
mately 40 ABC-TV stations. Con- 
nected stations air the program 
Thursdays at 7:30 p.m., EST. 

General Mills’ plan is for a 13- 
week rerun ef early instalments 
of the program, which ran on TV 
last fall. Early stories in the series 
will be reshown, of course, for the 
benefit of thousands of new view- 
ers. 


is Dancer-Fitzgerald-Sample_ re- 


portedly is attempting to secure a 
special summer discount for its 
client on the second “Lone Ran- 
ger.” (D-F-S put the show on 
video for General Mills last fall 
after ABC-TV stations agreed to 
accept it on a two-year rate guar- 
antee basis, with options for a 
third at an increase.) An agree- 
ment comparable to that being 
offered to NBC-TV summer spon- 
sors is being sought. As bait to 
keep advertisers using TV the 
year around, NBC offers a 35% 
discount during the hiatus period, 
this not to affect the annual re- 
bate. 

Although the offer for the re- 
run of “Lone Ranger” had not been 
presented formally to stations at 
mid-week, 10 of the present lineup 
of TV outlets had already let the 
agency know they will be willing 
to accept the business. 

“Lone Ranger” (TV) will prob- 
ably go twice weekly late this 
month or early next depending on 
what kind of time segments can 
be cleared. 


= Meanwhile, Procter & Gamble, 
another D-F-S client, is proceed- 
ing to line up stations for “Beu- 
lah’s” introduction to video in the 
fall as originally planned. The 
agency is asking stations to clear 
time for the 30-minute weekly 
telecast on the basis of a two-year 
guarantee, with options for a third 
at an increase. 

Dancer-Fitzgerald-Sample’s_ ef- 
forts to secure a “three-year freeze 
on television rates” for a second 
major advertiser have been sharply 
criticized by T. E. Flanagan, man- 
aging director of the National As- 
sociation of Radio Station Rep- 
resentatives (AA, April 24). He 
called the move a “distinct dis- 
service to a new medium that 
gives promise of opening new hori- 
zons in marketing practice.” 

At mid-week, some 30 of 57 
stations, queried concerning “Beu- 
lah,” had replied to preliminary 
wires sent them by ABC-TV. 
Twenty-six indicated their will- 


Will Your Child 
Suffer From Teachers’ 
Starvation Wages ? 


Did you know school teachers are 
paid less than charwomen.. . rat 
exterminators .. . or garbage collec- 
tors? Do you realize how cheating our 
teachers cheats our children too? 
Read the shocking truth in the 
new May issue of LIBERTY. Also the 
problem of drinking among college 
students ... the amazing career of 
Sam Gompers . . . condensation of 
“Peace of Soul’’ by Monsignor Sheen 
. . Training Gene Autry’s ‘“Cham- 
pion"... Fishing for the Family... 
and LIBERTY’S great Home Section 
goveted to the problems of your 
mily. 


Liberty 


NOW ON SALE AT ALL KEWS STANDS 


ingness to take the show as offered. 
“Beulah,” a daily 15-minute broad- 
cast on CBS, will start on TV Sept. 
19 over ABC. 


Cover Awards to be Given 


The Chicago Business Papers As- 
sociation will present at the final 
meeting of the season, June 12, 
three certificates of award for the 


three best cover designs submitted 
by its members. Cover specimens 
are to be sent to R. A. Trenkmann, 
assistant publisher, Standard Rate 
& Data Service, 333 N. Michigan 
Ave., Chicago, before May 20. 


Ley & Livingston Names 
Anderson; Gets 5 Accounts 

W. S. Anderson, formerly with 
Wank & Wank, San Francisco, has 
joined Ley & Livingston, San Fran- 
cisco, as an account executive. 

The agency, which will soon 
move to new quarters in the pent- 


house atop the Newhall Bldg., has 
been named to handle the ad- 
vertising of American Brands 
Corp., San Carlos; Van S. Labor- 
atories; D. H. McCorkle Co., fur- 
nace controls manufacturer; Rutzke 
Veatherstrip Mfg. Co., and Sherry 
Liquor Stores. ‘ 


Young & Rubicam Adds 
Michalove and Donaldson 
Young & Rubicam, New York, 


has added Gertrude Michalove, 


formerly vice-president of Theo- 
dore Sills & Co., to the public re- 
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lations staff, for assignment to 
food accounts. 

Robert M. Donaldson, formerly 
director of sales and advertising 
for Magnetic Power Inc., has 
— the merchandising depart- 
ment. 


Anahist Appoints McGuire 

Anahist Co., Yonkers, N. Y., has 
named John W. McGuire, for- 
merly senior account executive 
with American Newspaper Ad- 
vertising Network, as director of 
advertising. 


A Maiy Mer 


LON 
TRONG! 


Sell the best man in every dozen . « REA 


VA 


ee i pes als os tat Choe), (IES @ Snir reek MMe ee des 


Marker 


Adt 


ad ee 
: | 
Bi | | 
; U1 
Ee Fe 
= | 
. | . 
eas in 
nit | N 
ia “ad 
‘ | | a ns 
es C 
_ the! 
i ee pri 
oA ' thr 
L: 
P 
Koy . . : ; 
sa . ‘i s 
as 
eo 
eS ANB SS SCROTAL I LES SPEEDS LEE ATE 
A 
a 
bs 
: 
e 
we \ 
a ; \ 
: 
5 ee 


Advertising Age, May 1, 1960 


Unusual Printing 
Features Color Ads 
in Latest ‘Flair’ 


New YorK—Flair claimed two 
“advertising firsts” last week with 
the publication of its May issue. 

One is a full-page ad by Len- 
theric, employing thermo-plastic 
printing, a raised printing tech- 
nique which gives the effect of 
three dimensions. The other is a 


layout by the New York gift shop 
of Carole Stupell—a quarter-page 
in four colors and the first such 
ad to appear in Flair, which says 
it makes smaller space units avail- 
able for four-color ads than any 
other magazine. 

The issue also carries a Caron 
ad printed in metallic gold ink at 
the standard premium rate for 
color. 

Full-page newspaper copy an- 
nouncing the new issue lists 115 
retailers in the country who are 


tying in with store-wide promo- 
tions. Of this number, 83 had tied 
in with previous Flair issues. 


Furniture Account to Gardner 

De Gaal & Walker, New York, 
manufacturer of French provincial 
furniture, has appointed Fred 
Gardner Co. to handle its adver- 
tising. The company has not ad- 
vertised nationally before. Pub- 
lications expected to be used in- 
clude Design, House Beautiful, 
House & Garden, and Interior Dec- 
orating. 


888 Agencies Have 
ANPA Recognition 


New YorK—ANPA recognition 
of advertising agencies is at an 
all-time high—888. 

Last year, 87 applications were 
received, and 30 removed from the 
list. ° 
Of the 30 removed, eight merged, 
11 discontinued without loss to 
creditors, five were placing no 
newspaper ads, seven couldn’t 
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Popular Mechanics’ BIG Man Market gives you 


THE BEST MAN IN EVERY DOZEN 


One man out of every twelvein 
America bulks up to a big market 
for any man-bought product. In num- 
bers alone it’s too much to miss. 
But—more than that—this Popular 
Mechanics adult male market is the 
most dynamic, sales-producing man- 
package you can buy. 


Here’s why! 


It’s a big, undiluted man market. If 
you want men, Popular Mechanics 
gives you men at rock-bottom cost. 


It’s a select market. Popular 
Mechanics sorts out The Best Man 
in Every Dozen... by responsiveness, 
reader interest, economic status, 


mode of living, by every yardstick this 
Popular Mechanics reader measures 
up to the best prospect you can find. 


He has the P.M. Mind... the alert, 
interested, active mind that makes 
him read ads deliberately and con- 
sciously respond. He’s the fellow in 
the know, who is consulted by his 
neighbors and influences their buying. 


Your sales dollars will pay off more 
when you point them at the PM. 
Mind ... at the one man in twelve 
proved to be more responsive to ad- 
vertising. Get all the facts and you 
will put Popular Mechanics FIRST 
on your schedules aimed at men. 
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meet financial requirements, one 
changed personnel and ANPA con- 
siders it a house agency, and one 
was financially involved and ask- 
ing an extension of time. 

Of the 87 which applied, plus 
five pending from the preceding 
year, 61 applications were granted. 
Twelve agencies withdrew their 
applications, seven were placed in 
suspense, six had incomplete ap- 
plications, and six were refused. 


Launches CARE Campaign 


The Advertising Council, New 
York, has started a special cam- 
paign to increase shipments of 
CARE food packages to West Ber- 
lin, with the theme “Food Wins 
Friends for Freedom.” Newspaper 
and radio advertisers will be asked 
to give the drive increased em- 
phasis in time and space allocated 
to their public service messages. 


Flint Adds Stanley Hinden 

Flint Advertising Associates, 
New York, has added Stanley Hin- 
den, formerly with Blumberg & 
Clarich, to the copy staff. 
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FREE BOOKLET J 
"How to Put SOCK 
in Your First Sen- } 
tence’, Write today 
—use business letter- | 


head, please. 


_ in Your First Sentence on 


jy 


WATERMARKED 


by 
Fox RiVer 


COTTON-FIBER BOND, ONION SKIN, LEOGER 
ee ee 


You work hard to put business-getting 
words into your letters. Give your words 
every chance to work for you. Let them 
speak from the clear, white surface of 
cotton-fiber paper by Fox River. 

To serve every business need, Fox River 
offers papers of varying cotton content 
with the exact per cent watermarked 
in every sheet. Check sosal printing price 
with your printer — beautiful 100% 
cotton-fiber Fox River letterheads and 
matching envelopes vs. paper you are 
now using. The small difference will 
amaze you. Samples with free Sock book- 
let. Fox River PAPER CORPORATION, 
1123 Appleton Street, Appleton, Wis. 


look ‘through the paper::: 
see the 


Fox River & 


WAME OF QUALITY 
WATERMARKED IN EVERY SHEET 
ae - 4 


950 | ie 1 
A | 3 | 
sing ee 
for- ee 
tive 
Ad- : 
> of r 
i | LT » 
| Ss \ ae 

a a _ 

rs : 

| Put SOCK “ 
‘on = : 

| circulatt ee = 
more than ON ili male read : MECHULAR | a 

L oo best QUY > ee : 

| — VSS es 
<2 ; 

¢ ! REACH THE A Neg i : 
a 


T ® 6 AY Network Radio 


is the only medium that’s 95% as 
big as America— 40,700,000 radio 
families, up 12 million in 10 years | 


—and 86 million sets, twice the 
1940 total. It is a selling force of 


fabulous appeal and influence. 


And as always in Network Radio— 
the first choice is NBC. Because NBC 


is Bigger, Busier, More Economical. 


Today, more than evel sell 
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B 3 G G E & According to Broadcast Measurement Bureau, Study 
No. 2, NBC has the biggest audience in all radio— day and night. 


Specifically: the combined total weekly daytime audience of 
the stations of the NBC Network is 35,430,000 families — 
3,000,000 more than the second network. At night the figure is 
37,750,000 and that’s 4,870,000 more than the second network. 


NBC’s margin of leadership on the basis of daily audience is 
12°. more families daytime and 14% more families at night 
than the next network. 


B U % i E g In 1949, advertisers invested more money in NBC 
than in any other network. 


And in 1950, advertisers are again making NBC their first 
choice. One recent record-breaking example: General Mills has 


signed with NBC to sponsor 65 evening half-hour programs 


to run through the summer. 


ie 
More kconomicai NBC today costs about 


15% less per 1,000 homes reached than it did 10 years ago. 


Even more important to the advertiser: NBC today reaches 
more people at lower cost than any other national advertising 
medium — including the other networks. 


lp sell America you need 


America’s No. 1 Advertising Medium 


A service of Radio Corporation of America 
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‘TV's Destiny 
Is Education, 
Says Sarnoff 


Cuicaco—“If television is to 
achieve its real destiny, it must 
serve as a medium of education 
and public service,” according to 
Brig. Gen. David Sarnoff, board 
chairman of the Radio Corp. of 
America. 

Speaking at the dedication of 
RCA’s television exhibit at Chi- 
cago’s Museum of Science & In- 
dustry, Gen. Sarnoff declared: 
“Television is the greatest adver- 
tising medium which has thus far 
been produced. It makes every 
home in America a theater—and 
I do not mean on the basis of yes- 
terday’s or today’s programming.” 

He said that television will hit its 
stride only when it recognizes 
its own potentialities as an ed- 
ucational force. 


ws The television industry will 
grow, he continued, from its pre- 
sent $1 billion annual volume (in- 
cluding all segments of the in- 
dustry) to a $3-5 billion annual 
volume within five years. 

He also predicted that from 
9,000,000 to 10,000,000 video re- 
ceivers will be in use by the end 
of 1950 and that 20,000,000 sets 
will be in use in American homes 
by the end of 1952. “In 2% years, 
there will be from 75,000,000 to 
80,000,000 regular viewers from 
coast to coast.” 

J. Roscoe Miller, president of 
Northwestern University, featured 
speaker at the dedication ceremony, 
challenged the critics of television 
who predict that it will deprive 
people of the faculty of listening 
attentively and reading intelli- 
gently. “There is no inherent logic 
in the supposition that we shall 
hear and read less because we view 
television more,” he said. 

He called on the educators who 
view television with alarm to wel- 
come the medium and devise meth- 
ods for using it as an aid to educa- 
tion. 


a The elaborate RCA exhibit at 
the museum contains a series of 
dioramas, each illustrating some 
principle or phase of television’s 


Pocket Television 


FLIP BOOKS 


Promotions 


Fascinating 
to the 
> Millions 


ANIMATED CARTOONS, SPORTS, 
REAL MOVIES, EDUCATIONAL, ETC. 


Two Movies In Each Book 
For As Little As 112 Cents! 


Many of America’s great companies 
have found these flip books most ef- 
fective sales aids...in the promotion 
of their products. For humor in ani- 
mated cartoons . . . dramatic educa- 
tional interest in true movies .. . for 
putting your products in dynamic ac- 
tion . . . these flip books are un- 
surpassed. 

Free Scenario Offer 
Without obligation, we will prepare 
for you a movie scenario, depicting 
your product in action... with a sup- 
plementary sports movie or cartoon. 


MINIATURE FLIP BOOK CO. 


National dades: Representative 
GRAHAM DEVICES 


150 Broadway, N. Y. 7. Dept. A 


development. Spectators may push 
buttons under each shadow box 
to “make it go.” 

The evolution of scanning, from 
photoelectric and mechanical de- 
vices to present-day electronic de- 
vices, is displayed. In another ex- 
hibit, a complete receiver circuit 
is laid out. By means of a push 
button under each separate circuit, 
the viewer may see what happens 
to the image on the screen when 
there is a defect in a particular 
part. 


Polaroid Promotes Davis 


Polaroid Corp., Cambridge, 
Mass., has named Harold E. Davis 
assistant sales manager of the Pol- 
aroid camera division. He was for- 
merly a member of the Polaroid 
camera sales staff. 


Schrader’s Names Cisney 

D. F. Cisney has been appointed 
advertising manager of A. Schra- 
der’s Son, Brooklyn, manufac- 
turer of pneumatic valves. He 
succeeds D. S. Hunter, who has re- 
signed. 


‘American Family's’ 
Guarantee Up 1/3 


Cuicaco—The American Fam- 
ily magazine has announced a cir- 
culation guarantee of 400,000 effec- 
tive with the July issue, an in- 
crease of 3344%. At the same time, 
space rates will go up 20%, to 
$1,200 for a b&w page. 

M. O. Lokensgard, publisher, 
said orders now in hand indicate 
a net paid circulation of more than 
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500,000 for the June issue. The 
magazine is distributed through 
5,000 independent grocery stores, 
both cooperatives and voluntary 
groups. 


Ryan Agency Names 3 

William Green has been pro- 
moted to radio and TV director 
of the Lewis Edwin Ryan agency, 
Washington. Bette Murphy is the 
agency’s new radio and TV copy 
chief. Gordon Manchester, former 
radio and TV director, becomes ac- 
count executive. 


Who Profits 


THE IRON AGE + HARDWARE AGE - HARDWARE WORLD + DEPARTMENT STORE ECONOMIST + BOOT AND SHOE RECORDE 
MOTOR AGE - COMMERCIAL CAR JOURNAL + THE SPECTATOR LIFE INSURANCE 
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Names Peterson & Kempner 

Peterson & Kempner, New York, 
has been named to direct the ad- 
vertising of Sumo Pumps Inc., 
Stamford, Conn., manufacturer of 
domestic and industrial water sup- 
ply pumps. 


Esmond Appoints Naurison 

Leonard S. Naurison has been 
named an account executive of 
Lawrence Esmond Advertising 
Corp., New York. He was former- 
ly with Van Diver & Crowe, New 
York. 


SF eee 


Acquires Riggs Optical 

Bausch & Lomb Optical Co., 
Rochester, N. Y., has acquired 
Riggs Optical Co., Chicago, an af- 
filiated distributor, which will be 
known as the central division of 
Bausch & Lomb Optical Co, J. Ed- 
gar Bohle has been named man- 
ager of the new midwestern divi- 
sion. 


Blumberg Agency to Move 
Frank L. Blumberg, Advertising, 

Baltimore, after May 1 will 

located at 800 Cathedral St. 


Tydol Opens Spring 
Drive on ‘Jet’ Gas 


New YorK—Tide Water Asso- 
ciated Oil Co. has launched a 
spring campaign for gasoline and 
oil products in 12 eastern states 
with newspapers forming the 
largest part of the promotion. 

For Tydol Jet-Action gasoline, 
insertions of 1,200 and 800-line 


be| advertisements will run through 


Labor Day in 327 papers in 268 


| cities. 

The newspaper push will be 
backed by 250 outdoor posters 
along main highways, cooperative 
dealer space in newspapers, and 
nightly spot radio announcements 
over ten New England stations and 
one station in New York. 

A giveaway miniature jet rac- 
ing car will be used during the 
campaign as a sales promotion de- 
vice to tie in Tydol’s “jet” theme 


in newspapers and point of sale 
material. 
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consumer and worker, 


most of all! 


consumer .. 


CHILTON COMPANY (INC.) 


Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


A simple truth! Unfortunately, business and industry have allowed 
left-wingers to get away with their loud-mouth libels that give 


“profits” a sinister connotation. 


Sure, stockholders benefit from a profitable operation. But when 
stockholders realize a gain on their investments, workers benefit 
through the encouragement of risk capital, the source of new jobs! 
What’s more, the profitable enterprise is where job-security is 
found—better wages, better working conditions, increasing oppor- 


tunities for advancement. 


The profit-making business is the one that is on its toes . 
business that is always on the lookout for ways to improve its prod- 
ucts and build a more efficient operation. That pays off for the 


consumer in terms of more for his money. 


We, at Chilton, believe it is time for business and industry to take 
a tip from the left and get to work on the job of hammering home 
to the public the truth about profits as the key to better job oppor- 
tunities for the worker . . . better products and services for the 


. an increasing standard of living for all. 


e New York 17, N. 


IN ACTION + THE SPECTATOR PROPERTY INSURANCE REVIEW + DISTRIBUTION AGE 


100 East 42nd Street 
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Veedol] motor oil will be ad- 
vertised in The American Weekly, 
Collier’s, Life, Look, and The 
Saturday Evening Post, with half- 
page color advertisements based 
on the copy theme “Found Where- 
ever Fine Cars Travel.” 

Lennen & Mitchell, New York, 
handles the account. 


Appoints Erwin Martin 

Erwin B. Martin, formerly Chi- 
cago sales representative of Com- 
bined Locks Paper Co., Combined 
Locks, Wis., and the D. M. Bare 
Co., Roaring Springs, Pa., has been 
appointed a sales representative in 
the Chicago area of the paper divi- 
sion of Minnesota & Ontario Paper 
Co., Minneapolis. He succeeds Paul 
Joslin, who has resigned. 


Red Cross Shoes to Moss 
Moss Associates, New York, has § 
been named by the Red Cross shoe 
dealers of the metropolitan area 
to conduct a cooperative television 
advertising campaign, supported 
by a point of sale program. The 
dealers are sponsoring “Sunday 
Night All-Star Theater” on WPIX, 
New York, Sunday, 10:30 p. m. 


. 


FROM COVER. 
TO COVER 


THE NEW 


folds 


COVERS THE SOUTH 
wer a 


900,000 


Guaranteed Circulation 


7 

f ~ the South's best- 
loved magazine has become the 
South’s best-looking magazine—new 
from cover to cover! 

* New Plate Size—7” x 10-3/16” 
—for new savings in space and pro- 
duction 

* New Format — more attractive, - 
easier to read and handle 

he "Type Faces — easy on the 

more eye-appeal 

* ain Top-Quality Paper Stock 
—for sharper, cleaner, better re- 
production 

* New, Far Better Color Repro- 
duction—for better looks and bet- 
ter readership 

* New Editorial Zest—new fea- 
tures, new writers, new interest 


“9 —the South’s No. 1 
home magazine, with 98.3% of its circula- 
tion concentrated in the 15 Southern states 
—is edited to fit and suit the South. No 
matter what media you 
use, you can’t cover 
the big Southern 
home market com- 
pletely—without 
HOLLAND'S! 


THE MAGAZINE OF THE 
‘DALLAS, TEXAS — 
ces im Chicago, New York, Atlonto, Nashville — 


Simpson Reilly, Lid. on the West Coast - 
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Conmar Buys TV Show 
in Eight Major Markets 


“Cafe Continental,” a 15-minute 
film program featuring top stars 
from London and Paris, is being 
oO weekly in eight major 

markets under the sponsorship 
of Conmar Products Corp. Time 
for Conmar zippers was bought 
through William H. Weintraub & 
Co. Isabel Begley, star of the Eng- 
lish company of “Oklahoma,” is 


mistress of ceremonies for “Cafe 
Continental,” which was_ spot 
booked. 


Commercials, also film, feature 
men’s and women’s clothing and 
accessories which use Conmar zip- 
pers. Local retail stores carrying 
the demonstrated merchandise are 
plugged in the live ¢éut-ins. This 


is a goodwill gesture on the part 
of the zipper maker and does not 
involve any expenditure by the 
stores advertised. 


Kline Named Sales Manager 


Lawrence J. Kline, formerly ex- 
ecutive vice-president of Mercury 
Mfg. Co., Chicago, has been ap- 
pointed sales manager of the auto- 
matic division of Automatic Trans- 
portation Co., Chicago, manufac- 
turer of electric industrial trucks. 
Mr. Kline will direct the sales for 
Automatic and Skylift trucks. 


Moves Chicago Oftice 

Variety Merchandiser Publica- 
tions has moved its Chicago office 
to 185 N. Wabash Ave. 
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| ~The Elks market | 


for INSURANCE 


Of the 928,010* Elks who read THE 

ELKS MAGAZINE, 68.9°%/ are home owners 
-.- 51.9% maintain their own businesses 

. .- 83.3% own and operate one to three 
cars. As heads of their families and property 
owners, Elks know the value of financial 
assurance against accidents and other risks. 
Their interest in such assurance is 

evidenced by the fact that 92.6% of them 
invest in life policies. If your insurance plans 
benefit men of means, by all means tell The Elks. 
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*A substantial bonus over guaranteed 
850,000, on which current rates are based. 


YOU'LL SELL IT, 1F YOU TELL IT IN 


MAGAZINE, 


NEW YORK + CHICAGO - DETROIT + LOS ANGELES 
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|'GF’s Moulton Lists 


‘Must’ Standards in 
Marketing Research 


New YorK—Market research 
will continue to grow in impor- 
tance, if “it is well done and well 
controlled,” Richard H. Moulton, 
director of marketing research for 
General Foods Corp., told the 
New York chapter of the American 
Marketing Association last week. 

Research is an _ indispensable 
factor, he said, in filling the gap 
between consumer behavior and 
management decisions, but to do 
this it must meet certain standards. 
He listed among these: It must 
state its objectives; it must be in- 
dicated clearly who did and who 
paid for the research; interpreta- 
tions must be in line with the 
facts; and the researcher must 
have had wide experience in the 
industry or the marketing area 
of the particular study involved. 


Ekco Names Ragir President 


Benjamin A. Ragir has been 
elected president of Ekco Products 
Co., Chicago, succeeding Arthur 
Keating, president and board chair- 
man. Mr. Keating will continue as 
chairman of the board. Mr. Ragir 
joined the company in 1946 and 
has been executive vice-president 
and treasurer of the company since 
1949. Edward Keating, son of Ar- 
thur Keating, will continue as as- 
sistant to Mr. Ragir. 


Alco-Zander Names Ross 


Philip I. Ross Co., New York, 
has been appointed to direct the 
advertising of Alco-Zander Co., 
manufacturer of men’s suits. A 
trade publication campaign will 
be launched in August to merchan- 
dise the company’s two lines, Alco 
and Berry Brent, to stores in about 
300 cities. A magazine campaign 
also is planned. Newspaper mats 
are being made available to fran- 
chised stores. 


Torkel Gundel Agency Moves 

Torkel Gundel Advertising, Chi- 
cago, has moved its offices to 110 
S. Dearborn St. 


STICK OUT 


your tongue at high ad- 
vertising costs. EYE* 
CATCHER photos give 
ads pull. Used by big- 
gest advertisers. 100 new 
subjects ‘’ et FREE 
proofs No. 

sepeanennnn 

10 E. 38 St. NYC 16 


whether you sell foods, drugs, 


The new Government survey ‘on food consumption proves 
beyond doubt that families with children consume an average 
of 40% more foods than do families without children. But 


you will find more users in every Parents’ Magazine home ! 


*Starch Consumer Magazine Report 


SEND TODAY for copy of new U.S. Government 
survey, “Food Consumption” by type of household. 


The Most Mouths To Feed 


Per Thousand Circulation 


— MAGAZINE reaches more persons per reader-family than any other magazine. What 
is more, Parents’ Magazine concentrates its entire circulation in families with children, while other 
magazines reach an average of 53% families without children.* 


apparel or home appliances, 


1,200,000 
ABC 
CIRCULATION 
) GUARANTEED 


$2 VANDERBILT AVENUE, NEW YORK 17 © ATLANTA-BOSTON-CHICAGO-LOS ANGELES-SAN FRANCISCO 
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Portland, Ore., artist Pers Crowell is the 1949 award winner in the 
annual book jacket design contest sponsored by Turk & Reinfeld, New 
York lithographer, for his design for “Horses, Horses, Horses,” published * 
by Franklin Watts Inc. Pers is art director of Carvel Nelson & Powell 
Advertising Agency. . . 

Recent elections to outside jobs will be taking up some of the time of 
Elsie Stark, director of consumer education for Best Foods, who has 
been elected president of the New York League of Business and Pro- 
fessional Women; Roy Larsen, president of Time Inc., who’s been picked 
to head the Harvard Alumni Association; and C. Wendel Muench, Chi- 
cago agency president, elected president of the Alexian Brothers Hos- 
pital Foundation. . . 

Meredith Publishing Co.’s John F. Noone is heading the committee for 
solicitation of the advertising industry in the Catholic Charities fund 
raising drive in New York. Ben Duffy of BBDO and John C. Kelly of 
Kelly, Nason are assisting as general vice-chairmen. . . 

SKF Industries, Philadelphia, honored seven employes who have com- 
pleted 20 years of service, and one who is marking his 40th year, at a 
luncheon held in the plant. J..R. Doughty, export sales manager, is the 
40-vear man and he was given a silver platter by President William L. 
Batt, himself a 42-year veteran. . . 


MEMENTO—This picture of the art staff of Gray & Rogers, Philadelphia, gathered 

around a blow-up snapshot of their erstwhile secretary, Mrs. Patricia Nelson, 

was made for her when she left to take over a full-time job as housewife. From left 

to right are Terrance G. Casey, Charles Rae Evo, William H. Jepson, J. Philip Blank, 

Vincent Benedict, W. Frederick Clark, Guy Fry, Claude W. Ely’ Jr. and Russell 
R. Gazzara. 


New babies with April birthdays are Stephen Fitch Silha, ten-pounder 
born Easter afternoon to the wife of Otto A. Silha, promotion director 
of the Minneapolis Star and Tribune; Barbara Joan Savitt, daughter of 
Ruth Michalson Savitt, station manager of WCCC, Hartford, and Max 
Savitt, v.p. of the station; Phyllis Victoria, daughter of Edgar P. H. 
James, promotion director of Steuben Glass Inc., New York; John Alfred 
Gambling Jr., who’s arrival makes WOR’s John B. Gambling a grandpa; 
and David Bruce, son of Richard Bruskin, TV director of Advertest 
Research, New Brunswick, N. J. . . 


Wallace Boren, the author of This Week Magazine’s feature, “Wally’s 
Wagon,” acquired a son-in-law a few weeks ago, when his daughter 
Elaine, formerly in the ad department of the Advocate, Stamford, Conn., 
was married to Mason N. Dodge, an engineering student at Purdue 
University. .. Two new members of the board of trustees of the Cuvier 
Press Club are Clem H. Bayer, assistant general manager of the Cin- 
cinnati Times-Star, and John F. Cronin, city editor of the Cincinnati 
Enquirer. . . 

Inland Steel’s giant new ore carrier, which tied up in its home port, 
Indiana Harbor, for the first time on April 25, is named in honor of 
Wilfred Sykes, chairman of Inland’s executive committee and a former 
president of the company. . . New stickers, advertising Omaha as “The 
Nation’s Steak House,” now being used by local business houses on 
their correspondence, were developed by the publicity committee of the 
Omaha Chamber of Commerce, which is headed by T. D. Devaney, 
advertising sales director of the Omaha World Herald.. . 


Duane Jones, New York agency president, who has served as pro- 
motion chairman during the past two fund-raising campaigns, has been 
named a director of the New York City Cancer Committee. . . Earle A. 
Buckley, president of the Earle A. Buckley Organization, Philadelphia, 
will teach Letter Writing at the third annual session of the Financial 
Public Relations Association’s school of financial public relations, sched- 
uled for the Chicago campus of Northwestern U. July 31-Aug. 12. 
Harford Powel, a former BBDO executive now doing creative writing 
in Boston, will teach Executive Use of Words I and II, and S. H. Chelsted, 
v.p. in charge of public and employe relations, Peoples First National 
Bank & Trust Co., Pittsburgh, will teach Development of a Public 
Relations Department, Business Development, and Internal Relations. . . 


Betty Bice, national advertising manager of the Hawk-Eye Gazette, 
Burlington, Ia., was married in Kansas City, Mo., April 14 to Marve 
Narramore, managing director:of Feed Institute Inc., Des Moines. They 
have an apartment in the Hotel Hawkeye, Burlington. . . It’s still in the 
planning stage for Jean Louise, daughter of George Benneyan of The 
American Weekly. She’s engaged to Andrew P. Kordalewski. . . 

Stanley F. Withe, head of advertising and publicity of Aetna Life 
Affiliated Companies, Hartford, is observing his 30th anniversary with 
the company. . . Gretchen B. Schoenleber, president of Ambrosia Choco- 


late Co., Milwaukee, has been elected a member of the executive com- 
mittee of the Association of Cocoa and Chocolate Manufacturers of the 
i an 


oO p> ul ae 


mio g 2 


= Ss oe 
& BF ~~ eg to x Sia ess ig y x 

Gelling Perscral | 
as his . , ; HH He. a & he ‘ pe 
ne s . % 
Se a 
a ee 
. “3 7 
oe oat 7 Fe 

: o Po ee 
" | fog at 
i] , “ey 
at ES 
=f ee red | gi 
oe | = : Ps i. a 
ee Z ta oy: : 
a. | ee. z 4 = —_—- : oa 
% | % 4 — ha) ae ry ie : e 
% m4 a 4 {% ig 
; % wt See 5 Ad ee i is ay : 
F | aia ™ e ‘ ‘ x q aa . 7 ; 

. c's a ie! ‘ pie ot {<a “ a 
— ‘ | o é to. se rs a 
as mone 7 ieee : Lc es: a al 
Dre ; ‘4! Pees i : aioe. . dee ee : 

: 4 & Pi su : a & 1 SA is aie, : 
7 * / eae tok io ti x ee 

é z Nn AES > r of Alas iy ie 

. a Oe eS i. | ey 7 

| re ey ‘ aia intl aaa : 

- ie Seek 5 . = j “Ws 

‘ J : , > eae ae aa ee : se 
we } j ‘ ‘ Se teens =! Me ee a \ . a 
ete i ee 
hues ‘ me 
ee eas s 
Gt, ; ; 
MRE ig ys 
ete s : 
rape an ‘ f 

. | . , 

EE CAR ae SS EET Rae Ee A ene nem 8 a ot 

it er Em on : sidiad 
oe " . f ay . ae 
‘ Ww 1ZEPN | . 
ee ) | fe < / : 
Sey wee '_ 
by, ey a Z } 4 
seit a ~ a ws 
ioe _ : ; ™ “ 
= 
on | Pp e 
ney | - 
pier ~,  WeeneIYe re i 

3 ee ‘ wD 
Pe ‘ } a 
mee ‘a ~ 

‘ | ‘On SEARING eae 

uF ; CHM OMENS iy 
fat x PROM Cre he 
3 7O Cousot ais 
a peemenenenatce - rd 
2 ee 
? : . ee ws 
3 o F = pee 
~ (aang ‘ aS eet Se et es i - ora ss ata E . AoE Peis 
PND Benen Pe. Gee ete eet oe a ee eee Nm meee i ree i ag ere ee Ce oe ee ee Ce eee ee tS 


NEW Subscription Order Form... 


Piease enter immediately my subscription to 


Advertising Age for 
[) One Year at $3.00 [] Two Years at $5.00 [] Three Years at $6.00 
C) Payment enclosed [7 Bill me later [) Bill my firm 


Title. 


ony 


Zone__State. 
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ARF ‘Lima News’ 
Study Gives P&G 
Ad High Ranking 


New YorK—Thirteen advertise- 
ments in the Feb. 23, 1950, issue 
of the News, Lima, O., attracted 
notably high attention, the Adver- 
tising Research Foundation dis- 
closed last week in Study 137 of 
its Continuing Study of News- 
paper Reading. 

The surveyed issue was a 36- 
page Thursday evening paper in 
two sections. Advertising linage in 
that issue totaled 56,379, which 
placed the ratio of advertising to 
news-editorial-feature content at 
64 to 36. 

A 1,000-line ad for Procter & 
Gamble’s Joy scored 12% for men 
and 33% for women, giving it 
fifth place on the all-study per- 
centage list of leaders in the gro- 
ceries, soaps and cleansers cate- 
gory. It also topped the list of wo- 
men’s highest scoring national ads 
in the surveyed issue. 


a A 498-line ad for Johnson & 
Johnson surgical dressings was 
read by 4% of the men and 17% 
of the women, giving it a three- 
way tie for sixth place among all- 
study leaders in the medical cate- 
gory. 

Topping the men’s list of highest 
scoring national ads in the sur- 
veyed issue, and second on the 
women’s list, was an institutional 
ad placed by the Great Atlantic & 
Pacific Tea Co. This news type 
1,848-line ad scored 36% for men 
and 32% for women. 

Two ads for local radio stations 
placed third and fourth on both 
lists. A 70-line ad for WIMA 
placed third on the men’s list at 
27% and fourth on the women’s 
list at 29%. Fourth on the men’s 
list and third on the women’s was 
WLOK’s 77-line ad with a score 
of 26% for men and 31% for wo- 
men. 

Based on the size-equalizing in- 
dex, which takes into considera- 
tion the size of an ad as well as its 
percentage score, the index ratings 
of 414 and 403 recorded for the 
women readers of the WLOX and 
WIMA ads were also sufficiently 
high to place them third and fifth, 
respectively, on the list of all- 
study index leaders regardless of 
category, the report says. 

The next foundation report to 
be released is expected to be its 
recent survey of the Herald, New 
Britain, Conn. 


K&E Promotes Stewart 
to Secretary, General Manager 
D. C. Stewart, 
who was elected 
secretary of Ken- 
yon & Eckhardt, 
New York, in 
September 1947, 
has been named 
secretary and 
general manager 
of the agency. He 
joined it in 1946 
after eight years 
as an officer and 
director in a 
group of affiliated heating fuel 
companies in the Philadelphia- 
Baltimore area. 


Inland Steel Ups Buddington 


Robert M. Buddington. has been 
named assistant manager of sales, 
sheet and strip division of Inland 
Steel Co., Chicago, effective May 
15. He has been a member of the 
sales department for some time. 
Mr. Buddington succeeds William 
P. Burke, who has resigned to 
start his own business. 


To Wilhelm-Laughlin-Wilson 


The New York office of Wil- 
helm-Laughlin-Wilson & Associ- 
ates has been retained to direct 
the advertising of Lawrence Man- 
agement Inc., Bronxville, N. Y., 
Lawrence Properties, Bronxville, 
and Lawrence Prince Associates, 
NeapPagaua and Mount Kisco, 


D. C. Stewart 


Adler Agency Appointed 

Russell Electric division of Ray- 
theon Mfg. Co., Chicago, has named 
William Hart Adler Inc., Chicago, 
to handle the advertising for its 
line of fractional hp motors. Di- 
rect mail and business papers will 
be used. 


Parsch Appointed A. M. 

Carl J. Parsch, formerly with 
Simons-Michelson, Detroit agency, 
has been named advertising man- 
ager of Acheson Colloids Corp., 
Port Huron, Mich. 


Van Citters to ‘Bulletin’ 


G. W. Van Citters, formerly in 
the promotion department of the 
Des Moines Register and Tribune, 
has been appointed assistant pro- 
motion manager of the Philadel- 
phia Bulletin. 


Burdette to Campbell-Ewald 
Clarence E. Burdette, formerly 

with Foster & Kleiser, outdoor ad- 

vertising concern, has been named 

an account executive in the Los 

—— office of Campbell-Ewald 
oO. 


WREN 
The Right Spot in 
TOPEKA KANSAS 


WEEDO & COMPAN Y 


bring your layouts to life...print on 


INTERNATIONAL HUDSON GLOSS 


Want a real value in letterpress paper? Good smooth surface, 
good clean white, good clear halftone reproduction — without paying a 


premium price? 


You'll find it in Hudson Gloss, International’s new process-coated book 
paper. Effective and economical for catalogs, broadsides, folders, 

house organs and all advertising literature—you just can’t beat it for 
performance on flat-bed or rotary presses, using single or multiple- 

color printing. So, for your very next letterpress job— specify Hudson Gloss! 
International Paper Company, 220 East 42nd Street, New York 17, N.Y. 


INTERNATIONAL PAPERS 


for printing and converting 
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New YorK—Permanent Exhibi- 
tions for International Trade and 
an affiliate organization, the 
United States Marketing Council, 
will open a new sales headquarters 
in New York for more than 1,000 
foreign products about Sept. 1, ac- 
cording to announcement made by 
Pietro Aria, president of the two 
marketing groups. 

Permanent Exhibitions for In- 
ternational Trade is an American 
corporation designed to stimulate 
sales of foreign products in Amer- 
ican markets. 

The organization, which prob- 
ably will have display space in the 
street-level lobby of the Prince 
George Hotel here, will supply 
European manufacturers with a 
merchandising service directed to 
reach buyers of major department 
stores in this country. 

Roy S. Durstine Inc., New York, 
has been appointed to handle the 
advertising of Permanent Exhibi- 
mations. Plans for advertising in Eur- 
opean business papers are being 
made. Advertising in American 
business papers also is being con- 
sidered, John Balsamo, an asso- 
ciate of Mr. Aria, told AA. 


@ As outlined by Mr. Aria, Per- 
manent Exhibitions’ sales promo- 
tion program has three working 
phases: 
1. Exhibition in New York of 
exportable products for the Ameri- 
can market, with suitability pre- 
determined on the basis of studies 
already conducted or now in pro- 
ess through the U. S. Marketing 
ouncil, 

2. Technical counsel to foreign 
producers as to customs proce- 
dures, financing, transportation, 
administration, insurance, tariffs 
and other problems by specialized 
departments of Permanent Exhi- 
bitions. 

3. Sales, marketing, and adver- 
ising promotion in this country 
for foreign exhibitors available 
hrough the members of the ad- 
isory board of the U. S. Mar- 
keting Council. 

Mr. Aria forecast that Perma- 
ment Exhibitions would soon es- 
ablish permanent exhibition cent- 
ers in leading American cities. He 
aid these cities would become the 
motivating power of the over-all 
program. 


a 


@ Enumerating marketing services 
for European manufacturers, Mr. 
Aria said the reactions of Ameri- 
can buyers to exhibited articles 
will be studied and reported to the 
exhibitors. He added that the U.S. 
Marketing Council will maintain 
liaison with foreign producers and 
American buyers to determine the 
products, marketing, packaging, 
advertising, and promotional de- 
mands of the American market. 

Mr. Aria said that applications 
for display services will be care- 
fully screened to eliminate prod- 
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Permanent Exhibitions of Foreign-Made 
Products Planned by New Organization 


ucts that might be highly compet- 
itive with American-made goods 
and thus have some bearing on 
economic displacement in this 
country. 

He pointed out that the per- 
manent exhibit of foreign products 
in New York should eliminate the 
necessity of sending buyers abroad 
and should help in accelerating in- 


ternational trade because of special 
customs,.tariff, transport and other 
counseling services. 


Rosenblum Transferred 


Joel D. Rosenblum, who has 
been advertising manager in Den- 
ver for Shwayder Bros., manu- 
facturer of folding furniture and 
luggage, has been transferred to 
Detroit as sales manager of the 
folding furniture division. He suc- 
ceeds Ben Shwayder, who is now 
in charge of research and devel- 
opment: 


Schenley Promotes Loeb 

Joseph Loeb, who has served 
Schenley Distillers Inc. in var- 
ious sales capacities for 17 years, 
has been named assistant sales 
manager in Ohio for Schenley’s 
Melrose & Co. division. Mr. Loeb 
has been Cincinnati district sales 
supervisor for the Melrose divi- 
sion. 


Ofters New National Panel 
Market Facts Inc., Chicago, has 

started the Market Facts National 

Panel, a controlled mail procedure 
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for securing primary research data 
at the consumer level. The panel, 
an outgrowth of a Chicago panel 
developed by the company in 1946, 
is restricted to the questionnaire 
type of study, including product 
test. Participating families are lo- 
cated in 251 counties in 46 states. 


Rainier to Olmsted & Foley 


Rainier Co., Minneapolis, man- 
ufacturer of major household ap- 
pliances, has placed its advertis- 
ing with Olmsted & Foley, Min- 
neapolis. 
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Opens L. A. Sales Oftices 
United States Printing & Litho- 
graph Co., Cincinnati, has opened 
a sales office in Los Angeles, with 
Robert W. Denecke, sales repre- 
sentative, in charge. The new of- 
fices are at 724 Ninth & Hill Bldg. 


Connable Leaves Gray 

Carl Connable, account execu- 
tive of Charles M. Gray & Asso- 
ciates, Detroit, has resigned to do 
free lance work. He makes his 
headquarters at 1505 Brooklyn 


Ave., Ann Arbor, Mich. 


GE Appliances Names Downey 

James T. Downey has been ap- 
pointed advertising and sales pro- 
motion manager of the General 
Electric Appliances, Cincinnati. He 
was formerly with the advertising 
division of the appliance depart- 
ment of GE’s headquarters in 
Bridgeport, Conn. 


WMIT Suspends Operation 

WMIT, FM station in Charlotte, 
N. C., will suspend operation about 
May 1. The station began opera- 
tions in 1942. 


Cargill Forms Agency 

James N. Cargill, formerly ex- 
ecutive vice-president and general 
manager of Cabell Eanes Inc., has 
established Cargill & Co., a new ad- 
vertising agency, with offices at 
301 E. Franklin, Richmond, Va. 


American Names Day 

Harold Day has been named as- 
sistant manager of the spot sales 
department of American Broad- 
casting Co., New York. He also will 
continue as director of sales de- 
velopment for ABC spot sales. 


Lemon Flavor for 
Canned Tuna May 
Spark Ads, Sales 


San Drieco—The currently ad- 
vertising-conscious tuna industry 
centered in San Diego may have 
anew development ready for copy- 
writers within a few months— 
lemon flavored tuna. 

Hercules Dakis, an inspector for 
the Lower California Fisheries As- 
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$50,000 is a pretty stiff bet to make on a horse! 


But that’s supposed to be the size of a wager 
made by California’s Governor Leland Stanford, 
in 1873. 


Stanford insisted that all four feet of a galloping 


horse were off the ground at once. Other men dis-: 


agreed. And though race after race was watched by 
these expert horsemen, they continued to disagree! 


In 1878 an ingenious man, Muybridge, proved 
Stanford right. He did it with pictures (above)... 
the first action picture sequence ever taken! 


That pictures speak louder than thousands of 
words comes as no surprise to the editors of 
PARADE. For its tremendous readership is built 
on the power of pictures. 


PARADE ’s smartly-edited, picture-packed 
pages get more readers per 100 copies than any 


Weekly, Women’s, General, or Syndicated Sunday 
magazine, according to Starch. 


Starch also reports that, among the 541 identical 
ads which ran in PARADE and the other Syndi- 
cated Sunday Magazines since 1947, PARADE 
ranked first in readers per dollar in 467. 


And for the 338 identical ads which ran in 
PARADE, Women’s Service Books, and Weekly 
Magazines, PARADE ranked first in readers per 
dollar in all 338. 


Why not let us prove that our picture-business 
can improve your business picture? 


You ought to be in pictures... in 
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sociation, holds patents on a secret 
process for manufacturing a lemon 
flavoring to be used in soy bean 
oil in which tuna is packed. San 
Diego Packing Co. has gone into 
test production and is doing mer- 
chandising sampling in Chicago, 
St. Louis and Portland, Ore. 

An executive of the company 
said no public announcement is 
planned in connection with the 
tests—thus far termed “extremely 
gratifying.” He added, however, 
that the development may mean 
heavy space buying later in con- 
nection with what he expects to 
be “a vastly expanded market” for 
the seafood product. 


ABC Reassigns Two 


Realigning its station relations 
department for separate attention 
to radio and TV, American Broad- 
casting Co., New York, has named 
James H. Connolly, in the depart- 
ment since 1944, as director of ra- 
dio stations, and Otto Brandt, di- 
rector of the department, as di- 
rector of TV stations. 


-Best Buy in 
— SOUTHERN — 


NEW ENGLAND 
WTIC © 


...and loyalty is 
one of the reasons 


Of the total weekly 
daytime audience of 
379,930 families 
listening regularly 
to WTIC 
66.9% or 253,760 
families listen to 
WTIC six to seven 
days each week* 


*Based on BMB Study No. 2, Spring 1949 
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Vice President-General Manager 


WALTER JOHNSON 
Assistant General Mgr.-Sales Mgr. 


WTIC’s 50,000 Watts 


Represented Nationally by 
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PLASTIC POTS—Michigan Chemical Corp., 

Saint Louis, Mich., will use such displays 

as this, plus Sunday distributed maga- 

zines and several other magazines to 

promote its insecticide, packaged in plas- 
tic pots. 


Michigan Chemical 


Starts Household 


Insecticide Drive 


Sr. Louis, Micu.—Michigan 
Chemical Corp., to garner its share 
of the household insecticide mar- 
ket, has developed new packages 
for its flower treatment, weed kil- 
ler and DDT aerosol bomb, and is 
planning a national distribution 
and advertising campaign. 

Four-color ads already have ap- 
peared in The American Weekly 
and Parade in California, and par- 
ticipation radio shows are being 
used on the local level. Sunday 
supplement advertising will con- 
tinue across the country as dis- 
tribution is achieved. 

Early this summer four-color ads 
will appear in Better Homes & 
Gardens, Good Housekeeping, Life 
and several gardening books. The 
schedule also includes b&w inser- 
tions. 


@ The company’s insecticide-fun- 
gicide flower treatment is packaged 
in a plastic flower pot which comes 
in six different colors and can be 
used for flowers when empty. 

The household products ad pro- 
gram supplements the agricultural, 
pharmaceutical and industrial ad- 
vertising currently running for 
Michigan Chemical. 

Don Wagnitz, Midland, Mich., 
handles the account. 


Duncan Hines Ice Cream 
Franchise Now Available 


Hines-Park Foods Inc., Ithaca, 
N. Y., has introduced a new con- 
tainer for the Duncan Hines de- 
luxe ice cream. The Duncan Hines 
ice cream franchise is being made 
available to manufacturers in all 
parts of the country. The franchise 
holder gets exclusive rights to the 
Duncan Hines brand in each terri- 
tory and each manufacturer will 
use the standard Duncan Hines 
label designs. 

With each franchise, manufac- 
turers will get point of sale ma- 
terial, newspaper mat service, ra- 
dio commercials and_ television 
programs, direct mail, folders, 
outdoor advertising and personal 
sales aid service. 


TOP SALESMAN 
in the DAKOTAS 
The MOST Effective 


ADVERTISING, MERCHANDISING 
and EDITORIAL INFLUENCE 
in the DAKOTAS! 


[JAKOTA FARMER 


ABERDEEN, SOUTH DAKOTA 
J.P MALONEY. 4dcerrosn 
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Chase Candy Appoints Cady 


Smith H, Cady Jr., who for the 
past year has been head of his 
own publishing company in San 
Jose, Cal., which published West- 
ern Candy Review, has been ap- 
pointed director of merchandising 
and advertising of Chase Candy 
Co., St. Louis. From 1944 through 
1948 Mr. Cady was director of the 
Council on Candy of the National 
Confectioners Association. In addi- 
tion, he was advertising manager 
for 12 years of the American Fur- 
niture Mart in Chicago. 


Appoints Aikin-McCracken 

Supersilk Hosiery Mills, London, 
Ont., has appointed Aikin-Mc- 
Cracken Ltd., Toronto, to direct 
its advertising. The company is 
celebrating its 25th anniversary 
this year and advertising will be 
built around this event. 


To Hixson & Jorgensen 
Heinley Mastercraft Products, 
Santa Monica, Cal., manufacturer 
of Heinley’s movable shutters, has 
~_ its national advertising with 
ixson & Jorgensen, Los Angeles. 


Gets Glove Account 

Frederick-Clinton Co. New 
York, has been named to handle 
the advertising of a new line of 
women’s high fashion gloves de- 
signed by Lilly Dache, sold under 
her label, and made by J. M. Rubin 
& Sons, New York. 


Darling Stores to Dorland 

Dorland Inc., New York, has 
been retained by Darling Stores 
Corp., women’s apparel chain, as 
consultant on advertising and pro- 
motion for its 110 stores. 
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Rothbardt Appoints Browne 


Miss Yetive Browne, formerly 
manager of Isbell Television Pro- 
ductions, has been named copy 
chief of A. Martin Rothbardt Inc., 
Chicago agency. 


Biow Appoints Farquhar 


Biow Co., New York, has ap- 
pointed Ruth Farquhar, copy head 
for several Procter & Gamble prod- 
ucts, as special assistant on Proc- 
ter & Gamble to the agency’s pres- 
ident, Milton Biow. 
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Appoints Moore & Hamm 

Moore & Hamm, New York, has 
been appointed to handle the ad- 
vertising of Manger Hotels, which 
operates hotels in New York, Bos- 
ton, Washington, Rochester, N. Y., 
and Grand Rapids, Mich. 


‘Art News’ Appoints Two 

Art News, New York, has named 
Frank W. Moran, Chicago, as mid- 
western advertising representative, 
and William R. McIntyre, Pasa- 
dena, Cal., as Pacific Coast adver- 
tising representative. 


Major Study Launched on Import Problems 


New YorK—The 20th Century 
Fund and the National Planning 
Association have ‘undertaken a 
joint study of America’s capacity 
to consume more goods and ser- 
vices from abroad, and of the ef- 
fects of increased imports on this 
country’s industries. 

The import study, considered a 
major project in both organiza- 
tions, will be administered by a 
joint committee composed of H. 


Christian Sonne, chairman of the 
NPA board of trustees and a 
trustee of 20th Century; Evans 
Clark, director of 20th Century; 
and E. J. Coil, director of NPA. 

Research work will be directed 
jointly by Calvin B. Hoover, chair- 
man of the department of econom- 
ics at Duke University, and Don 
Humphrey, professor of economics 
at Duke. The latter was a former 
economic adviser to Gen. Lucius 


Clay in Germany. 

Dr. Hoover, who has written 
extensively on international trade, 
and who was a member of the so- 
called Harriman committee, fore- 
runner of ECA, will spend the 
summer in Europe obtaining in- 
formation on European exports to 
the United States. 


s Headquarters for the research 
project have been established in 
the Kass Bldg., Washington. 

In a joint statement, the Fund 


pudding (8,448 of them) 


HOUSEHOLD 
HOME! 


with the Protit Combination” 


8,448 puddings! When HOUSEHOLD asked for reader recipes, that’s how many 
came in—along with thousands more for cakes, candy, and casserole dishes. 


Just typical of the way a/] HOUSEHOLD departments hit home—food, building, 
home equipment, decorating—last year’s letters-from-home totalled 567,000! 


Does this kind of response hit home with advertisers? Must be—HOUSEHOLD 
has 91 new ones! And with home magazines in general showing a drop in 
advertising revenue, HOUSEHOLD'S first quarter shows an 11.2% gain over 1949! 


HITS 


Yes, the “profit combination” is paying off. The combination of home families, 
home editorial . .. concentrated in the free-spending home towns under 25,000. 


And HOUSEHOLD HITS HOME for the lowest cost per page per 1,000— 


four colors, $3.20; black and white, $2.40. 


He HOUSEHOLD cofed combicatton 
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HOME EDITORIAL 
CONCENTRATED IN THE HOME TOWNS OF AMERICA! 


37 


and NPA said that “the United 
States has less than two years’ time 
to develop import policies to in- 
crease world trade. The end of 
ECA in 1952 will precipitate a ma- 
jor crisis for the free world, or 
certainly cause upheavals in the 
pattern of trade relations, unless 
the United States is prepared by 
1952 with a workable substitute 
program aimed at closing the ‘dol- 
lar gap’ between exports and im- 
ports.” 


Fluor Promotes Bordelon 

Harold J. Bordelon has been pro- 
moted from assistant advertising 
manager to advertising supervisor 
of Fluor Corp., Los Angeles, en- 
gineering, construction and manu- 
facturing company. He succeeds 
Jack E. McKay, who has been 
made sales engineer in Fluor’s 
Houston sales office. 


Hudson Names Franklin 

S. W. Franklin, formerly with 
Lily Tulip Cup Corp., has been ap- 
pointed director of merchandising 
of Hudson Pulp & Paper Corp., 
New York. i 


“, . . 250 inquiries from people all 
over the country. I believe this is 
the best results we have had yet 
from any news story appearing in 
any magazine... .” 
W. M. Barr 
W. M. Barr Company 
Memphis, Tenn. 
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45,000 month- 
ly copies CCA. 


Over 100,000 
reader-buyer 
transportation 
audience 
each month. 
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You get action from TSN’s easy-to- 
read-easy-to-reply-to-format — actio 
in the form of sales producing in-iy 
quiries from the men you want tom 
reach in the transportation industry! 
TSN’s 400% advertising volume in 
crease is direct proof of the sales valu 
of the inquiries TSN is pulling eac 
month. 


Plan now to run a test campaign and 
see how TSN can help increase adver 
tising effectiveness. Write today for 
latest data. 


TSN is one of a family of 8 specialized 
services devoted exclusively to the trans- 
portation industry. 


TSN, now in its fifth yeor, is affilicted with 
the Traffic World, a $20 a year transportation 
weekly, founded in 1907. 


Transportation 
Supply News 
418 S. MARKET ST., CHICAGO 7, 


New York 17— 122 East 42nd St 
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Along the Media Path 


sing, youth festival, swimming 
program, youth olympics, softball, 
golf, handball and other activities 
sponsored by the Mirror. 

The paper also has issued a 


established a_ television 
able for viewing by children and|chure, 
the family. The board will view | Too.” 
current shows, rate them and 


to families owning sets. 
The group is not a board of 


sample copy folder, with facts and 


@ The Chicago TV Forecast has|new in kind,” writes Publisher | data to illustrate the argument that 
review |Charles McCabe in the introduc-|the Mirror Magazine has “I” ap- 
board to sift entertainment suit-|tion to the newspaper’s new bro-| peal. 

“But the Angels Laugh 


e@ Revenue and linage for the May 


‘ The booklet, heavy on photo-|issue of Outdoor Life are 7% 
make monthly recommendations | graphs, describes thé paper’s youth | ahead of 1949, and the magazine 
forum, flying fair, Christmas carol|closed with more than $200,000 


in advertising revenue—the great- 
est total ever recorded for a single 
issue. 


@ More than ‘200 finalists in the 
Station WNAX (Yankton, S. D.) 
five-state bowling tournament 
gathered in Sioux City April 15-16 
for the championship finals of one 
of the largest sporting events ever 
sponsored by an American radio 
station. A total of 9,300 bowlers 
entered 11 district elimination 
tournaments in Minnesota, North 
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Dakota, South Dakota, Nebraska 
and Iowa, to compete for mer- 
chandise, trophies and cash 
awards. 


@ The April issue of American 
Home carries a new monthly fea- 
ture providing gourmet and 
“quickie” food recipes slanted at 
both men and women. The fea- 
ture, “Good Victuals,” will appear 
in full color. The magazine also 
has initiated a new department 
on table setting and flower ar- 


censorship and has no power to 
stop shows. Through its recom- 
mendations, however, publishers 
of the magazine hope to maintain 
good taste in Chicago TV program- 
ming. 


e@ Apparel advertisers are giving 
too little attention to the buying 
power of the wage-earner market, 
according to Macfadden Publica- 
tions. 
In a 120-page report, “The Ap- 
parel & Accessories Market,” Mac- 
fadden’s research department de- 
scribes industry practices in the 
last decade and concludes that 
“60% of the pages of apparel ad- 
vertising is in magazines with 
readership concentrated in the up- 
per social groups.” 
A survey of the Macfadden 
panel of 1,500 “wage earner” 
families indicates that 80% are 
influenced by advertising, yet the 
magazines read by such families 
are largely ignored by apparel 
advertisers, Macfadden says. 


e@ Thanks to the Philadelphia In- 
quirer, about 1,750 Philadelphia 
high school and college drama 
students saw a dress rehearsal of 
a Broadway stage production, “The 
Liar,” a 16-century Italian comedy, 
on April 21. Tickets for the pro- 
duction were distributed to schools 
on a quota basis and the dress re- 
hearsal was staged before a 
packed house. 


e The Minneapolis Sunday Trib- 
une has cracked the 600,000 mark. 
Average Sunday circulation for the 
six months ended March 31 was 
603,778—an all-time record for the 
newspaper. Only seven cities now 
have Sunday papers with larger 
circulation than the Tribune— 
New York, Chicago, Philadelphia, 
Los Angeles, Detroit, Boston and 
Pittsburgh. 


e@ Charm, the “magazine for the 
business girl,” will become the 
“magazine for women who work,” 
starting with the August issue. 
Editorial departments will deal 
with round-the-clock problems of 
the working girl. No major changes 
in advertising policy are contem- 
plated. 


@ The New York Mirror did not 
invent organized sports as a means 
of preventing and correcting juve- 
nile delinquency, but “the Mirror 
has applied it on a scale so gigantic 
as to make of it something almost 


If you have 


COSMOPOLITAN 


with [YOUNG] ideas. me 
BuY COSMOROLITAN 


America’s Most Exciting Magazine 


Pi ~ a oe ois 


Ph mee ee 
ailver Ariuiversaris 
en 50 


OU DOLLA BOIS ORE = 
VA PET RIVE TITTITT S 
L ey 


= 


es 
ie 
ice ee se r : ee ue ; s py ek: : 
es ; or ge wee Poh es eo me oa cass Cra ie a ce 2 ‘ ed EY oe rnin ah at 2 e 
Bite ‘ @ Sa ‘ et te Aa pe He ' elegy) : : 
hae ; wie sou ‘177X Ok ae ae = J i £ If Peas ee 
Ra Ce. gate ark EN Sasi Pe ; gM Ge, Oita green be cum ‘ 
Fae RE oe ae) of <— 0 iis 4) i A ea eae 
; me Sf  aae | Oe oe Za | 
ne | ; ae) sy Cf Zone  =6)C<~SCti‘iéisi ee ee 
Jew ae .- -s = ; Yea «2 a ‘ ; a A bs ae = 
ae | oe. an Ss) 0tsé 2° | 
| a > mi 360 = 
i, obi ate re Res ae 
— af eg Neg ee NAA yp JI : i pain nie i ay 5s E> 3 “ni og wsbiis 
a ie ’ : Serge k. * aaa ; Po a eee aes” : a, i td et 
ee ‘ ae is i: ue ap 3 ZA ci ee tae ; aoe oe : cig Se j ies ae : : 
als Y, 
+ ; .% ‘ “ e aan 
ee is he Aw, | "al Sores” 
ee = ot: om Fl | 
aie : 
bee Zi 
| ME | YOUNG 
: a 
ae If you're selling people | 
, ie 
a 77 1 


Advertising Age, May 1, 1950 


rangement, which will run month- 
ly in full color. 


e The Tribune-Herald, Hilo, T. 
H., opened its new $400,000 pub- 
lishing plant April 9. The build- 
ing construction was undertaken 
in November last year, following 
a two-year study of modern news- 
paper plants through the U. S. 
The main floor, nine steps above 
street level, contains business and 
editorial offices, the newspaper 
composing room and a commercial 


printing composing room and press 
room in the rear. On the lower 
level are the commercial printing 
bindery, the rotary press, mailing 
room, circulation offices and news- 
print storage space. 


e The New Orleans Times-Pica- 
yune-States Sunday magazine has 
changed its name to Dixie. The 
locally edited weekend magazine 
made its debut May 5, 1946. 


e Look will break an extensive 


drug merchandising promotion, 
aimed at both chain and independ- 
ent stores, in June. The push will 
be based on a theme which will be 
featured editorially in a summer 
issue. About 500 stores are ex- 
pected to participate. 


e An annual $500 scholarship for 
college advertising students has 
been established by the Des Moines 
Register and Tribune. The award 
will be made to a male senior or 
graduate student in any American 


college or university who shows 
outstanding scholarship and who 
plans to make newspaper adver- 
tising a career. Scholarship win- 
ners will study at the State Uni- 
versity of Iowa, Iowa City. 


e “Count ’em! More than half of 
the advertisers in ‘Classified Op- 
portunities’ in the April 2 issue of 
The American Weekly are repeat 
advertisers or are running regular 
schedules,” says the publication, 
which has issued a reprint of the 


This Silver Anniversary Medallion is a symbol to 
help advertisers remember that Outdoor 
outSELLs because it reaches more people, 

more often, more economically. 


2) years to run this ad ! 


V Vien we were youngsters, back in 1925, the year 1950 seemed forever away. 


But, like all good things, it finally came. And taking a moment to look back a bit, 
we feel we’ve done pretty well. 


Today we represent our advertisers with top coverage in 1400 cities and towns. These towns 
include 55 of the nation’s best markets. 


Now, on our 25th Anniversary, this sterling coin symbolizes a quarter-century of business progress. 
During these years we have enjoyed steadily growing acceptance among advertising men everywhere. © 


That acceptance makes GOA one of the most potent selling forces in the nation today! 


General Outdoor Advertising Co. 


515 South Loomis Street, Chicago 7, Illinois 


READY SOON—The new Denver Post 

building, scheduled for leti later 

this spring, as it looks now. The five- 

story section at the left will be re-sur- 

faced to match the modern design of 
the new structure. 


page to prove its point. 


e@ With a total of 173 pages, in ad- 
vertising the May issue of House 
Beautiful exceeds any other May 
issue of the magazine by approxi- 
mately nine pages. 


e The May issue of Radio-Elec- 
tronics, published by Radcraft 
Publications, New York, carries 
the largest number of advertising 
pages ever run in a regular issue 
of the publication—56.3. The aver- 
age issue carries about 50 pages. 


e R. B. Broyles, head of one of 
Birmingham’s largest retail stores, 
found himself at a surprise break- 
fast given by his employes on April 
14 to commemorate 50 years in 
Birmingham business life. The 
breakfast was the kick-off for a 
“Christmas in April” sale, also a 
surprise to Mr. Broyles. 

Key to the sale were teaser ads 
and a special 16-page supplement 
in the Birmingham News and Age 
Herald. The idea was created and 
sold by Mat Friedman of the news- 
paper advertising department— 
and it paid dividends. The Broyles 
store enjoyed three of the biggest 
volume days in its history. 


e Keldon Publishing Co. New 
York, reports that the circulation 
of Pasatiempo, its new Spanish 
language magazine, is increasing 
monthly. The publication, which 
carries fiction, fashion news, com- 
ics, cartoons and public service 
information, is distributed to Span- 
ish speaking families in the New 
York area. Kelden guarantees a 
minimum circulation of 25,000, 
changing its mailing list monthly. 


\ 
Brave fellow—he struggles to put up 
display material with glue, tape, 
paste or other stickum. He goes all 
out — against odds — to push that 
advertiser's product! But alas . . his 
work results in smeared, crooked 
signs, posters and charts! 


SAM metal finishing strips on flat 
display material eliminate the need 
for adhesives—help resist tearing, 
curling and flapping! SAM finished 
material hangs straight from a single 
center suspension point! Your displays 
will look better, be easier to use, and 
cost less! 


FOR PAPER 
AND LIGHT 
BOARD DISPLAYS 
ee 36 
INCHES WIDE 
The 

Stuebing Automatic 


SAM Machine Co. 


METAL EOGING AND EDGING 
MACHINERY FOR THE PRINTING TRADE 


3420 BEEKMAN STREET 
CINCINNATI 23, OHIO 
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Cheers for MacFarland 

To the Editor: Three cheers for 
MacFarland, Aveyard & Co.! 

Some months ago I wrote pro- 
testing the efforts of your “Crea- 
tive Man.” Since receiving your 
justification for the feature, I have 
merely made a practise of skipping 
over the page on which it appears 
—unless so completely piqued by 
the illustration as’ to wonder, 
“Now wotinell could he find in 
that ad to lambaste?” 

I assume that your “creative” 
man must be one who makes his 
living in this business of advertis- 
ing. If so, how can he dare to crit- 
icise so consistently and fluently 
without knowing anything about 
either objectives or results. Your 
own experiences with the ICS ad 
evaluation contest you run every 
year should indicate the toughness 
of the task and the low incidence 
of success that large numbers of 
professionals have in picking the 
winners—or the losers. 

Only one thing can be said for 
sure about the accomplishment of 
this “creative” column: 52 adver- 
tising managers and advertising 
agencies per year are going to be 
on the spot with their firms and 
clients, respectively, and quite 
probably without justification. 

Heaven knows that advertising 
needs criticism, censorship and 
comment from within to stave off 
some of the barbs from the out- 


side. But can’t it be done in a 
constructive manner, without the 
superciliousness and sarcastic 
whiplashing that we are exposed 
to? Advertising is far from an ex- 
act science, with all the informa- 
tion and knowledge that has been 
added to it. So much of it must 
still be done by the seat of our 
pants, so to speak, taking into con- 
sideration a few dozen factors such 
as merchandising, distribution, 
company policies, etc. Criticism of 
ads in the “creative” column such 
as the Celotex ad, the Lewyt vac- 
uum cleaner ad, and an insurance 
ad have been shown to be without 
basis when the final box-office 
tally has been made; the same must 
apply to many others. 

ADVERTISING AGE is supposed to 
be helping us. Get off our backs! 
Ask your “creative” man _ to 
CREATE. No one is looking for a 
lot of soft-soaping, but a little less 
irony and a little more complete 
picture could be downright stim- 
ulative. id 

ArTHUR H. Baum, 

Advertising Manager, Forest 

City Mfg. Co., St. Louis. 

To the Editor: I have thought for 
some time, that the “smarty pants” 
brain-truster who creates “The 
Creative Man’s Corner” (what a 
misnomer) would, sooner or later, 
get knocked on his egotistical 
fanny, and sure enough MacFar- 
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land, Aveyard & Co. did a swell 
job of it in their advertisement in 
the April 10 issue of your good 
sheet. 

An orchid to the writer of the 
MacFarland ad! 

Joun H. Caron, 
Director of Advertising, Chrys- 
ler Corp., Detroit. 


Copy Leaves Him Wondering 

To the Editor: I find myself 
hoping from time to time that the 
boy who edited the school paper 
doesn’t walk right into the adver- 
tising department when he gets 
home. 

But occasionally, I see evidence 
that this must be happening. 

The enclosed advertisement from 
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© It’s always been refreshing to let 
Sani-Flush do the drudgery! You'll 
now actually enjoy the new whiff of 
pleasant fragrance Sani-Flush re- — 
leases as it cleans and disinfeets toilet . 
bowls. Disappears quickly, leaving 
bathroom atmosphere refreshed. 
Quick, easy, sanitary. And safe for 
all toilet systems. Just follow direc- 
tions on can. At your grocer’s; same 
price. The Hygienic Products Co., _ 
Canton 2, Ohio, 
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the April Redbook on Sani-Flush 
leaves me wondering... just won- 
dering. 

Har.tey H. Noyes, 
Vice-President and Director of 
Advertising, Oneida Ltd., 
Oneida, N. Y. 


Cites FM's Role in Airing 
Season's Baseball Games 

To the Editor: I have just read 
the story about baseball broadcast- 
ing in your March 27 issue. 

It is most interesting, but it is 
like a recipe for martinis that 
leaves out the vermouth. In other 
words it makes no mention of FM 
and yet, as a rough guess, in fully 
half of the area covered by these 
broadcasts they will be heard only 
on FM. 

Even in downtown Detroit there 
are many spots where it will be 
possible to have good reception of 
the Tigers broadcasts only on FM, 
because the AM signals will not 
get in. 

In some sections, such as cen- 
tral Wisconsin and central Illinois, 
the only stations carrying them are 
FM stations. In others they will be 
heard by AM-FM duplication, 


=a 


a apd i 


where the low powered AM signals 
give very limited coverage but 
where the FM brings solid recep- 
tion for miles in all directions. 

In Joplin, Mo., for example, Mu- 
tual’s Game of the Day will be 
carried by a 250-watt AM station 
with a range of five or ten miles 
on good days, and a 70-kilowatt 
FM station that can be heard un- 
failingly 75 miles in all direc- 
tions. The same thing is true over 
and over again, and yet your story 
which mentions AM and TV gives 
no indication of what FM means 
‘to the effectiveness of these broad- 
casts. 

Tep LEITZELL, 

Zenith Radio Corp., Chicago. 


a 
A Fitt'n Medium? 
To the Editor: There aren’t 


enough media, seems like. So I 
got me a personal idea. What if I 
bought up all the wall space in all 
the men’s wash rooms (starting 
with the United States first)? Bet 
you I could sell it to advertisers 
like Springs Mills. Fact is, I might 
run their recent “Bundling without 
Bungling” and “A Buck Well 
Spent” exhalations free, as out- 
standing “You Can Do It, Too, if 
You Want To” examples. 

There ought to be a market, 
don’t you think? Land sakes, ad- 
vertising hasn’t even touched a 
real bottom yet. 

C. RALPH BENNETT, 
Vice-President and Creative 
Director, Fred Gardner Co., 

_ New York. 


Cites Some Slogan Parallels 

To the Editor: Presentation of 
the new Nash Rambler centers 
attention on the slogan, “There’s 
Much of Tomorrow in All Nash 
Does Today.” Old timers probably 
remember that the Cole Eight, a 
popular big car of the era 1916- 
1923, had a slogan, “There’s a 
Touch of the Tomorrow in All 
Cole Does Today.” 

Another interesting parallel in 
slogans is Ticonderoga’s pencil slo- 
gan “Wed to the Wood” and that 
distiller’s phrase “Wed in the 
Wood.” The distillers seem to be 
the champs on slogans, Currently 
Chicago papers are carrying ad- 
vertising for a whisky that uses 
the word Echo in its name. To one 
facetiously inclined the slogan that 
suggests itself is “The Bourbon 
with the Burp!” 

J. WHITE, 
Chicago. 


Reprints Wexman Speech 

To the Editor: May we have 
permission to reprint for our sales- 
men’s use a small article which 
appeared on Page 40 of the March 
27 issue of your publication? 

It was an article reporting the 
speech of Joseph K. Wexman re- 
garding the inadvisability of small 
businesses reducing their adver- 
tising and promotion budgets. If 
permission is granted we will be 
happy to send you a copy of the 
reprint. 

G. D. NOBLE JR., 

Telephone Directory Adver- 

tising Co., Detroit. 


Wants More on Ad Costs 

To the Editor: Without agreeing 
with all the points that “Grey Mat- 
ter” has made in your April 17 
issue, I am glad that you pub- 
lished it in full. 
Your editorial on the need for 
more advertising has also been 
read with interest. As you say, you 
have presumably (and I guess I 
have been one of those also) pub- 
lished some material on “statis- 
tical computations to show that, 
on the average, cost per thousand 
has gone down since prewar days.” 
In this connection would you 


be good enough to give me the 
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dates of your issues which con- 
tain the leading tabulations of 
this nature or the main articles 
which featured them? I have in 
mind particularly a front page 
story based on some of Arno John- 
son’s work, in which he was 
quoted, but I am sure there have 
been others. 

Your cooperation will be ap. 
preciated. 

H. H. DOBBERTEEN, 
Benton & Bowles, New York. 


GEORGE SHAW 


Invites you to dine 
on $4,134.00 in 


East Liverpool, Ohio 


Hungry for sales for your 
product at low cost? Well, 
then, just squeeze in around 
our $4,134.00 per family buy- 
ing power “festive board” and 
help yourself! No need to 
crowd or push—there are 
plenty of $$$ for everyone, 
because East Liverpool’s per 
family income is higher than 
the average for its own state 
(Ohio) and also for the U. S. 


Wide open! 


This $36,000,000 market (retail 
sales in 1949) is wide open for 
all types of sales from gadgets 
and necessities to luxury items 
—and here’s why... 

This annual family purse of 
$4,134.00 is filled by two, three 
and, in many instances, by four 
working members of the fam- 
ily. Consequently, its huge 
purchasing power is controlled 
only by the whims and desires 
and needs of all the contribu- 
tors. How to open this fat 
~y to sales for your prod- 
fe 

Just add the East Liverpool 
Review for a test campaign or 
a regular schedule. 


Only 7c a line 


Over 16,000 copies of the East 
Liverpool Review are now 
read 6 days a week. The rate 
—only 7c per line. 

Write now for a copy of the 
Standard Newspaper Data 
folder for East Liverpool, Ohio. 
Our time is your time when 
you want something sold in 
East Liverpool. 


Our % Papers 
CANTON (OHIO) REPOSITORY 
STEUBENVILLE (OHIO) HERALD-STAR 
SALISBURY (MD.) TIMES 
These 3 represented by 
Story, Brooks & Finley, Inc. 


MARION (OHIO) STAR 
EAST LIVERPOOL (OHIO) REVIEW 
PORTSMOUTH (OHIO) TIMES 
SALEM (OHIO) NEWS 

These 4 represented by 
John W. Cullen Company 
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Footnotes 


By G. D. Crain Jr. 


Tobacco Leaf, the leading trade 
publication of the nicotine in- 
dustry, thinks the. cigaret makers 
themselves have been largely re- 
sponsible for their troubles with 
the Federal Trade Commission. It 
thinks the injection of therapeutic 
claims into cigaret advertising was 
an error of judgment for which 
the industry is now paying. And it 
wonders that the public has con- 
tinued to buy in increasing volume 
a product which most of the man- 
ufacturers have been associating 
through negative advertising with 
throat disorders of one kind and 
another. 

That seems to make sense. Why 
raise a health problem in the use 
of a product which is consumed 
merely for enjoyment, and which 
can’t possibly contribute anything 
except pleasure? The enthusiastic 
slogan, “I’d walk a mile for a 
Camel,” hailed by The Creative 
Man as the best of cigaret adver- 
tising, does the only job that can 
be done for a cigaret—remind 
people of the pleasure it can be- 
stow. 


s How would you go about writ- 
ing a cigaret advertising campaign? 
First of all, wouldn’t you want a 
name that is associated with pleas- 
urable experiences? Camel, Ches- 
terfield and Philip Morris are 
purely arbitrary names, without 
connotation in any direction, ex- 
cept that perhaps Chesterfield sug- 
gests correctness in manners, 
Lucky Strike is better, because it 
reminds bowlers, at least, of the 
satisfaction of getting ten for one. 
Old Gold is slightly romantic in 
the color of its phrasing. 

But why not pick a name that 
means definitely pleasure? Sup- 
pose we borrow the title of a mag- 
azine, and call our cigaret “Holi- 
day.” Then let’s use a basic theme 
that can be employed every day 
and every year, and that can con- 
stantly be tied in with the most 
pleasurable moments in every 
one’s life. Let’s make the slogan, 
“It’s a pleasure!” 

Now we can build illustrations 
and copy around the name and the 
slogan, to depict Lucky Strike’s 
bowler, the fan at a baseball or 
football game, the fisherman who 
has just landed the big one, the 
newspaper reporter who has just 
written “30” at the end of an ex- 
citing exclusive story, or the young 
mother who has finished the morn- 
ing chores and is sitting down 
with coffee and a Holiday to listen 
to her daily soap opera or read her 
favorite comic strip in the morning 
newspaper. 


es You may object that there’s no 
“reason why” in that kind of copy 
—no fighting, competitive argu- 
ments to answer the people who 
use doctors’ endorsements, ath- 
letes’ plugs and other forced and 
artificial claims to public attention. 
That’s right—and that’s why the 
campaign might be good. Why be 
controversial in talking about the 
casual enjoyment of a good cigaret? 
It’s a pleasure—and that’s all. 

There are important arguments 
against smoking cigarets to excess, 
as the files of Readers’ Digest, the 
Post and other magazines can at- 
test. Advertising copy shouldn’t be 
used to answer them nor to enter 
any other controversial arena. 
Smoking, in the long run, is rel- 
atively unimportant. It’s generally 
indulged in for just one reason— 
it’s a pleasure! 


Appoints Tandy Agency 


Tandy Advertising Agency, To- 
ronto, has been named to handle 
the advertising of the new Sea 
Breeze electric ironer,) manufac- 
tured by Phono Motors Ltd., To- 
ronto. 


Spokane Admen to Hold 
3rd Annual Artist Exhibit 
The Spokane Advertising and 


Sales Association will hold its third 
annual Artists’ Day exhibition 


‘| May 1-3 at the Davenport Hotel. A 


panel of three judges will make 
awards in various classifications. 
From among the winners, work 
will be selected for entrance in the 
media competition at the annual 
convention of the Advertising As- 
sociation of the West. 

Lloyd Carlson heads the com- 
mittee of commerical artists han- 
dling the show. 


Pepsi-Cola Elects Chenoweth 


David M. Chenoweth, formerly 
vice-president and managing di- 
rector of Pepsi-Cola of Canada 
Ltd., Outremont, Que., has been 
elected president of the company. 


Appoints Umland Agency 


Umland & Co., San Francisco, 
has been appointed to handle the 
advertising of Music Education In- 
stitute, distributor of Mus-ed, au- 
dio-visual method of teaching mu- 
sic in the home. Newspaper, tele- 
vision and direct mail advertising 
is planned, with radio to follow. 


Philips Appoints Butler 

Eric Butler has been appointed 
manager of the sales promotion 
and advertising departments of 
Philips Industries Ltd., Leaside, 
|Ont., manufacturer of radio and 
‘television receiving sets. 


Appoint Branham Co. 

Branham Co., newspaper repre- 
sentative, has been named national 
representative of the Citizen and 
Times, Asheville, N. C. 


‘World’ Adds New Supplement 


The Tulsa World has added a 
new feature, “Farm & Ranch 
World,” agricultural monthly sup- 
plement printed in color. The new 
supplement will serve the farmers 
and allied interests chiefly in the 
World’s circulation area of east- 
ern Oklahoma, northwest Arkan- 
sas, southwest Missouri and south- 
east Kansas. Clyde H. Duncan is 
editor of “Farm & Ranch World.” 
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Pushes New Toilet Tissue 


Park Tissue Mills Inc., New 
York, is introducing a new toilet 
tissue. Each roll is wrapped in a 
specially treated paper, Kleen-O- 
Kloth, for general household wash- 
ing and cleaning use. New York 
newspapers will carry ads this 
week announcing the new product. 
Lawrence C. Gumbinner Adver- 
tising Agency, New York, handles 
the campaign. 


SHRIMP 


Third In the nation In seafood 
value with over 5,400 shrimp 
boats operating in the South. 


Shrimp is only a part of the 
Southern Fishing Industry... 


_ 624Gravier St. New Orleans 12, La, ia 


a 


HAT’S RIGHT. You can 
demonstrate your prod- 


uct at an average cost of 5¢ 
per dozen prospects — with 
Spot Movie ads in theatres. 
You can sell with sight, sound, 
action, in color or black and 
white. The average, across- 
the-country cost per thou- 
sand movie goers compares 
favorably with any other ad- 
vertising medium—any other 
method of selling. And the 
readership is 100%! 

Spot Movie ads demon- 
strate your product before a 
relaxed, receptive audience 
seated in a darkened theatre. 
Virtually every eye is focused 


on the screen where your message unfolds as 


a part of the show. 


You can use Spot Movie ads in selected cities 
...even in selected neighborhoods...or in more 
than 14,000 theatres across the country. You 


can tie Spot Movie 


~ CHICAGO 


advertising to local stores 


or local distributors with special trailers. You 
can use your ‘Spot Movie’ films on Television. 

In no other medium can you do so much for 
so little. Get all the facts today about Spot 
Movie ads in theatres from the Movie Adver- 


tising Bureau. 


NATIONAL OFFICES 


KANSAS CITY °* 
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Auto Industry Shows No Signs of Slowing 
Down: Chrysler Dealers Selling Used Cars 


Detrorr—What has happened in 
the automobile market and why 
isn’t it slowing down as predicted 
by some of the best brains in the 
industry? 

Leading sales officials of the 
larger companies were called on 
for answers. These answers merely 
confirm the predictions of last year 
of Charles E. Wilson, president of 
General Motors Corp., and John 
R. Davis, sales and advertising boss 
of Ford Motor Co. 

In brief, the answer is: America 
is booming, and when the average 
American is prosperous or work- 
ing steadily he puts the need for 
a car second only to his home. 


@ When the war ended, top of- 
ficials of many of the companies 
predicted, there was a potential de- 
mand for about 15,000,000 cars 
and trucks. Since then the auto in- 
dustry has produced a phenomenal 
21,000,000 and still the market 
seems insatiable. 

According to Automotive News 
estimates, new records were set in 
March and for the first quarter, 
when sales reached an estimated 
1,250,000, weli ahead of the best 
previous first-quarter total of 1,- 
016,655, reached in 1941. 

April sales will probably be well 
over 400,000, the publication es- 
timates, despite total absence of 
Chrysler production. 


ws Every 10 days or so sales man- 
agers report new production rec- 
oris, and still greater sales. The 
dealers find themselves with short 
inventories going into what is 
normally the hottest sales season. 

One sales executive, who de- 
clined the use of his name, said: 
“There’s no mystery about it any 
more. There are just a lot of favor- 
able factors. Employment is good. 
Earning power is high. The first 
postwar cars are now four years 
old. The dealers are doing a ter- 
rific sales job and the companies 
are spending more on advertising.” 

Even with Chrysler Corp. plants 
closed for three months, the in- 
dustry is roaring along at such a 
rate that some models are actually 
becoming hard to get and waiting 
periods for delivery are becoming 
longer. 

Wholesale prices in the used 
car market are rising. This is at- 
tributed chiefly to the influx of 
the Chrysler dealers into the used- 
car market. As a matter of fact, 
Chrysler dealers from all over 
the nation have flocked to the De- 
troit used-car market. They have 
bid the price up. 


@ There are other factors, too. 
One that must be regarded highly 
is the $2,800,000,000 in veterans’ 
insurance refunds. A large percent- 
age of this has gone into the used- 
car market. This, in turn, has 
helped the new-car sales picture. 

Then there is the increasing de- 
mand by the military for motor 
vehicles. In 1949, the military pur- 
chased $184,934,000 in goods from 
the automobile industry. Thus far, 
it has bought $161,301,000 this year 
and every indication points to the 
1950 buying spree far exceeding 
that of 1949. 


AMERICA'S NUMBER ONE 
TEST MARKET 


GEORGE T. HOPEWELL. INC. 


Fastern Reprentative 


101 PARK AVENUE. NEW YORK 


Some sales heads believe the so- 
called seasonal market is a thing 
of the past. They point to the 
heavier demand for cars around 
Christmas and earlier in the year 
instead of “waiting till spring” as 
in years gone by. 

The continued strong demand, 
some see, is a vote of confidence in 
the future of the country. A year 


ago there was a lot of talk about 
a pending depression. This is not 
true today. 


sw On the contrary, sales officials 
here are predicting that the cur- 
rent demand will continue through 
1950 and might extend into 1951 if 
the new models next fall stimulate 
the interest expected of them. 
Last winter Mr. Wilson said that 
there was nothing on the horizon 
that would depress the market, and 
that the auto industry could enjoy 


ten years of its greatest prosperity 
if given a fair chance by labor and 
government. 

Like Ford, giant General Motors 
was expanding its production facil- 
ities while some others in the in- 
dustry were predicting a shrinking 
market, low employment and 
shorter profits. 


Forms Tower Publicity 

Tower Publicity Inc., publicity 
and public relations counsel, has 
been formed by Franklin R. Ullrey, 


Advertising Age, May 1, 1950 


with offices in the LaSalle-Wacker 
Bldg., Chicago. Mr Ullrey was 
formerly account executive for the 
public relations programs of the 
United States Potters Association, 
manufacturer of American dinner- 
ware, and the National Macaroni 
Institute. 


WIZ Appoints Salmon 


Earl Salmon, formerly eastern 
sales manager of ABC spot sales, 
has been named sales manager of 
the network’s key stations, WJZ 
and WJZ-TV, New York. 
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Kwikly to Enter National 
Frozen Food Field 

Pians to enter the national 
frozen food field have been an- 
nounced by Kwikly Inc., El Se- 
gundo, Cal., which was recently 
established to process Italian style 
spaghetti and meat balls as the 
first in a line of frozen foods. 

The product will be introduced 
in southern California with a $50,- 
000 advertising campaign over a 
three-month period, beginning 
May 1. Radio, television, news- 
papers and special promotions will 


be used. Charles Ross Advertising, 
Hollywood, is the agency for 
Kwikly. 


Cory Appoints Williamson 
Central Sales Manager 


J. T. Williamson has been ap- 
pointed to the newly created posi- 
tion of central division sales man- 
ager of Cory Corp., Chicago. He 
will supervise the activities of 
Cory territory managers in In- 
diana, Michigan, Ohio, West Vir- 
ginia and Pennsylvania. ‘ 

Mr. Williamson has been with 


Cory since 1946, at which time he 
was a territory manager in Pitts- 
burgh and the surrounding area. 


Record Club Names Umland 


Umland & Co., San Francisco, 
has been appointed to direct adver- 
tising of Children’s Record Album- 
of-the-Month Club, Palo Alto. The 
club provides RCA Victor chil- 
dren’s record albums on a monthly 
subscription basis. A _ regional 
newspaper campaign has been 
started, with television and mag- 
azines scheduled for fall. 


*Indicates first listing | in this column. 

May 3-4. A i Publica- 
tions, annual conference, Drake Hotel, 
Chicago. 

May 4-6. International Affiliation of 
Sales and Advertising Clubs, 48th annual 
convention, Syracuse, N. Y. 

May 7-8. Advertising Managers As- 
sociation of Wisconsin Daily Newspapers, 
Schroeder Hotel, Milwaukee. 


TO SELL effectively to industry today, you’ve got 
to have more than a casual “snapshot” of your 
markets. You need the sharply focussed facts pro- 
vided by the McGraw-Hill National Census of 
Manufacturing Plants. The most up-to-date data 
on America’s manufacturing industries available 
anywhere, the 1949 Census, has just been completed. 


THE BIG PICTURE of American industry, the 
McGraw-Hill census has identified, name by name, 
more than 200,000 plants over the past four years. 
These have been filtered down to a key group of 
41,778 units—the 18 per cent of industry that 
employs 84 per cent of industrial workers, and 
produces 85 per cent of value added by manufac- 
ture. 


MOST ELABORATE AND EXPENSIVE McGraw- 
Hill research ever undertaken, the Census is a con- 
tinuing project. To keep the shifting pattern of 
industry clearly in focus, the Census has been re- 
vised and retabulated three times, in 1945, 1947 
and now in 1949. 


PRIMARY PURPOSE of the McGraw-Hill Census is 
better publishing control. Knowing who and where 


EVERY MCGRAW-HILL MAGAZINE IS A MEMBER OF, OR 1S QUALIFYING FOR MEMBERSHIP IN, 


THE AUDIT BUREAU OF CIRCULATIONS 


plants are, how big they are, and what they make, 
helps McGraw-Hill business magazines and your 
advertising reach and serve the manufacturing 
industries better. Comparable market information 
is also available on other fields served by 
McGraw-Hill. 

YOU’RE IN THE PICTURE, too. Although Census 
lists are not for sale, statistics are available to 
help you in three ways. 


1) You can determine market potentials, eval- 
uate the importance of your present markets, and 
classify your territories by industry, by state, 
or by size of plant. The new McGraw-Hill booklet 
contains all the information you need. Get your 
copy from your McGraw-Hill man. 


2) On a fee basis, McGraw-Hill Research will 
make a selection of industries by size of plant 
according to your tailor-made specifications, and 
assemble them in territories to fit your special needs. 

3) Thro our extensive field organization, 
McGraw-Hill Research will develop individual 
prospects for you by determining whether they 
buy your type of product plant by plant. 


ASK YOUR McGRAW-HILL MAN FOR MORE 
INFORMATION ABOUT THIS SERVICE 


P A N Y , | N ¢ “330 WEST 42ND STREET, NEW YORK 18, N. Y. 
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May 11-12. Public Utilities Advertising 
Association, annual convention, President 
Hotel, Kansas City, Mo. 

May 14-17. National Newspaper Promo- 
tion Association, annual convention, 
Schroeder Hotel, Milwaukee. 

*May 18-2). National Association of 
Transportation Advertising, annual meet- 
ing, Edgewater Beach Hotel, Chicago. 

May 22-23. Inland Daily Press Associa- 
tion, spring meeting, Congress Hotel, Chi- 
cago. 

May 22-24. National Sales Executives 
National Distribution Congress, Masonic 
Temple, Detroit. 

May 31-June 3. Advertising Federation 
of America, 46th annual convention, Ho- 
tel Statler, Detroit. 

June 9-11. California Newspaper Ad- 
vertising Association, annual convention, 
Del Mar Beach Club, Santa Monica. 

June 16-17. Pennsylvania Newspaper 
Publishers’ Association, annual display 
advertising conference, Penn Harris Ho- 
tel, Harrisburg. 

June 25-29. Advertising Association of 
the West, annual convention, Hotel Am- 
bassador, Los Angeles. 

June 29. National Association of Maga- 
zine Publishers, summer meeting, West- 
chester Country Club, Rye, N. Y. 

June 29-July 1. National Industrial Ad 
vertisers Association, annual conference, 
Hotel Biltmore, Los Angeles. 

July 17-19. American Marketing Asso- 
ciation, annual convention, Hotel Fair- 
mont, San Francisco. 

Sept. 18. Outdoor Advertising Associa- 
tion of America, annual convention, Drake 
Hotel, Chicago. 

Sept. 18-21. Financial Public Relations 
Association, 35th annual convention, Ho- 
tel Statler, Boston. 

Sept. 18-21. Printing Industry of Amer- 
ica, annual convention, Palmer House, 
Chicago. 

Sept. 24-28. Advertising Specialty Na- 
tional Association, 47th annual convention 
and Specialty Fair, Palmer House, Chi- 
cago. 

Sept. 30-Oct. 3. Mail Advertising Ser- 
vice Association International, 29th an- 
nual convention, Roosevelt Hotel, New 
York. 

Oct. 16-17. Boston Conference on Dis- 
tribution, 22nd annual meeting, Hotel 
Statler, Boston. 

Oct. 22-24. Advertising Federation of 
America, 10th District convention, Herring 
Hotel, Amarillo, Tex. 

Oct. 23-24. Inland Daily Press Associa- 
tion, annual meeting, Congress Hotel, Chi- 
cago. 

Nov. 20-22. Central regional meeting, 
National Newspaper Promotion Associa- 
tion, Indianapolis. 

Jan. 19-20, 1951. Southwestern Associa- 
tion of Advertising Agencies, Baker Ho- 
tel, Dallas. 


Lever Promotes Morse 


Emerson G. Morse has been ap- 
pointed director of purchases of 
Lever Bros. Co., New York, suc- 
ceeding James F. Reeves. Mr. 
Morse has been with the company 
for 27 years, most recently in 
charge of buying in the Chicago 
office. 


Sylmar to Mogge-Privett 

Sylmar Packing Corp., Los An- 
geles, has named Mogge-Privett, 
Los Angeles, to handle all Sylmar 
advertising in the territory from 
Denver west. 


PUNCHES sheets and covers of any size 
or weight, quickly, accurately 


BINDS up to 250 books an hour with 
colorful GBC plastic bindings 


BIND THIS MODERN WAY 
right in your own OFFICE 


or plant 


Add prestige, color and utility 
to reports, presentations, cata- 
logs and all printed material 
with this handsome plastic bind- 
ing. Complete office equipment 
costs no more than a typewriter. 
Binds a book for a few cents. 
Anyone can do it in seconds. 


SPECIAL TRIAL OFFER 
Send today for information 
FRE E and 2 handy pocket memo 
books bound on this equip- 
p> __ § ment. No obligation. 
U. S. and Foreign Potents 


have been applied for on GBC Binders 
and on GBC Binding Equipment 


General Binding Corporation 
808 W. Beimont Ave., Dept. AA-5-1 
Chicago 12, ill. 
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Simmons, Morris, Others Use Funt's 
‘Candid Camera’ for Sales Lessons 


New York—Allen Funt, who has 
made entertainment out of catch- 
ing people unawares for radio, ‘TV 
and movies, now is turning his 
talents to commercial films. 

The irrepressible proprietor of 
“Candid Camera,” which Philip 
Morris & Co. sponsors on CBS-TV, 
recently completed a 22-minute 
sales training film for Simmons 
Co. 

Mr. Funt’s assignment was to 
make a motion picture to be shown 
to the company’s national sales 
force as well as to whulesalers and 
retail salesmen. The producer sold 
Simmons on the candid technique 
and set his fee on a per-day basis. 


gs Shooting was done in Macy’s, 
with Mr. Funt posing as a some- 
what unconventional salesman. On 
some customers, who came in al- 
ready sold on Beautyrest, he used 
the reverse sales pitch he some- 
times employs in the Philip Mor- 
ris show and tried to talk them 
into “another kind.” But these 
people insisted on buying, and did 
buy, what they came in for in the 
first place. 

At meetings, Simmons execu- 
tives call attention to these se- 
quences as proof of the pre-selling 
done by the company’s advertising. 

Primary aim of the film is to 
instruct salesmen by showing off- 
guard customer reactions to the 
product. It was not intended to 
feature Mr. Funt in the role of the 
“wrong kind” of salesman. How- 
ever, he did, despite his pre-coach- 
ing, unintentionally fall into some 
pitfalls that might snare other 
salesmen, who didn’t know as 
much about their merchandise as 
they should. 


ws For example, he let one poten- 
tial buyer go away thinking that 
the name Beautyrest applied only 
to the highest price mattress. In 
reality Simmons uses the brand 
for three prices of mattresses. 

Funt was instructed to make full 
use of the X-ray demonstrator to 
show its potentialities. The X-ray 
demonstrator is a mattress with 
one portion uncovered to indicate 
how the “individually pocketed 
coils provide maximum comfort.” 

“Setting our prices at the rate 
of $2,500 a day turned out to be 
not such a good idea,” Mr. Funt 
said. “We finished our shooting for 
the full 22-minute film in a single 
day.” 

On future assignments he will 
charge per minute of film, at the 
rate of approximately $1,000 per 
minute. 


a Campbell Soup Co. has hired 
him to do some camera snooping 
in supermarkets. This will be a 
silent film, showing shoppers being 
photographed (without their 
knowledge, of course) as they 
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reach for cans. 

Campbell wants to know such 
things as (1) do women avoid 
high shelves? (2) do they pick up 
two or three cans at once? 

This shooting will be done in 
various types of stores in rural 
and urban areas. 

Funt will use the same candid 
approach in a film for Esso Stan- 
dard Oil Co. In this one he will 
be a station operator with badly 
kept rest rooms. 

“In this,” he says, “we will have 
to do a subtle type of job, record- 
ing the beefs of people who are 
annoyed. All of which is intended 
to show operators the importance of 
clean, neat rest rooms as a good 
business policy.” 


s A recording of a selling session 
behind the counter of a liquor 


THAT MAN, AGAIN—Allen Funt demonstrates his sales approach in a sales train- 
ing film produced for Simmons Co. People who don’t realize they are performing 
have been spotlighted in Funt’s radio and TV shows and motion picture short sub- 
cial films. 


jects. He is using the same technique for 


He found everybody aware of Cal- 
vert’s “switch” campaign. 

Funt will turn liquor salesman 
again soon, this time on behalf of 
Seagram Distillers Corp. His job 
will be to push Ancient Bottle, the 
yellow gin. He hopes the candid 
camera will show the best way 
to overcome customer resistance 
to yellow gin. 

Does the customer react better if 
the salesman calls the gin yellow 
or golden? Or should the salesman 
emphasize the age rather than the 
color? Mr. Funt will try all ap- 
proaches while the cameras roll. 
This short film will be shown by 
Seagram at its mid-summer sales 
convention. 

Other businesses likely to face 
the Allen Funt camera for sales 
training purposes are TV set re- 
tailing and insurance. 


Piper Names Davis-Parsons 


Piper Aircraft Corp., Lock Ha- 
ven, Pa., manufacturer of personal 


store was made for Calvert Dis-|as a salesman and steered the con- 
tillers Corp. Here Mr. Funt posed/versation around to advertising. 


aircraft, has appointed Davis-Par- 
sons Inc., New York, to direct its 
advertising and public relations, 


Out where the new begins... 


He had made a big reputation and small fortune 
selling heavy machinery. A new company offered 
him a block of stock to manage the marketing of a 
new metal fabricating device. He spent a year working 
out the bugs, and announced he was ready to go. 

His associates assumed his first approach would 
be made to some big name companies in Detroit, 
Chicago or Pittsburgh. 

“No, I don’t think so,” he said. ““There’s a shop 
in Lima where I'd like to make the first installation. 
Andaman in Moline will make our machine deliver 
everything it’s got, if | can interest him.” 

He mentioned another dozen firms nobody in 
the group knew. 

“They're small, but smart operators. You deal 
with one or two men in each place, and get fast 
decisions. If they buy it, they'll give the machine 
every break. Once these outfits are using our stuff, 
and getting good production, the word will get 
around. And in a couple of years, the big fellows 
will be coming to us!” 

And that’s the way it worked out. 


The little company is not so hard to sell. Fewer 
people are involved, and fewer calls. Trials and 


HunGry BEAR? ...In a major war, 
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HouSEHOLDER’S HEADACHE...In times 


tests are easier made, without any interference of 
factory or office routines. Change in the small 
company does not seriously disturb the personnel 
work habits, pay scales, labor contracts, selling 
operations, customer relations. 

Often more orders can be secured from small 
firms, at less expense, in less time with less effort 
than it takes to get recognition and the big order 
from the big company. 

And a lot of satisfied small customers is always 
the strongest kind of selling evidence to interest 
the big company! 

So it’s little wonder that so many new products 
and product changes, production processes, fresh 


merchandising methods and service techniques... 
usually get their start in the smaller companies, 
in the smaller towns. 


If you want new business, get out where the 
new begins...among the firms in the small towns. 
And get into Nation’s Business! 


Wirt more than 660,000 circulation among 
business men... more than 90% of subscribers 
paying $15 in advance for three-year subscriptions 


Russia must produce 10% more food, with 
20% less farm labor...may not be able to 
raise enough foodstuffs for army and 
civilians ... Read ‘‘Russia’s Achilles’ Heel” 


by Will Lissner. 


Private Brain Trust... Brookings 
Institution advises banks, big business, 
unions, farmers, senators, seeks to find 
economic truths . . . See “The Oracle of 
LaFayette Square,” by Milton Lehman. 


of price fluctuations, only a professional 
appraiser can set true value...See “How 
White is Your Elephant,” by J. C. Furnas. 

TurF TRADITION... At Belmont Park, 
the amateur riders are designated on the 
program as ““Mr.”’... Read “Home of Turf 
Champions,” by Hambla Bauer. 

And a dozen other articles of timely 
interest for the business reader in the 
May issue, Nation’s Business. 
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You Ought toKnow e « « Paul Meyer 


More than 60 years in adver- 
tising, theatrical activities, and 
publishing placed Patil Meyer 
among advertising’s select group 
of elder statesmen as he cele- 
brated his 80th 
birthday April 16. 

In excellent 
health and feel- 
ing much younger 
-than his four 
score years, Mr. 
Meyer told AA 
that he intends to 
continue at his 
present post as 


public relations 

Paul Meyer director and 
salesman for Da- 

vis, Delaney Inc., commercial 


printer. Mr. Meyer once tried re- 
tirement during his 60s, only to 
find that he could not endure being 
out of business and its daily 
routine. 

Meyer began his career in his 


native France, where he worked 
after school and during summer 
vacations in the printing house of 
an uncle. During this period he 
gained a wide knowledge of French 
and German literature that was to 
earn for him a start in business in 
this country. 


gs When his education was com- 
pleted at 17, Paul Meyer came to 
the United States to find a job 
in the publishing business. He met 
with more than average success, 
for Brentano’s Bookstore hired him 
as a salesman for foreign books 
three days after his arrival in New 
York. 

In 1892, the French government 
appointed Meyer as its repre- 
sentative to plan and draft an 
International Copyright Law. A 
few years later, in 1896, the Soci- 
ety of Men of Letters of France 
chose Mr. Meyer as U. S. rep- 
resentative. 


With his brother, Louis, Paul 
Meyer left Brentano’s to set up his 
own bookstore during the late 
1890s. From the bookstore the 
Meyer brothers bought the pro- 
perties of a 16-page magazine 
known as Press Gallery, and soon 
converted the publication into the 
highly successful Theater Magazine 
which was published from 1900 to 
1930. 


@ Paul Meyer guided Theater 
Magazine as publisher, vice-presi- 
dent and advertising manager. He 
still wonders, in reminiscing, at 
his success in selling advertisers 
during the paper’s early history, 
when he admittedly knew so little 
about American methods of pro- 
motion. But he was a born sales- 
man, and one of his early advan- 
tages was his own confidence that 
he could sell. 

When motion pictures and the 
depression made continued pub- 
lication of Theater Magazine un- 
feasible in 1930, Paul Meyer be- 
came a vice-president of World 


Broadcasting Co. After three years 
he decided to retire and did so. 


a Never quite able to leave adver- 
tising and publishing and the smell 
of printer’s ink, Meyer returned 
to business in 1938 as a salesman 
with Davis, Delaney Inc., where 
he has built up a list of regular 
accounts in addition to handling 
public relations for the printing 
house. 

Mr. Meyer has served New 
York’s Advertising Club as di- 
rector and chairman of its enter- 
tainment and speakers’ committees. 
On seven occasions he was presi- 
dent of the Green Room Club, the 
oldest theatrical club in this coun- 
try. He was also a member of the 
Sphinx Club, where he has served 
as entertainment chairman. 


s During his early years as ad- 
vertising manager of Theater Mag- 
azine, Mr. Meyer was asked to 
speak extemporaneously on class 
Magazines at the Sphinx Club. 
Never having made a speech be- 
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... Nation’s Business is the biggest medium to 


business there is! 


Check this circulation against all the big name, 
blue chip, nationally known, multi-million dollar 
corporations...and you'll find more coverage of 
customers and prospects than any other general 
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The plus coverage in Nation’s Business of small 


business is an enormous market for any advertiser 


business magazine can show. 


And when you're all finished with the big time 
... there will still be 200,000 or more business men 
subscribers in small businesses and small towns— 
that no other general business magazine reaches! 

Check the 700,000 plus companies started since 
1945—and a larger portion of them are accessible 
through Nation’s Business than through any other 


medium in its field! 


less in big packages... 
Your advertising gets a longer life, too, in this 
monthly magazine. 
If you don’t know as much about Nation’s 
Business as you should...call the nearest office of 


Nation’s Business. 


...of quick dernand today and life insurance for 
the future—to support your salesmen, the branch 
offices, distributors and dealers . . . to make good 
customers and users where none exist now. 


Tue cost of Nation’s Business is low...only 
$3,000 a page. It’s low because circulation costs 


NATIONS BUSINESS 


WASHINGTON, NEW YORK, CHICAGO, DETROIT, CLEVELAND, SAN FRANCISCO AND LOS ANGELES 
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fore and not quite sure of his com- 
mand of English, Meyer changed 
the topic to the “qualities of an 
ad man.” 

He told club members that ad- 
vertising men should have the 
qualifications of a lawyer, a doc- 
tor and an engineer. He pointed 
out that lawyers have the force 
and persuasion before a jury that 
an advertising director needs in 
convincing the board of directors. 
A doctor’s reputation and pro- 
fession depend upon introducing 
new lives and saving old lives. 
The ad man, Meyer argued, must 
be able to introduce new products 
and save faltering brands with 
skillful treatment. 

And the engineer, Meyer told 
the club, to round off his speech, 
must build bridges, just as the ad- 
vertising executive builds bridges 
to join the manufacturer and cus- 
tomer. 

Mr. Meyer, never long to gain 
some success, scored a lasting im- 
pression with this first talk on ad- 
vertising. Among his hearers was 
Dr. Nicholas Murray Butler, who 
asked Meyer to lecture at Columbia 
University. 


ws Mr. Meyer believes that a good 
salesman must take a keen interest 
in his product and must have ab- 
solute confidence in his own 
ability and the worth of the com- 
pany for which he works. 

In December, 1948, Paul Meyer 
returned from his 26th trip to 
France. Throughout his career he 
has looked eagerly forward to his 
return trips which have kept him 
informed on problems faced by ad- 
vertising and publishing firms in 
England and on the Continent. 


General Steel Wares Names 2 


J. H. McIlroy, general manager, 
has been named vice-president in 
charge of sales of General Steel 
Wares Ltd., Toronto. J. S. Cor- 
rigan has been appointed assistant 
to the president. 


Oxtord Names Annis 


The Oxford Paper Co., New 
York, has appointed Harold M. 
Annis, formerly staff production 
manager, as manager of product 
development and sales service. 


Kuehne Mfg. Names Doner 

W. B. Doner & Co., Chicago, has 
been named to handle the adver- 
tising of Kuehne Mfg. Co., Mat- 
toon, Ill., manufacturer of chrome 
dinette and kitchen furniture. 


Close familiarity 
with FDA and 
FTC policies and 
rulings, plus 28 years’ experi- 
ence, enable me to check your 
labels and advertising claims 
with authority. Experienced in 
handling AMA submissions, 
new drug applications and de- 
veloping new products by 
research. 


Inquiries invited. 


FREDERIC 
DAMRAU, M.D. 


247 PARK AVE., NEW YORK 17 


Plaza 5-3638-39 
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Skilsaw Steps Up 
1950 Ad Campaign 


Cuicaco—Skilsaw Inc., manu- 
facturer of Skil brand industrial 
tools, and tools for hobby, farm 
and household use, has increased 
its 1950 advertising budget by 
40%. 

In addition to the advertising 
expansion, the company has added 
24 salesmen to its branch offices 
around the country. 

Insertions in Better Homes & 
Gardens, Popular Homecraft, Pop- 
ular Mechanics, Popular Science 
and The Saturday Evening Post 
will appear more frequently than 
formerly, and ads will generally 
occupy larger space. 

Earle Ludgin & Co. is the agency. 


FCC Okays Sale of KTLN 

The sale of Station KTLN, Den- 
ver, by Alf Landon to Leonard 
Coe, has been approved by the 
Federal Communications Commis- 
sion. The deal was arranged more 


|than a year ago but could not be 


completed without FCC approval. 
Mr. Coe paid $45,000 for the sta- 
tion. 


Luckin Joins Fairchild 

Ivan F. Luckin, formerly adver- 
tising manager of Advertiser’s 
Weekly, has joined Fairchild Pub- 
lications, New York, as advertising 
director for Great Britain. He will 
make his headquarters in London. 


Audit Bureau Moves Offices 

The Chicago office of the Audit 
Bureau of Circulations has been 
moved from 165 W. Wacker Dr. 
to 123 N. Wacker Dr. 


Donaldson Gets Repercussions 
on Eliminating Afternoon Mail 

WasHIncton—Members of the 
Senate post office committee lost 
no time Tuesday telling Postmaster 
General Donaldson what they 
think of his order eliminating af- 
ternoon mail deliveries. 

The senators are particularly 
touchy about the fact that the cuts 
were put into effect without their 
knowledge or approval. 


By STANLEY E. COHEN, Washington Editor 


One committee member told Mr. 
Donaldson that public reaction to 
the cut in service is so bad that it 
may mean defeat for a good many 
senators and congressmen who 
have to stand for election this fall. 
Mr. Donaldson’s answer is that he 
has to live within the funds that 
are available from postal revenue 
and appropriations. “If you or- 
dered your wife to serve steak for 
dinner, but only gave her enough 
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money for hamburger, what do you 
think she would serve?” he askedJ 

There was a quick reply from 
Sen. Matthew Neeley (D., W. Vale 
who has fought harder for postalj 
rate increases than any other coms 
mittee member. “I don’t have to 
run for four years,” he commentsj 
“but unless you revoke that orderg 
a good many senators are going to 
have to get along without steak 
anything else.” 

e @« e@ 


Mr. Donaldson claims the im 
portance of the cut in mail delivers 
ies has been overplayed in the 
press. He’d like senators to believe 
that it means nothing more tham 
slower service for circulars, pare 
post and magazines. 

He may be right, but isn’t it sur- 
prising that the head of a billion 
dollar business isn’t a bit more 
careful about his relations with 
his 150,000,000 customers? 

Notice of the cut in service was 
confined to the daily bulletin to 
postmasters, on the assumption 
that each postmaster would even- 
tually get around to a local an- 
nouncement. 

But it was picked up by an alert 
newsman who recognized it as 
a story important to an immense 
number of people. 

Maybe it was overplayed. But 
what big private industry would 
have left a matter of such magni- 
tude to chance? 


Retail sales for the first three 
months of 1950 were extraordinar- 
ily good, according to final figures 
tabulated this week at the Depart- 
ment of Commerce, Personal in- 
come hit $219 billion, thanks to the 
veterans insurance dividend. 

A breakdown in sales figureg 
shows how the building boom ig 
making itself felt throughout thep 
economy, for the greatest gains fof 
the three months were in furnjture, 
refrigerators, washing machines, 
ranges and other appliances as- 
sociated with housing. Automobiles 
also did well. 

Biggest disappointment: wear-ng 
apparel. Easter sales were badly 
below expectations. 

e ee e@ 

Sometimes it is hard to figure 
the public. Here’s the way one of 
Washington’s top shoe retailers 
puts it: 

Last Saturday’s morning papers ‘ 
told how Congress planned to abol- BF 
ish the 20% tax on women’s hand- 3 
bags, men’s billfolds and similar 
items. : : 

“It spoiled my breakfast,” he 3 
complained. “I told my wife, ‘Well! 
There goes today’s business’.” 

“Funny thing. We sold more 3 
handbags that day than any Satur- 
day in recent months,” in 

e @ e@ 


Though the Senate finance com- 9s 
mittee’s proposed social security 
expansion may not please door-to- ' 
door salesmen, it should read well : 
to tneir employers. The committee 
is tentatively agreed that door-to- 
door salesmen should be classified 
as “self-employed.” As “self-em- 
p.oyed”’ they are to be taxed 24%2% 
during the initial years of the new 
program. In the House version, 
where they are considered “em- 
ployes,” they are taxed 1%%, and 
their employer matches the con- 
tribution. 


‘Observer’ Promotes Two 


O. A. Robinson, retail advertis- 
ing manager of the Observer, 
Charlotte, N. C., has been pro- 
moted to advertising director. F. 
Earl Crawford, in charge of fea- 
ture advertising for the past six 
years, has been named feature and 
promotional advertising manager. 


Names McConnell, Eastman’ 


McConnell, Eastman & Co., Mon-49 
treal, has been named to direct the 
advertising of International Serv- 
ices (Canada) Ltd., travel agent. ! 
Advertising will run in monthly} 
magazines, and in Montreal French} 
and English dailies. 


Ss | | 
ot: age et Sa ae OT a a Se Ok re at is 
ae | eh Be 9 ay ig tara ei a 
4 — ae ste i eee 
o | = | —— 
- | | | 
a a | 
sy SRT TRE PTET TET EE: aT SERS ETN LT EET 
c z gor. eo . SRSELS OR a ee ma i sous 7 
oO” a ea. aR, | 
wie > sea Le eS.) CM 
Ae F: < we am ; am eed 
| ie ey Bh a tas a 3 BRE ie “aera ee Be % an 
fi! Ri / e ve er a z a ae & a Ys 
_ ie s mA A " BE Bes & Se ss z ad 
ary 2 Site. 52 i #3 +3 3 on . enti: : £3 ai 
ac cis y hah " : eee ea 
f; Bin EE preter e eeceMBED 16, 1668 Ot 
a Bee EAS wi 28s Be ‘ ete ssa 
ae ¥ ANE i # anyon an aA ewe © 
Sees * % Oe % De es PSs s ; : : ’ tote ong 
| oy LY” OR rai ett se cael [Geren 
‘ oe Oe Be <r as SI ERI eis ; et 
chew i ? S ee tea i pant ie ae gr Vase cen, Dievs 
B Se Paes, Nig Rat.” RR Kees > yk Na ncn og OR inane ee st Gate rejenn the. ot 
2 ‘dost, sr oe Oa ae ga, | 0 Te ease geonenly: 
a ieee a em Ca be Shite arte — 
aa wy ii. gerne cs tat | Se ing PO as 
a Fichst ry gorge oe sonneee one Als GAP 
7 bot ‘ =. ok | onda ot ia venaveenvaes 
tae age waste # je on wast oid ray § 
4 @ the Sey | Seta gon ores ema tS 
on. as a cous | ath work entree 
cin = a = 1 the bast ihe 
ie ‘Son, |b mim cls and SeC- gy iatrartenie aE 
et sof rae re urty tra : ee i en 
me ee thee ~ preserve strict neur = Gomanas. me 
oe - re +11 ppt Mak Lore ee 
oe i ee a ess spirit “s 2 yuihe av Sikhs NS 
te 1 ot) pros somacnsses " | a 
e Rl Poth =| toe 
s sect | hfe Kh | Bo bane 
aoe OT | Sanatnctuse, 882 1 BFi i tenes WOR 
oe TP rae ont. See 1. 2 ee aneees. a oe 
™ soe, | onan sae, wo} Biome itn 
“aha | BS Genoce, potent dis} eseeseeROO NE 
| “pot, | ines Boon, Bree ich bears t Jy) eel Cones a 
“ eae =| While d happ bs - 
: ‘ie |" ae aetes and to the welfare an stat ay| ia 
& ge oF doe of BOE . j wl , : 8 — 
i ae Scone an growing population f the Metropolis — aceon = Rory. Ree 
a e any ve eee " ) 18) a 0 ‘ip, ated 9 
a pase Vase i am velop the PeEOUEO ” ts mereantile operations — pid ime 
wil a, or} ilitate 10s 6) et ¢ wxnil 
ae is ra cilitat trade—to accelerate P We 
a vend | (eee ne | WY aaemente 
_ ss Mer power and greatness) ss teanmettt 
x a we ery oxce : ¢ the Sh penne 
eS “A Soponton Od wtet in objects 0 Re = “ae 
t = te ee Fare oes bag F . Sacansti beaeg ee 
aes gag SHEAR TERE BS of | Dean SS huts 78 
wo ors | wtekatnas, CRTORON Pe ae i ey iat 
- odes \“ | Ret paper.” te 10 | uy Sh te 
. wow | se aap ee eee 
Pegg “gent W 4p sain cheke naa ms ait S| tnd toe ng Fant Se 
ete “the gh abe, Bath, er PCRs 4 Sade t ie nn ‘ © cata > ee EN 
e a 20 covet Ere GO MIO EEO ES, Rg ae Som AY POY 
— s and ba Bower — Rk £ eee bees itis te Oe 65s ROOTS. 294 
oe (their 6 cake care Seal a Se mete ORS a nS ie: 
ioe) gee. lineal Ben Qt 
0. Ss eB < wank. 4 S : . ie Phy oa fy. | * ae . 248 Be ‘% 
ee iver 5 Cries Sat ad ett rece | Ort a, ae in, i ae 
ie wont ye Lager honk Leesenceth, OOSSOM SF 9 ae Bae ON E ae the 
a r rere ag ASE ‘ RK, 2 3 a SB ee” ee peek * 
“ehe} tanh OR gree | Oe ae A 
be ae sareets Genes wets a Feit : $2: ES | | oe Bx % dad 
ae ES a Tous, Srotiat BEC ts ; EE i * oN ¢ 3 2 4 
= 9 i & new mation ee BS sent sport & BRATh, : i 7 es ‘¢ WwW hi re "t : : ee 
“ jot| Sot pee OSS Linee | Deere ashington Star i: wy 
ber| GaGa eiasaars ‘Stanek; i |e) | 
oa “ree | Gh Seager cots © et denn erates |W ORY om eS 
ue ine Scatter | Ne rede | OME me HS 
oe SES pst, aun ants of Oe ES 3 Dering ARR ONES Pas F238 iy 
: .. moe , Ri, poles Loe ee SS es aes 
se ys "A gs : OF . Clee es ; 
ve, * as: = . Re —_—_ , SE ae oy é : 
ve . a : RS Gee eS ates ~ & , “ ie / 
er ee a mg eee Se : Aen tees 5. canes i é an “ a a : - ssics eet ght ic ule adie ; : . ee i oe ; Conor ‘ : : : : ; ; 5 fists Shee eee ae i 


all 


> 


0G ees are 
ms a i aca 3 RC 
SS PO earns ie 


ee 


NEW Subscription Order Form... 


Please enter immediately my subscription to 
Advertising Age for 


(J One Year at $3.00 [] Two Years at $5.00 [) Three Years at $6.00 
() Payment enclosed [7 Bill me later [) Bill my firm 


Title. 


Zone___ State. 


ADVERTISING AGE ~- 100 EAST OHIO STREET - 


i. cues ee * 2 ama ot : = ee ae va es vt e - Sor 35 sa te, Sey: ee - ie % 2 si © = s F 
e 
[ : 
} - : ; f : 
1 1 z r z 
: : is ee ee ee ne ee Ne a a a ci al aE A ei ct al geet <. eae gt. Nic ae NOR tae di.” eye Rs eee ; 
a eg G = AG yO Ga si 7 io 4 : : v a ee ee Se art en re ig aie Paine i it ea trie Sauer oo), 4) _ pes Si pe. i ee 2 ~ marine S46 peste etre ae re ane 
i (pm na) gamit aS Bai wig ae aR: < SNM Si Bt Ce iad Mgt TRAE RE care 2 eS a 
oe eee eh ae. |, 5 ae ee es fn Re ihe oD ance ee ea ae Fane) ee i ee eta se ea oe oe eRe i ex Rect tr a ee SPs Mere kn ea ae) > 
ee SIC eee Ne ee GE cas eee Ae ca Beagle Sis oS | +E ae te tie BA wt de Ne dA eo py ee (eS le ay te ae Se Ln ag me : eae tee Be oe 
Foie ey an % By ogee ae ¢ Be 7 pet, aah steam Ot ine 5 A ER oo Sie eile ace ee, Per eee, ro ees Wy at ge ie: eS a * re r regen roe ae 
eee eo ae ee gi Me fo Se 5 ee ee Saige ee ei ake eat Be 2 cae b, wate cy RR Mas iy MS ees ; a, ee a eae ‘ ar 
‘ oe gy rie i : 4 pee eT ae eet ze ee ee SN ean ee eee eo eae Pai er ha ge Se See es oe 
os ES Pe = A 3 5 Ste : F roel * * 4 4) pom ge Papas She eee r ae ia edt Afr A as i ‘ 
4 ta : r " i Soe a ico eae aac eet : Pg eee aa Mette tater: Tem ligy. he 7 aan aan Ws avin ule ire 77. PG roe eee eh Rseres 0 Me ee eh a eee en OEE 
Shee OM ge ere eee Mee ene ea wine) AMM mn Oy, eins SMe ire = Ss a ieece an i hee Nc! ate eee Fee ee ras : ee a a ee ee Sn ee. ae er enh HO Sa Pawn a ce. 
cipal ies ara cee a Zeal anit ie ae Re Ger cee See ee ee 
ARpin City 2 ee Syl a eae x orecd Be aa yo ee aa es iia Lis ak a oer ae ee ae a See AM gS oo es wae ee ~s ae a aa Aas ie 
, = J asa alas ib rie mie i Te ahaa sr ee Fae past fe aes Se: ee sith di oe rad ener =. ete Mitac ke ee are 
st , ae hea ee A yet cE GR TR ee on a Diet jis RSE ee a RR ome, + ae a NE rite) = ay Slate Ge Seg?) See me, FS Sees so ee 
<a ee eee ‘ et Se a ee eee ee i et ek hee ee Pe ee i, ae aes Le ea. ee a aa le yey i el eee + . 
’ i be eee: ine Were <—— - oo cat oe Ree Bae Aaa saci on FW oe ee oe a, a) ee eee pi se ae a ed Gee Ne Sy Se) ee eee is SR ele Ge a oe a a eee ieee: 
) ee et a he ee Se eS Tigers <p, 2 aye tear eee Jeo Ce ee Te a Ao ea OT gre k ee ia gene > Comune tn wen ae ee ee curiae = Wee ai ee mee Bh y as 
. pam sen Plante het CaP eee 1. Ca ee ra eee ee eee eee och wke oat en ad oe oc ics a ie Agee Be i Se ee ea fer eS 
@ i Ys PA SI ND ag Se eacs | ane aa ne! ie “ye eg ae eel ce . (ie get pe ee Gey eat age ne NAR ee eer mr eae, eet : ce a A : es ig 
ep De fees ; oars ei ek iy F See = i ; : : : ; ~ _ : i= “i pe) 
: * ie a ae : 3 5 i . ee : Nop Se IRR I eee) pe ae ; 4 ahs . oi.4 : aia 
F : i sae . pele 
Sy a ge as ele Deeg ne. 2 ee a UEC ean Ck ae Me ‘ ; = pis noe a ies its 
: ee a 
: ; a ot ble catia a idle Se —e Pe ce eee re oo Sg. ie ees Pee eed: van Ria eee ete “s a a a ase oe 
re " is pe nities old i Re rece core ee ge eee Ce et Ne NC ae a eater peal ae cy yt en er ee een eam ee tants "We ACY C Maty tran ee Tain ere | 
Weg eset) ee ee nee ae pee Pe a a a Sy A: I i pe a Ce eee pc Naeem Bi ae ee or eee ge dae ee Eee rt Aili oe ae 
I ee one Se, tes cone Le! 5 ee Oe eae Rye Cee ee tees value | mia oa Be ea Meese sees Sparen fal por eee ok ea ea tS ae sane = ee one brink Ee 
5 et SNE BLO) Sig hap ates ih er a 3c a ee eee <2 ne eee ta.) Pee A el : ae tee we aac PL Je ane ee ae ES IR DO ESE beens ae ee ear Tey ee de Sa i (ee 
‘ * 5 Cal Oe 7 A ai Aaa ea ae eer SO ee a ae Bre nee Rice ee es es Pee Pr er RE BC ii ta ig ah ena 
5 aie ec Cen ho Ree. eee ar ERs he Wag ce els en eS cae. mess Peds e a a ae ie is Sea eee ee ee ee ey hit a. ! aah nary Leer 4 ee 
etree. Mele ees wa cee ee as Pi oi Se os ee ae ae ae i eo oo tie ae. pS eS Baa Ny beet yh ey ee CAEN a ee ees 
- See, | EAST OE ree MO md em esa [tO eet mere ae hee a = aa ye ae eae 
Mey ON MR re ee ee ae ss me a 7. i ae ee 2 Ree Se oe (eee nr ey; ae 
l rs Me i eit, holga thas i Flt capitite hc La - 
: etek oo ee a 
. : bei aul ok ae 
e 
i : 
=o ie te Tee Se a : : nes 1 ee) eee Os eae. nee 
Ba ihn hd A een ER aes WE i i ee Ce NERO Fite aera a 7 SaTew as a oe aaa ees sta RR Ld a SUM ae : 
; BRR coal Uy ree pa ne SR a ae a oie a a el rm *% ea ea a : Je cialis ae: RA iy eat See ee aN ee PR ran en 
ae ae ees re ee aa ee a * ee cee —— i a ig BS al ot ee — Le ee ee Peet ee eT nae ee Sa RED eM ee ee rege Pier ee 
) Ria ie ca ta cs rea ala lle cicero. hail ee Naa Aah a so aman ak 1 a ee ee eer sar la ay pric: 7 ; fe sy a fe a con " 
Deal ood Fd | elena ; Pek: ote ig ee ae a etree iP cui ot Se ee ee i scan Cg i mieeh i lees Pires Tarik wep eat hehe, wa a ae oe - gra 
. z ao Pei or : a 4 Bee is nly be Se > ae eee : 2 ats g ‘ ‘ : 3 i a: ae ; es : 
. me ‘ = ° i ae 4 ‘ ia 3 m ‘ - y : i 
. ‘ . ne a = « ‘ 7 F = £ > n ra " 5 Se Ms z 
= ey Aes a ' j 4 ey ee cat 2 a ee fea ey CT eS ae ae egg Se tna me Sam een rar eae eee on epee seer 
i F b ‘ ie a Sl hy : ; es in Ub pape sade Oe ena ae oe ete ga gece ry yor ir rate LLG eg amie Dee cs ak Sey eeNEMRe eee oe Va Peer alate 
ae Be a rn Me ee er ee en eee one me tn ye te oy en th OM Me emma gee eames gtk g OE ST ype pw a a rae erg MAME Re TET DSR OR Og Ma Ce etl a ee yee NSE i 
’ PR A on gee Mane cs Gg Oates atte Pn egal Sa ri Si ages ee oe eee ee ee ee AI ee wa.) 4 a. Uae eee ai 
a a ae ene ee ene eRe Ey Se Eee Se eee : 
3S SS eee es Sa a Pees Aol far rt, 
oe 
| a wreae, os Ga eae eee ae ae Ne re 3) eer Tis bs a Sah 
‘ie ON Been Sarat i, Ce Bei De as ee ee Se ieee See yo mae ea ees et i toe eorase b a e ‘ ta ; 
sai pa ao eae Bg mee) sf. oA ba ow eee ea ee ree. > tn mS mae e as “pa eee 5 eae go hee ae ne MS Peer tame 
' 148 tus. sheen? bie ASE de ah oe oe aa; fe 3-9 ee en ery oe eae a ei s ae aa” Fa a i ot a sa aa ged eal es hh ee eae ee ae 
BER a a et 2 lege Ot Aen eis ty SY Sear’; ose ee irr Se ee i is Sele eee eee See Se te emerdier* (sara, J ?< rs 7 oe een ee lege erie 6 a ere ee ety iee a ere EF bat. i, aac ot eae gk 
pe Bet ok Pa CAs eg er ern, af, oe, ie teegee 6 ites a tear i aE ns lige ate ati baEs 3 Sete! PARTY lea fa ot eee tees ere Spee eee tee nf Seah a Sees ve aie igen 
PRE OE Sr PON et eae Nl aR a Meet” aS) ee Soe a liye EAE Na ee ptt aoe vag eee ee) 7 ae ane. ees ee Tk Wt ae gee, Bel : Alig Oa Gale Site MUR MR hs 
ERMC oe te OS ene FA cere. 2 oe emmee 2 Ores P Te ROI EO Ton ey ee me OOM eS 2 en eR aa een MR 5 ES PS geste Lonel Se Fe OTS BETES Taio aaa a He ee 
geeeet. oe Bis oat E a 7 tu ies 4 ne . _ * : tae MNS wd SPS TF Ane i web pial a ih a ee i ee ee ee aes) 
eh peers Sie ti aie oe em spies sgt egy as wear —_ Se te oe ee Se en ee VE a ok he eee ae ant ae ae 
des tp al lara Ree Te ere emus ee re I at gd SRE eh cae og ae a ean a oe t Se er re ee i eye! ae wees hat pe gs, ea dala eee oe, al oe Se ea eee 
, 2 ome cs ka A 5 SEU See Pe nati ieee Dn = eee [gaat at ve ae ee ee = ao ‘io eee eae er ae ee er), poy aoe PP een ee ee ite ei lias - Bees ie et. ee 
‘pga e | alk: ce a Ie ee NaR ee ke, ae ut = 5.2 | ite es F cetMomea cd Pope eid Ptcs Wet, Sols. Vee : a Pct ae Sic: pees ene ae ar We er oe 
, a BES Sn a a) le eee Ree ae Seamer ae oe a = ° ee one 4 : 
; 7 j ss Eatin er da a ae ' el oom ye A b 
" Rie BO a Niele a ais pape ere i a dad ave 
ve Senne la a a ae 
a a ie” we oe 
i 
& jon a ee hes adie 4 Tt a a ae Se yee 
fe dente cities" a Jo pk) a’ rp: ee 7 Sa me a Se ay Oe er a > ee ae Wan i io) a ee en ialiva! oor OS sacha Ath : es ec 7 wie ee ae 
1 ep es EIEN a 5 -) Tage ase? Bil 2: ae pee A ee eR Boy ea erie ae a ee ae fis Negi as (e Re rh em cn ey > eee a. Feist cco PURE eY =. heen NCamneE cht 4 1g! 
: “Ra PRES =F oogonia eo SRS 2 eee SAM eh, ee Ae a ee rs. oo) ee ere a er Me: Mh as Se, pore nET ee, ri Des. -o, 2 ae ee Ot SRP ee 2 oy cae a eo Leon 
sR SS RO Me GRRE Sg ee aN UageKES 1 ee amen ee Ce eee vee ae ge Ss en. Soin A | eee 
mee eas S| e in ee cr eas tee cn eee Sagat ht Oe ee : SAR em nC era, ae ; Se ek ae eee Se Me ere eee oe 0 elie i ee 
2 Beant; hee Coe lo iat a Loe Acie coy Pee: ma! SR ah So Ee en eae oY Lo an een ea as Sts (Eel fos tS el Toa a ee ae apy Nt ost eta eg alee ns x Sy eae a a ae Pre sae 
: et ie, Pa ee ’ : ecm. + Aeron Ie deere tant ace oy ean PE eanP yb. Se ghee Po Pater ner” Mer ce Pe rate ie Nem Men en st MeN Bee ar ats tins Par hureeS sa mg Vn hc ESS 2 a de aa oa ae 
5 Sts ie te Cates at ee — eet ae. ae k oo Ra aa 2 ate pe a Pe al a ea ei Mn aaa Spat aie ae rg io Nt, Pe ean Sk fee ae 3, i st hal tees Es tee Mes A, ORE ea Ets Oy. & yas ¥ as ae a i 
SE RAMS 6 SSS Se aN Nae mn | Ny Soh oe a ) Re so ee ee a eer Te ee Ae eg ae Rs at se eile eich. aerate . Te | ae as Seer tian os 
hee i eae Get ha), oe eae ag ee : I eee er mises aa hp aa ii Cry maa ; By ei ana Gin ie Hensley he tac ene sare 5 se 
edie eee Shae cite eee eis ene gee ee ee ; : Se ee yinee waeetah oe Na CIN Mar Narr pee pleas Ses ec nl gee bea ee cach UM as Ae oe aa ee So eat aL wal Sea i i a A ala 
ar aoe cool er gis Sra eae rier pte cre te p Ne os eo hai Sate mee ch IR Salis Se gh Se i ee a PP ASO Rh ee a a ee " ele ee eee ot igs a ce Tea ee kN 8 ae LU ee SRE Pee CT ee eae hy eth 
: ‘ see Sa ea ae Ip s ve - oe ae ee ie hcg es pane Ronee 2, FONTS eg gran aap oe aera ee | a Toe ee eee ee ae : ae ge arta hc iy A Fre eh daar rege eS. ae i i 
er ee «ae ge Uk St a Mimic gi Ue Nr eS I Se a eA Ia ee pam aA EE Sp Riis Ge anaes EP « Sling Reece es cet © Jeaes ae wen 
* 5 an awe ele. a ee seeks Pet ra ae Renee Saar) hd EE SN Fe 8 Se rs eee MA eae eed ha Les = 1 ee = ais aoe ye Pe abe eal «Al mite Se of OR at Le ep lie & 
: RN Re A oe eee tome eG. eee he. Cee er er Li MecsRn, “aise aceite AE 
ee ng TEMAS, 7 ee a cee Pak ite 8 gon oy one a Dies) Te Liege te Pasir) Mund OR) weal ag peice” oe reer iG a ee, 5 hear hae 4 id 0 ae eae oe ee ee ee Pe i ae Ege S nla, 7 eee : yt a ee ah ee 
nt ae are. “ a SAL Wine | eee © a ee eS al eh SMe Jokela ios Ci ee ata Nee ot ee eh ea cee eer meh eT ear b Sok Fay Sop SEF Bey ee a i Ce ee eee ce ey) See ee 
fee tory: + are co pet LS ES dere eins Me) nc) S.A Pag een ere Ch A ra SA rR ees ol Sed oe Pee, 8 ae eee ke ee eg CO Tia ‘ Ge ige ta oa i ae Oe a a eh ie eae A ce eer ewees | > * marily > eee ie 
BSE Aa Sa is eae BMS i. Rie e tee ie) eee ee ee open oie te ee nta 7, a SN CA ete ee ee Mie S Soe A Ne eee ae eee te eae a) nes eh Oe ae ee Oe eT en - “f 
} esac <# 7 Le eg aa z 74 Ke Fag Te are yi a 25 : , a 2 ae os cits le 4 ee Ae eee ee 
2 a = dy 2 Vara 1 a a eek ee ee ee eer e a he ate Die Ba! Raed oo a pee gene rales! yess Sarria: ayer 2 eT, ee ee aa eee ee RA at he te ey es fort SIs eS a Rn at ye a ee Ci are 
op eee ae a em Be i ee Fre es) gh eUCM ee ll ies alar cate, e Pa A Se . Sa AUS rere AW, RUM call ee or Nh ae ee A a SR is ted IY ii eae IG ae a ee UN cae NCA Ae. el eel cs ae 
4 ae if or etag ich gS Rn lars ae eC GE cart gi aes rele ER te Pid SEN mein orale ace ch I Pama 3 Se eee Wr eae Fe cr cer ik my eit ene eee ee ia kes hae a eR eae te IGT PC ig awe 8 ae ttre! zs veer Ra agree, (he eT Ame, rete ir Ae ie 
“A TRI Se REM Lo ese Be, Pe eee ee ted ee oa ay I Se eg Eg i LOM Mgt oe! St mS oe ree py ee eae lyse tue lity ee : pedis Gent ey see ees Bi eer S tauas ae EO sir aie Al ee eae 
+A Us ae ia, Fe De le ages aN Sette a ee Cel Ne GaN IRON. RN ee is a eg Se emg si cu nee eek A A ab Np ee ches trey ete | nga to: : 1a ee ge eaee ee MN | 2 
| x Ra by vn a ae emepige ae BEG ae ee ROR oc. ica cere ie en cE ee a ithe eo ean re aay : S Sekel Pe PRA IAE hoe tS ON Ry Regge a Pa cafes ae ae ge ee E Wace NEM ol he aN * Sg 
. “ Ai ee Pe a” Bie ae Pa epee bn ee ee an a ie ML) ae ene Tae oe ee ae ae y MENS cel aches tylenol Feige 70 
) > ; tee: sagen, eer er Ci a Mn ne a Mme eB Se 3 ee 
: ee Pine (0 SPE ee re eae ie he ae Dee phen. Ter © ee ange eA 
Ft i 5, gna RR oe ollie! <A gO TRE epee me eae ec Tee me eee ae Ses 
BA Rete Se ee on ee Ea Raen |, Rae ec cuir are Come MEL, Sew. fee, a Ree 2 ST ee ree PS Tecate «le Meare eat eS 
Be) On en Ph ee Git pec ce een. are reer colt a EE rte te aie Ae SU te oR Ray 
Bt es dg i oh My Se earl ogee ig ined aoe) cue oes en Tee ae ra Ns. ean ? rei 
; Cote: hh a i Lem ty e a2 Ge a, ae et caeeaete t vik A NURS CRE” GAPMERIEEIES gts ea cf ude ant oN oe Cae ee - BO ie 
é es ‘ao Sate ees gi In Gee Be lain gets i, So eae ay omen img ye erat Ug 
: 09 CR i eM <5 Lis RP RMR ss Rea RN I hn ae oe SR oct Rae a Pe ee ea ae ee ae 
ee ene SR ee ree pee nara nen Cae Aram 
- _ - otenaene a oN ae fa Eg Rai MR eee Meee) eRe ee r iy ; la : 
ee | 
* 
ates ss Ne ee eT To Nee Ne ee eee me eae Sree ONT 
CN Se RE Se TRE ACE mS ene Ee a ee aa OMENS Ss, eRe es er ne ‘“ 
Pe) Ra I) es Sel Py Ree ee EL rey ge 
= iN oe) |. eee ee en eo ET oe Me Sinan co LU i b's ae ey i St a 
] hee) oe Se Fae paar a 4 ca as s eee if 
a ana ees ae Ee Gone eR a ee ee Soa 
Se ce hee ae i Re oe Bey Piers Ra APY oc ken, eka Pee hae tay 
, em Fer Cer e ei ae aa gles. sie ae Lee ee att ey fre hiiiee says oh WFitice hy stir ansma ai eee 
4 [et PEN PPI rome eae AS Ss (7 ag ae ge ae it “ : ees Be ape pa ee Nicaea TS A eeear eaaiees Se Sulina si ERE NP ee 
= Name. eS eRe Ce ae nee CN = MRP Coal Fe ce She, i aka aera g ee 
. BE it eae hae om el A ae Tega ee ie i ee EEA a ta sn nee Saati es ren peels tc pe ae 
ene ls Se: haan ated Ming ae ee oh Petras agi meas wee z ee ore bg peeve Bier eg ae AES ras Fae 
f am Z as dt go eo a Cap <a Sa as a ee Pay: eo Tyee na ewes (leew ibe a¥ mat ve + 
ETS EINES EIA SONS aR OR Oe IRR DP BL, EE SOIR ON ek ER DEES pla oa eee Bye ee ol prea sae = ees pel Ot le Le eters Tac ea liad SP Reem ie 
i Pe ere 8 3 pik ascii > EG Ri «en a a ca ea CL Sete Ole pe ee ek So Wicd A Atty (aap ee ey ee Die 
nS ch Cae A er al ee oie Ba 007 DOE pened SR ee an eee Rh Me ee Tira Sg dale eM Aton Late re Weg tre a 
SP eH Merrie heed hme taba =~ Sree MODS) ae, dh tle ae ek 2 ea ay. tee Weta ical Ds Gan te Cee Tet RR CN et AMBER RES Ke oie Ca eae my 
eet ee tee eae ree eS ro. at re eae edge te eee 
: ae eee pO a sie or eae i Ren je oe iS ee ere La te a ES aa a a eee ea SS ye 
AMES 1 er eee oe og eee peepee esk cs wah oe Bee ha eee Ne nly lari ae aw ee ge: 
eee BaD ne ee eee ak ea he! * Sees rr a ale ing chm Fae ene Rs BENS. ce AN iNeed Eset = gl ee i 2 eee _ jee 
ce ee pea ae ee es ee Sy ee Or a Me Cte ea reer ee re eee eld see Ans Pt one 
SE REN RIS a Lae aR Pea eR ee ae 
ee eA ta ee on Shes Goby Bg ha eee taste ream mae, Oe Sa Fe epnan ran melne OUy Ty eee r regi oe 
a eas ee eats rei a as : parses ae GA i ea ae oars 
si. tl gal NG le UUM iaamiat Se, 8b 
i haf aed | Pager SP eh ar te eae oe Te Sy ea? ot SEN Raman, Sa tai a ol eon a ae east 
Pn § CHICAGO 11, ILLINOIS <2 gles ju RN Nga Bers a Rr 
* : peas fencer : i 1 tea: 0 igs Gane aay eg 
ee ee Ms fe re rs atin Tes a ap ae ' tahoe | a Colle ade Sulit Rie RU Se Nie Se ait Ree, Seeks 5 Sere eee erin Ta See GT coe PROM 
: ence eo ae Pes ee ae ce eoee ae Oe = eee eas re 5 ea Caer aN ie a ee apne RN ear aon) i Ia eee eee Pua ten mese pelle) es 3 ooeied 
[a eh Paes . ON eames Seco eam. eee f Oe oe were coo Fuge aertie os ae: PEAR nets re oy acta Mae oe ease aerate” om Foy Sea 8S eg al 
Pe cee da tag ELON : rp ey sak : . ere, ws the a i Meeps eet Get : : Seeanihn ¢ e ST ih ‘ ivi ee ele Peas Siena oy CaM eS eR eRe ERs hy oh a a ot 
oe . : Ep Ce ea st _ 1 ‘eee ; As : h: oth z . goer. 585..afl ra: ere } ae : Shoes A Gat aes ee seg ga Bi gees Peet ae = he tie 
; sodas aes aol ee a me Pe ene are aca ne oa ce a et ssa ear eaten Se ce eye ihc cone 
ag ee a tae a ae ee space Tem ca m Pope Meee Ge Lie a i HOG Bikini il a a Sa er ae a ee ca aca Me ve neces erica ees ie oe! wane ze Sooty er ae ag gs gee elie Beer Sa 
i ete matiee, ara 3 ; Con et geen ae ng font Bane fo Sea eh ia ee eee SING Re Ig ee ee ee ee Do Ne ea poe gs ee oe ene Fe ee ee eed er ae 
Weestae ee Sag ee ie eee ae er PI me Gees ieee ey ne te oe oir VO He eet eb hes pe eee rae eg ot Se ee ite anes ata eee os ahaa ea ect Mica’ Fee ee ees a <a Eee a ae a) rig es; cae was: pee 
Saar Boh Sata WN Oe eget hme art eh PIN Ry oe aA al PE regia ate age 2 ees ee paeay i eee eran art ge eles & Nani (seal ieee Neri alt 5, 121 tera apa o EL NGTS a inl ARON “1 Saeiee  S aeeemnne ees en Cer Ss Pe sf 
ues eee at SES aM eb SAE 6. sie Be el et eee coe hieha  ae h vers LS ere ae OP See eae, im : = Sy se : Pia La a sa gt! 4 ARS Ge ee ce a ‘ Lvs, ah ke q Mie ya one a Ph te ees 7 
: ra ok 2 ee iz eae tte oe coe oe eS oe Sees) ne men Sey ey ae Rete aN Bee a AW ies a Sea eae os) at fh aie meee oe 
: Pel iirrrert Lathe) aN eRe Bere oe er OR. oy eae eee te oS Tate oF ee a pet Se 8 jap a re a ERT cot ey oat geet Gen | meer eR gee Oke Sh 6 Ne ne ais ee Sho eee ee ancl Parc nec eiet ie eo eee eS 
TN ee SOE Mic. Teer eect te te Sag aan FN Dee See ey ER SS) ero ts cae ee 7 te hse at a i Se el Oh rue ates ne sei ae By ete SC ae a0 ee NA era ie ee a Te a ee Reet aT NRE cane ete nee ff ea DE ge Nimes 2 Cre Ee 
, ee en eg Ae ht be eae Tee he Rm Pe aS TE 7 cas en Sh ik 7h eae ie gene = ey ti agit A aD Re ree Salt yt ae ah AMS western aly oat Meas vate ti Orem gt SERN cs PEL ee a Cte Ice Matauri) ecm Obie aa apap os US, Take pean? wae wend 
Ee et RM dive FAV a ee ice id oy, si ge Merete Ud NGM SS SSN Sera 0 Sg a ec a aM Rae, MaMa ka. -- 7 a maak arial 
eo, teen an ap ee ice es ety ae es Se eee ee PAS San WRN eet Ales Wing z ‘ i sees o. i \ f es bine Lak ‘ ~ E ‘ : ran ig s 5, 
; : ¥ reais) ay omnia ital Se e F fi hee “eet ae Soca Bay f (Fale oe OP TT eae ate A 5 aaa 5S ase ih aia SW 1h ak cies A cai em a aC ae ok TY te Ten ee ee ee 
7 : : } as EE a > eae isan tis Seow pc Mg 0 Np a on = ih a a rs a alt oli) hc BR Sa a NER UE Ae ks gv gcc cr 
ai ae eR ea Cray OE ON a le a mee oe One Saas UR tee © aye Wah dtietate ae es ee te is ee Ba) fae pebe te ene eee ee eee - Ve a a Re eh al ee Rpay® NG Dita renege IRN, 2 cal str 
sre ice me Siege tar i Bern sa a ae pe at ea Oi belay RAT oi. 9 gid ea oo “Past nies eae te aS! ce ee pei Ne pe elie Uidiee at 8 A Ae gate Be ne en 
Bes 5 alc PS ec vay cH SOE eT SOE ul Sele ogy oct et tare Meer pe ee arse eee a ee | EES Roe Peie a oh cuit ak Oa ae Ree ee iter irae Koehn gee hint phar se 0 Pcie baie eal ae 
RP rel ee ke ci Lan end als, el ek, ie ae aaR  an e i i Part Poe he ae Pe eer i mie yee aaah | ty - : ; : i ee 42 eee ‘ ens eee yn ef os See eae ee ee 
Rare oh ie ee a ik a) OME a ea ee eld th ie tiple ant : ; : eye ey ee irae . Sees ae ie ae ee ; ee ea ere SE A Sper = 
; Res acl gst atin . Le. es e ‘ Sah ok to Le uesh S Sees os ee cores aps ities gs ot le ee eee eae ek em ee Vike eae ety ae i eS Yin, eee es pe ee ge 
ir as 2 ee eT Poa ks 2 side = pice Mest Sees Pe et ce A ae ee eee ae b aeete me ee a eee er a cee aie eee Me en nO, ee hl > oe SEO a, eee i a Bre Oe Se ad et ee ee 
rots S oe Spel kn mere eo pain ce a es, ee eee eee a ee ae, pote eee ey Ae Gee wa Re ae i oe pe hae Om eS Toye eee)” ee ed aoe On ee eee, 
“ig A ci am Ca aM Pais A the Kee ea ar 2 an yee Sete ey ficients ae ne th ies tas rn ee ee a vi Sines oes ie gat SRL eg RS RES aera By ae cr ose 
ee aie aia icin ee cS eee eas ES Nee See | a egtee Ries ‘ oe ee ey se Bee Bee es ge Fae neti: - ae ie ee Ge ure cc Peer ee Vi, 
Si a | at oe eee seta me ee eee aaa ee Pa eR eu). ae Pa Re ei at 7 oo Rar oh at ae ey eee aL rn Bg Fes tea con ec yeaa Ye Nt a 
rcs = Sem cy SEG Kae f alr de TAR hee eatin: bi ag TA CT gee ARR PRR aoe re Nee ener RM cite cS. Ce SMe ee de Pca oy et LAN ia PE Reis ee 0 aay a aac s ee Si ire Mal aes ce Sear Ae area eae Met tM Sg A A a i Sheen 
Pa hi gaia 2 RN alee UT) geet tee” pad os tog ea ane Bere cc nce eg eee eae nl eae tate a ise i a Me Es * Canes oh Jy Derek re Gi one ae Loe AS Sh Rit iy one ene a nag oo ACAI En oe, Sack Vel ty ee ee spre ee 
Dee Re Os aaah Pooh Cop cain rem t As is, Se hil” ey Cem Bee anaes Maer anes ei oie Beek ape eR eS aM ee NSS So endear OM Tec eet Be se Nae a rar im th irae a ope RM TEE ele Core 
aie ens S i peep ate a ce _ ; ae eae ns eines eh ae GIP a RG ET As aoa NT IRS BORED Ca ogee Aer re ae areas yigiiniay gna Al pa ena rece oaks Zee Bi li ula ne aa tau Gal ea 
nee oe ea ees ee bay De eee ee Be pee DORR Re ene ae, nit | COR ae Neng Ie eee ee are ae Ro ga ee PRT Os AW) ere eee ete one 
Sir eT, ental ok ee eee en eee 1. meme eS et hae nial PA hee Naka aS Ae, oe : si 7 Sty Be ee Pa te a 2 Se ae | ee a Pr Sa eee, wen r a ee 2 ie aa rie oe cs : 
a ee Mie mags ot Sane AR aa De ae ere rake ee Tick oe = Se : Ere RS tate nT eee) Bee ats { E Sean 8 eas Efe ae ae : 
- aoe ea an % es aks oaks pei ieee ea, Oe. Uy on ene er 4 oeeeial ue sis dNr ine We eee ee So Seis, es as 
oe el ae Bea ia ne nl eh Ne a eg i ea iy eta a at Me ol tae, i a i eo | ieee ee vey ae ieee Sere cee E 
fe ba 8 aot = Fi ae eS eee ae J ON ete le: 2 Se ese ES age ee ae a Nene sence ee a, nee pe iia epee ee ee 
eer Sere ” ie PRE Re e  o  ege Ares es = ps Se) eee ho Sass Sige ke Stich) a en E i (ete eats Pe Ae DB S nes = . hy oe ae mene 7s ra 2 ae Wee And ae at ie = 
Ea (5 4 : ot aes, eg, hh eee =) aon a Pos) tee eee te Pn a) eae: a ve ‘i i * ; : —" é “oe if ; 
“ gas Ecce tic) Naas 4 a i Fi oa E : ee Sete eter ae , mh 2 Se ee oe a 5 omoe st ten oe ieee Sr pa cee 2 pe ee 
nn ie ; ae on Ba 4 Bd Widnes tol : ees vai 4, Be Wl oe ae a era ys ep Peay Le. ety inh Cee ae ak ehh ey ae ks re iy ee a Sri? y, 
; al ge SVEN Cente oo ee Oe ey te es ee Sn eee A | Mewar Rt Cato. 1 ee ei cece nC Les eI eeE Se Mee Rae eleanor rc en DE Se ae Mee CN Pee CORE rE se tees Cea alee ts: Line eeMeRE ae See 
1 Sa RRR sR ae ane tOe te Pd abs Rae Ne: Pants acne ai seh a ae oe ee i! i i EMO Wr LC PONE Seas aaa a ig oe: eae! ms os pe ae ea AS ins ot aia 


FIRST CLASS 
Permit No. 95 


Sec, 34.9 P.L.&R.) 
CHICAGO, ILL. 


USINESS REPLY CARD 
Postage Stamp Necessary if Mailed in the United States 


— POSTAGE WILL BE PAID BY — 


Advertising Age 
100 EAST OHIO STREET 


CHICAGO 11, ILLINOIS 


tional 
On 
week 
tonio 
The 2 
heavy 
City’s 


Dallas 
Fort W 
Houston 


ess iene c : : 
SS a Miles ‘ : ‘ 
' i A 
Pane, ere Ss, eA ae ae Ae ee gE ea ee ; ere Co ; : ~ ‘ % a i 
re 5 a eo Se ia ee tae eb aaa eee OR, ae 4 au Fach oa! Sl eR Te Ai IR Cee to Ah ee Tee ee ore Bs er a ee ee Mea oe eg en er a ee i 2 G ae No gs: Pa pa tai E = 
i eee Ras ty ytce ne are -n le ge Pee is ee A =e eee ae a ae Ps oe ee Beg is aie i ‘- ee  ee e  eeee Sn ne Bie 
res! ANE bala ac - 2 ae ey B sini oc ace EI Oe eee ah, ee rh ee YS terrae (ee Memmi, RPS: Neen Fh ~ e nenees eee oha! Pie ee ey si BOs eS | SO pene apie eect Pare Res gi, PS 9 ee a : 
He ee eens i an ae Ripe Ree ie age ‘ ae ee ees 08 pA ioe | Vea ay ee dC se eee ne tensa” = be ca woe Be Me een ee i agents 
oo ot a cin ie es Loh eee emg. oe on eee ay iigcc! 9 Oe ee ra SoD Seer) Cg an ee a ee nee ae wy ene aaa ee SMR ESTE "0 Side Meenas Aaa he SUR ae ok ae . 
Pegeae ig eee a Ce Ase ah eh ae 65 ee aii et gS os a : Pe _ C aaa ae ia ate gua ae Br eee ; - ‘ ‘ or eh : 2 Bie. ; 5 gs 
eee SS a ery ees hg Ley re os ie ee seg me tn tates “ae be eM eae hag gn Ms eo see ees oe Py ad aah ea eis ae 
WES 9 ee es ee es he SN gc = eet a ee a eRe) Se ere tt get aes eee es 4 Nae SiO a teat LS Rae ke ee Paes : i Pia cole ore is A ea ee, 
Ver ogee oe ee Lea i he ey By ce é ee a a a ri A ei Ae a a Ss ae ce eee) ee en eee | ee Poe ar: ee pee te “a ol aS ere ee eal 
ks ee egy ge eS Gee ea saa yaa eet J CS) sien por ea ea bdzeeraaner, Ba amie eae Be ei! has lee) he. Coreen ee © ec oe anata eta vat eel i ewe Fe ee 
oe ae MES COV Meee foes a nee Eye i bee aah el ae ae he Ve ee 3 “pea a hs eel id ad fe , hk get 9. hey ap ae Ce elas 
ed wi al ie) fk She pecatals Stem <= Sie tt cons 7 i aos a ll a i ar 5 alee a ons F EY ee one 
SN ge hoe 5. so rN eS ne ee re oe ie eee een erry cae pa eae uy RRS Te toe ea $2. 
snes ot ene a eee eR | 1, oe ee eS ae os rn ne eS oe ate, we TI sR te ecg ty ae ene ey ae Se co, ee ee a ee 
Se Rea a eae eee ey, ee Togs © tet oe ee ee eee eee wes)! + te eae > sfee- bn ae i ky os ee a Aa ee ee cy ee be Seago ret ode oe Ye eh 
ih ie oe eas ae ai a ne og ee a ae er FE So ea eg ae en Prien Rea eae 3 ee ee ee Cr ene a Pte a a 15 
Gos Cte) trl acs Sa aa ‘ i a oie a i 3 eee TG 2 aie Nias We peeee p a Ser he ee ene Met ee ee Nee, eRe von See eee oe se Lite 12 ae ee ee x wi Ra Lat bhai ctle hag tal oly ES ae ey ae fea Soe, Ket iets 
a opt Se) oe eee Sea) re Be ae et Le a A Oi, | ee nt ae ee ORME geet en Ah hay Seip ag Yo = ga af stint Sala mR SOS te ahs meta) ee ae er oe eee ee ner ae ee emery 
pe, ty oe CRS Ro Ree Ne : i » Oe SNe eee a ees ee ee ee ae Fe eo) ag ae Phe, oe ae ts 3 itt 4 : ne ee So See Ne eee, Mea ay Pork ear ra 5, Mle Ra lk em - Sea Tae ie ee S22 un 
ge a : Hd 2 aa eS STS oe eee toil an ri att he sane 1 si ? —— Lene: ne Se ee bee ieee hat aa pea ea = ite 
. En mae hi : ii: ; : cuit poe Poles Ee gs i re em 5 i ai - Seo a i ey ere ae pars Ca eae mee 19: 
‘ ee & Be, kas ae on y f a . 
Bois eae OTIS. SI wear Cl gee eee eee ere ot a ev es eS: Mes ees ; : ee fo! 
si ; pe eee» ee ies eek es Seem” ars Ear eg ae f = eS Z 5 ae loa tty ie ae a Rodeo g eis Pet ee 
, ing 
: ? ‘ hs pos 
Sn ee aa ee Sy oe, eee eee a tele ee Cet sis ge Re nee era agin : gina toe eee roe ae ee oe al 
ener Ra a gn iN PUR Si oN NS ew Ne Re Pre PO Set ai Sa is uh ee eae Si ee ee ok ee ae ee a “ 3 Shay ae ae has id Pe ee iar sis ey Ses 
Noh ot” ng BES: ae aan gene eRe eee bem er = Gla me a | oS a Aen yl ee eae eR ee Wap eg eA ee Tee ee Oe ke ee Sa bas i 0h aye ae *, ee ete s 
zeae GS qos ty ea Biba eee POE cea Be NT ee Ne oe is ice Cre BRD we el LO POE an Ret oo ten eee on 
pee ard oa rs + Sei COT eS Se ee ie eee ee Dn nae CRS at eee an re Og 
oe i aan * = an > letieey re rsa ae Boe yea 
i Si we 
a Pit: Sak i ee ‘ae oan he ee ethene ee eae i int alk oe ae ae capes aphasia Seeded 1) oe Rivas, Ca gle y 
oe = a eee ee oh a Joao a ae 2 i roe I oe 7 eT Lae ey ee ee een hoy) Sm ee ee eee Sig ey a i, te tg | SP ee. hes et ee.) eae sa 
3 ees Se fee tee Eee Cae eT meee ot Se lai 8 se Rasa, ire : fe = oes eee a ia ean ae | See Pa a Secacte =” ee ere eS ere eee es te eee ce oper ae 
a 7 aes Be ils ea ts gee a % ert aan, goss ; se 4 Pa Pe ye ee gars GO eae ea, ey ees te a cos ge alae s a ~ a eee th ne esi oie teat Beis Tin it Ch eee 
bet bc, We, a : aS Gays ees fe ane Be oe o e aes e a dl e Uae eae eee ; resorts ei a ite ae Cae ees Se ne 6k “it pee, ine paras We tatu d EY 
ae i ae aims 7 " a Ag f Fie oe ee ae Rd ar es Ree sat A ; 2 pes en ae eh eee a ec aek e e : Sor ny CN Ap aaeee ego  P 3 
a ie 3 . 5 : $ ~ os a. ee u root ees foe 3 
ci la ii 6 i hrc i a ooh a pena ee BM as a oe eee ae : eS =e 3 
Ce ae " c SN Re a oS 2k ees eee ee eee oe Seen Pe eR Re age FM ee Ne, 6S RE ae, le I ee, My Sr akon eae ame es 22. hs eee ees aaj, Ae aaa ta ak perine Baia “3 
ee eo re) ep een pi tere Cae ~~ Seinen tae an ees aa eh Ta Re ee Gos le (pee ee eee Sy GUE Ge) a eg SPE ee ng EERE se > A, ee Pee eee eer eh gS ees ae ee ee aa re 
ie ee 9 A ee oe ga he eg ee 5 Capita pc i aby 1 Soe ee eee es A sgh Se aD, Se thee, ke ae ec Ser oe Se RG ee PaaS Se Re ; 
Xo eee eer ae) Va oa a cig eo a” Se eee oes Pe ges «28 eat. se a Sea eee) eee ee 3 
Aas ty ata ac, | hela ‘ a cigar eee aes re eee al “4 ao a 4 3 
Sie er. x aD i 
& 
Wi 3 
ces ae ; % 
» a 7 i= : = i Ie ee a iegse ae . 3 
ay es a ee ae Sg 7 ca, - el A Fon i ee te : rae. oe a BS 
a ae hie 20 en oa Mild We ee es) Pe Lee ts, eaten Near ee Datei Pee ee Pe, PR ts ea es: ar gag eae he 4 
oe Hinctky U gaan Ss ee eee A ee eee acon 7 A eR Rec | oe Pei eae an acme oe > a UE AAR ieee re, : bs oa See ay 2 ig, et et ea ae a, : os 8 
a raee et Chae palo agi Minin rain got ers > eine eM ete ns, c-|! S08 Rl eR a Rae pf a A ag ne, OE el ae a Te tn at Re Se eA ae (oe ame ee \ UA adie og ET -- 
ee Sere y a Sone eee ee ee Pehee ae May yi orl we FE ice seo NES Sng De pad 9) 82 an ee eg es gay ati ; ce Ee ees em). oe a eae ST ei (3 ha cakes c= |, ACI ee ae te A Re ats BS eee Fett 
; : ne ee Paaes Ti, a : i " . ee areca meg eee “ ay Oe SEE) ae Og Oa hen PS OE ast LI ao ee * Ce ie 
Se a co eNO iM MR. ob aaa re, ae a ee Ee ae eRe TE nn gE gare One eStore era re ae Sa 1D Ay aM te Be A al ere, ; a” Re ae ee ans a eer” ae iain ae a figu: 
oe eae! ea eum a aera Bue - eae Pea le ings Lea ct ee yume Sys cepa artes A elt et asia ’ eee ae Vis Saige 2 nll ARM A i a ai sl ater ibe st eee ee year 
a Saye = o)) SMS gehen. er ee ine too le aes A gy Oe ae ee a en ee ete ae FS seems hee FB eras ; RTPA ain he Laney age a aoe Oe weet 
See. = ek ears seek Se Sere ih Bay ilar ea te iis i a Dimas Menges erent _ ee SE OS naan ect Re : ‘ 
eer He 
Pe ing 1 
with 
the n 
s i ee ths Ss gee em Pe ee eee eet p to-ye 
eae : Se re a cee Eg renner SU eg mn oer ee ae AE een ne See EL al the 1 
oF Lae a OY Pa eas oer ae gee j (ODM CE ia es a TR i : eet aa ran seat neti ar ee 2s ae EE te ae > ats Fo ee rer ee es Moth 
een ee I ele SIE PO ey ae ont ie See fie ae ee ee OR ON ae SE aa olin at ; Ee Ete cee “t , PS ae Ces. che Re ade AM es oc a ea 2" Pa: tie) SUR nS 7d thes eas? *: 
fa Sire oc, cre Mame tees eS Baily a Weep ee ee : le, Seg Ee a pete, rn ag a eae dp, Ge oe = EME Sy cee Soke an aes es ae Fa Saas eet, TLS. A Mes oe eae Ea Lane aE Bi. 
OSE tela? a yes Mae: ee glee Pea ep: cate > Date er cee FM aE iy ae Shh ao BR - Nee pen 2 eh et ener Ce rests Sy en rare pp ee ays gd Tike : ae era Be Eras ME AE ye ey en et eee same 
ee ee ee ie Ree ty Ne be tte we He ek van. | Paki tues em an ue ie a oe i) ee eee Reig DREN, ke See oa ae a en ae ai a Ee ieee 2 aa On} eet Lae 7 jth eee i mae Let S: hi Sa RY eo AAD Sr af ea 
AP | 2 Rigo pana 2 Ce ee a ae pt ea Tio eevee Sai aia) © ac Rr ean TP Rare ar Nsck et Oe gM Bite = ol age vg rca et ear gaa Se joc Ye a eM a San) ie oa PO A hs, PRS Oy acces eh ey ras ea iets " 

By ; belts ; iy bey eyelets Le Pt il a eh ahaa iy gin ea) Si ie ye eae nes j wen aoe ae eee Beige Vict} eae Eee: — ae 2 Mie ae ideguee incre 
ail, Aig) sone is Ouae Pre a cin eaten eee ge A et, ee cn een ae eae a a nei i MaMa i ad eR 8 oot 4 ae ate Ral CE Tak ee ori a SE ES Say aie oer gee) Pes ie a Ft ae ee es lind eS eee, taper 
wee po a ly ” Py pa MRR teh. cow = oe rite neta oe gee eae” Om A a a etree’. a5 ee aa ee arg MD Sn) OS ae he ae eee ee Pin Gayo hore? Sithehrs) etek oa Ey a5 Eee, PR 8s: rn Ran es kk Sete fils 
bis ete.) | A eee ae 428 Pe GA eo ee eee) mas eae Ra A: i a te Age eS cate te et RSs 1 SA aa eT gt Be rg eee 9 Mian 3 Sorte elt 

- ct : ade po, eer ma Sri et Tin / er le ae Pi jee fl a i het ry a jist nme al i. oda eg | A aa ee ia ee p : aS v=? er ae 
epee pO pia ie eligi at oe emery WMO St ae ko nema Aca ahs Pah es ees ee ee Seip or once igh weed he ni Ls Ae ened eee eee St re Seles. tte eatin eee comp 
see Ph eae gates tae ee ee he SCN AM we Ge eta Ce. Ce ey S pet crore aoe ene Milter We BE ie ag One Ae is ae as Dem ok se ene re (inh ae re See a I, ete ; 
Tia gn ge ah Sareea ie ate a ae a” ee Pe, ce fer a ee a is Poa a Naas Si oa ne ee ee Se yt ee es ee aE ins ck i a org aa figure 
ay Seat See. he De ameter Wie es a Sek es, ose) va A it Nein eat (5 3 Tee es elaine ng eae eR aa ey anette PE i ae ee he a a aa shee See ee fore 
ral ae er kee sea ne Ete cciicuk, cstivel oe 6 20 cate elt Maan Mean cal: cr arena i CS 3 Lo" ae en yas ke or ik ea i ect, ak ety Rn hak Satna mea, pe ee ’ 
fea 5S aed uy ee MOE bel ic iti Cre eer ae Iie ony al ae) aoe ya.” a Sa Mi ean eh: ey mee eis go oO a ae eu As ci a o Pea iy7 SOWA Ore Pe is hs ae 8 ie ea Me ees a 
a ae hes re bagel esas oe ae ae a Bs res eee ee ie ms Poa sys et aie Cee Pon at ed FEE ts Pease tas Ee aa gic” <n ol I eee ee See See eee ee Role! of corre 
ae - ee Ea OS ol, Ma re Bs lak et ie eer ‘ 7 et iri 2 ee hes re SSE hg eee a ae ge: cae See ei ee arte Pye eee DE eg Seeds ical 2 83 ch”, tee OE eh Fe ep rag eb fe Eo aie of re 
Gk i eee oc ate Sonar aa eee ey man ee ae) ee I ace ie eee re ge Ma TNR He Sk Sad ee cay oe Re g's, kept Oey ee ae ce me a 2 At 
age eee Marr i cri) tains Seba i aS ee ee ar 5 ae call tot te eh inal chm er ehiora oh PA : ‘ ae = partrr 
z are ea wy ‘ remy es gee oad Ge es o ghee Fe | ap DN eS ret oy Oheuns , 
Rae Sein ae ee Pe gl" ee etree eg. SO emg ey ree ghey ads” ee own oR ae Fee Ee MC BOREL an hed : 
ag AN as eS go ei eta a Eg A RE a ray! sa stat Sect on eee Als soft ; 
SS real Ae ae Aas allel puke Tee pe el ya. die, Mag ord: be ee es Cel ears RE oe eres arm aA hn ie A 
ae a tis Ane ae : Be in i oe Mt een ne ee sje ara aiees set Peete ast Mate NS out j and li 
Pe TNE eee ae mre, wel mami ec Sota ne he * Le a et ea ag tee ee oy q 
ly ee ames oe ai pa . a am = ° z "He ante ct hee e a ae em pete 4 Ar: ae / 
oi Bh re He See eee og igh We pea MN Ma Eo ce PRS, <A OM lind WEE) PP ie ae (SA SR 2 MP leh k 
leas Ages dames LR On: meres) aad eae t See earn east See i eer be Foi ae ee hak Se Pet 4 
‘ats - eta rn i a so: lid ils a He ne ere pes bites o Sr einen pea eee i ” 
; SaaS 
4 RETIRE 
ag Nh a i i i le Se ene ee cong Eee Oo Se ene eee a RRA ERS 
Bias ete, pious Ain — Ree ee ns hae Rey aia elie it al il sii Sa 
oe ae eee hehe, Me hee F ‘: et. te iio > i hs ea ae 
Fonte ie, ba lees nate A ok es I a aa ae eee OR ae ea eee ae — Federal 
ie a -a Pte ede PAT I cies —_— District 
ot ran, : ee 
aa ee UES . aes : fel SP ee oe caatedene UNITE 
goo eye”, GE ee ee ae eee te layne, eile = Boston 
ON eee eg ey a a Per ea ae ues Se en se Ae ay “ark Ber ae ON be cs pete careers eae New 
MA Cpe! Ene Al, Se re we oe ea ees ae eee ie a er a : a "REL Ceny Me Bo: 
Sy Sie x! oo Se ee ety eT a a eer Bs ag ether ee , 5 ee ste 
Gah leas eta a Rae By ew ss 5 a IP igen are ee. 5," eee a eee etme We beh hi ars ‘ Jae ‘ 
ee ete ery on ee a Hy aes ee Oo tee een er ene. | aa Sprir 
ed eg ye Pe ae Te ae ee ag Se ora pA ieee ee ee Bee. ee Bide Re Nolen ea a pee a NIN Provi 
Se ys 5 8 oh les oS es Wi eR eo ye gee hs es aa ar Oe ae ae Pee ie a | ae New Y¥ 
oes oy ned Gee oe “ mr or % s a # Pa “is yee fee Nis. ia oil ih fae ee et i : “ioe 5 ra Se o ees CR Newg 
aes te -< pone Cae een a s Regen eich vi Peery de sol 5 aE ee ARERR Buffz 
Fo FT a aN en in OR alle ited Re ey al I a Ue ese Ps Ee ys Seu IMNT NS ok ch AL Doe in ae en? Ut or ee New 
wy EE ee ORS nt nn eee re cere eel ert BOS pe cuca ahh Sm icin a, dg Reeth PAL CIC, YA eR Ch Ciel nara ei 
tiie Fei lide ie eee es eae ee ee Smemaniel Roch 
pean ee =e ne Lee sakes Gur lo Se TN |e Nae eee id ie “is : Ee ‘ i ees pa net ocean eh aes mi 
fa iar eee ees spe ae a reg Spr en rei ae 6, Bee ae Pee 2g dT IS 7 Oana lade 
: ee od eee a eg Oe a Pee ca ee Clevela: 
BOE ema ee ey ae eva cok aia acs eee es es le me re : ‘ Akror 
eee ean Crip en aa oe. Seagiean Pee ice. i ie RI I a a an gn Reig bi RRS | Lec aT a 
Sle PORE Ee: i og AE RE PORE Cincir 
: P > : ere s ; 5 Cleve 
: are. gl SEP ay a : 3 eda > be nae as Colun 
pe eis Se de cag cae - Toled 
one my : ; : a i Me at hy ? . ‘ Erie | 
eee aga re Poe tt ; ee Be Fie a wee te eae ee eee! F aga ; a Ra : eon Richmo: 
bry ai ee eh ee ae co Ye Tore maa lc ete Re . SO aaManes fh cman ge Rae sear : rt sie ty r eas i j i z * ? aN Z A Naalnes: . 
PU SS ha eee eee si Nie ye Sa eae a «hee < ae Et nay ci ee os Ae Leary ok eat) Oe eres fh eran ee te te tee "aaa pees, ee a A ne vege as eee Washi 
1 ost Spice PR a ER isn) ie rae sala e? ES Wee cat. eG meet eer teem eres it ae oe 9) Sree $ er : pie: Wa Pocnigeencarcay ome canes eee aN ae, Baltin 
ae ei ile sgn Cait ea ee a d Sa: GREG Deed fake Sal; pate arya fe beac Race i as A ; Mesieteet <3 aie ; Pe Rar CR Pe eee ere a ame waa Se 
j eee 2 <M Melee Beal, é at me a rs Ce o a Rae ce : Retr ah , ieee: aig Oe tee oe ree Jon Atlanta 
: Rea pte) ea ame ie a a aon Mice nea 5 iit aR ea aes ae Te op a ea Se ag 2 ty IE ics : Se SN eG gen ates eee Ae uae: fe Birmir 
THE et oe . ee 3k ery r 4 e ie a re dosh PN ise es, 4 Secale : oie ' f se if ay eee ieee Ss i i, pt gumeene ee a 2 Miami 
: = : - al : es = 4 += ti > ea eal 
Ta! arias cis : aha : ; : Atlant 
ae ee eee ae ' Bene ae a ee Si: = Nashv 
a adc oes eam ets Ps os Pet ea a ie aL A IR al ig 4 ee ee “ : : F rah ae eet: f : ‘ Chicago 
AOMORI: <n er Mao SME eet nt 78 an Sekar Re RNA 1 yep ee oO ge : eet: i : : ss eo ee ae ee ek i Chicag 
i cy a ice ee MNS 8 mck mea te le Synge hl am ese he eae Bt ae Beate eta oe re ee ‘s US se Indian. 
oie G2, Peep, ene a Manan te! Se Bee Sto 5 lea oe aetna se eat epee PS te rege al RS ko ie bisa aie a a a RE 2, th a Mee ea aed at sh le a Pan Fant Ray ate? eee we Spt ee eed eee sigan tN ail 2 OO a ndian. 
DR STOR APS a Pe x eae Shere Ngee er pers) Tne ag oe (ee ee eae mig a NOPE ae aoe ae ae ge ere pis ee eee Sear eS Gs Pree gr Ene ea eee Detroit 
BY a behest ae L ae! ‘ : ‘: a = = Peery eT a ¢ fey jn. Diets ager 7 . 95 é : eh a id shape: 3s 5 seer a i ee Rea ha ESS" pid Sk Giana) erkes th hte eV 2 6h al He ceca 4 
ie Ce rah a Me eet ER he na teed Pe ero ee ee ah Re ala aks kgs af a nM age , : x“ Si i Liste ar Soh Si ae ue: Gia ple ene es AE NY ie earl ae Milwai 
ACI TG 0s SR lis 1 ass en ON dg SR SU SPE ce ac ne A ae TO SEE, pee wae GR 7 4 i oe oo. 9 ee a ee OMG oe ema Rt tes ee ot ade 2 ne se, Die pike St. 
Jel, Me ioe, he PNAS eee Oy? ny |) coe TRE i ae aT I eee ee ree nes mee Tee Siena a te fo: eae ee ie eae oy atte ie in Sey eae PST Oe Lie eeaagee eae G es Le tae PL ee an Rea aos par paete iat ue! Leui 
eee hs. Oo ler = wat sghoy SOS, Eee Nee re AE be a eg eG Lewy Cee Ce) ane, pea iO ON ph. = a ce oe eI Gal oy a ee ae ee eRe kenrg ep es a eg eas pre ee 
ee si pa — to erate BS Te eg ae fae fe SO ee a 7 ers Stas ee ee * cole OM ane mace 5 ae Scans Sea i Deak ay acetate Gege aT® 2 adie aR <a ar ai wee Ce aE aaa ihe So esas ome ete inc Mea ree cine ier Littl 
2 Ee ae ae ray ee oe et ait RM OR ie es sR i 2 Si Po a om ee RR east al Sage ee) oS it tena a a en RET las Say 2) tae A ein Setemios ara al Uh e 
ioe: RS TO Ei th ees ee a po erates al: 2 ie igs cate eer meet 3 mee ee a — a6; fe Ee en CRE ag lta A ns Nm a “6 reo: mee eae dunes ie. ae OO cae ee ee Louisv: 
os fee Gets ; : ey i fe J en, ix hee Pe Sis ¥ eee. Pe ala apne aia aa eS ne > ee eres Dae ie ai, t REO ie Pet Ea tee ret Si ec a Ni hate aS RR iy pore i 
Teeny ES an “ if “ a é - <b ee 3 7 =s = ie a . pe ue E iiey ee Sar Mai fee ame ee 7" ae Re ph Ue seats at na aig ns or Eee ft ae St. Loi 
ese MT ee hae e Log ie sae a ia ant : SAR NC aor eee eee eae ce ease ae ie : 7 ‘e vag eae hie A ik ; 3 en a ee ais eae he geet vaste f = Nee ee Mempt 
ieee, RUSE UBS eS eS tar i ip rae ete ORO ae eae eS Pest” ety, Ge aie eed Roms geee he ea we TEI See Lm Tee Tee tte eee re ee eee ae igi” ni foes be cot ene EU ree eta ees, Prencae| eh Mi 
| ae [ae ee Bee sae NI Tet a wh Soh ae fl nee gle OE wear erent ee ee o as ome NE oie siren eae oh ie Liiees saat agi see C eae Sm Bee A Aa Ot) oem ee Pgilgpee ss Bee anaes: Ce eerie = vi 
or IS iy ee ee Sweety)". 2 AR ws oe oe eerie ep heer es 9 Rem ks Venn ee coi sade ee eS Sete een Ge Ue tore pc a ae Aime Oy cri py Caen et eee oem innea 
(as ica pasa isa fs hae ane i ve i So wie * : rs a pi aren ia ea ae ae age: pes ean. soa i Cis ace ee ee ae aR ey eee ies Tks ee eae eter te fies saat al oe cee aes oT i ees ee re St. Pa 
ne jt 8 NE ig ee Py = a ey a tg ow eg eee ae ae eee oe eo ahi ee Or, sae = Pa] ce Eg Sa Cee Te I Is cra Oe MS 28s ae be eae ee oe ei eo : i noe as tee 
eee aS ea oh rer ied een eee eae acs. ammeter Ame ete =.“ RNnet ane ges al el co Ry eM oe ce ee a ane ech a ae eee eso aie ee Duluth 
Bi oe) Panes meta ie cae. oS eS CS Weattias ante ee erage i ae [Tae Aah i Ie Cgioe: a oe, OMe nS mea aie oN cee 2 ev Cee aot eae se amemmcecag mete PO ogee me a ag ed Neca t Ka 
Pee <0 ae et tania OS © cee ee ete cae ee ee eens ar oa eg a es he ek eee Oe. i UR ae Cer es apr ce, ay wh a amo eke eke et a ete on a ager Wier oo eas nsas 
real WO RE OM ee dei R a 2 meeebey necro vier = yh iyo ca Ne Oem ey Ta RE 3 kes Mae ee he TAR MED SG pn ei ES tran). ST yuan ee nea en Bey oye cae e Denver 
a) 2 eee Peleg fol TES Se lee Red pee a a PEON eM = 12h: 6 See ine rr UMN: 5 Ney Meee See <a emery, Se oye rails Cer, Pee ee ee : i 
; Dee pe ipa a ee a ee ey ke ee FS bem 
. Oe Ba eee | eet on tiers SP | |e ip ge ch Oe ee tgene le Wee Saad eee one haar: ee Ri) ee Rage Pia Daas es Ee Pm ees se ERG Tale TOE nsas 
Dia Ae Siete ‘ ee ens Se a oe es ¥ bc eae: ee eee ae | oc ee he AS ae re 6 St. Jos 
ic ae, Grits eR gay Ey 49 hee ne een wig ve eg (ies Che ee ee en i ag 5 
gan eee et ke Rg he rh ary o—  naap gee emg a2 ae eet Lee er Okiahor 
ir ee ey n.d ee are ae : ie. eho 3 i Sorel tal tet eet pes eS ee eee eae eee eo | 7 oo ook erie Rs ages, O° a’ Toe tae ul 
PME ae SOO nd eh a? Ae ee ta hc ee a eee le SO Re poi, Wrens Dali 2 RI ee ceri aes aie peutnnie Ss 4 ee nea PA Ue oF Dee + See Pe oe Sa .. 
Brae aaa ee a ON ek ee Ca lig fe 5 On et ea lp no Bor Nea cls Uae Sa a ale eee Si ee ce 36 ee eee 1s eran SRR Sc MOORES, Uk — iy epi tae ae hire aire = 
PONE AA SELB I MON Rg gt aN Pelee ORC ee ge aa Jie Vt Bigs tee 4 ie Clg i pea aca Rl ay es Ee tS." >: ene ee rent 8, Dallas Di 
= . : ed i aa : : : , Lo er te : Eee PRS ee Seen ie ae Ast pk = 
Te ee ae Ser! v "ee * : S Sertad foes Sk oes Sa ee me gy WE Tag) era cae : = Pm hs x era a aS oa ed o e eee. a e oT’ 
Gene Sit es ng RIS a Mg SEL Teche ating ea seh Die pee ee EN on eee ee ee ee pam cae ee ip Vn SRT see Sn, ee a ; = é ae 
hn Re Paine cay eae ee eR fe wk Og! ES ier ae me ery NE ct CE ab Roa ics Seles ees ere eunmaarG RN Tn oe: Hani jn gol Oe Nei pt Las hie ai a ii os a es 
SAT ga ON eT ACC ew PRC A) ot pee eee rae ete yt ee Cs aah BG CoS ee eee ee a te nee ee SS ee Se ee a i eS Sree ap ae ama 2 sete ies 
as ae A eee - . ie Prt , a af 2 eyes See eta at ete Eh) Aig RE PS Ay Sil Renesas. Be Sees m2" «7 ‘ 28 Sle Os Ne 2 meet gf Saree ai Da weet Be eka 55 ae 
Ears ing ee ue eg a ENO Ny) ee en re a Se pees oa a Oy awe a Geer r acl vd i iil Taig RL ORR Ses, wn Mie ~ ER D Seea  oag ie ‘ce eles OEY Wee ¥ 
a Ee tea ine wre Siege oe ee Siete fhe nn ee ge a a Pe Es een mat ge Smee vei oe a CAR nee REREAD Drea eel a oe 


LALLTAULL EE L_J 


Advertising Age, May 1, 1950 


WASHINGTON—Department store 
sales during the week ended April 
15 were 19% below the dollar vol- 
ume for the corresponding week of 
1949. 

While the retail sales index fig- 
ure for the week was lower than 
for the corresponding week in 
1946, ’47, ’48 or ’49, the poor show- 
ing was partly a result of the 
post-Easter seasonal decline. 

Each year, following Easter, 
sales drop sharply. However, 
Easter in recent years has fallen 
on other dates than it did this 
year. Thus an unqualified week-to- 
week comparison between 1950 


DEPARTMENT STORE 
SALES INDEX ~ 


1935.39 EQUALS 100 


Week to Apr. 15, ’50*.p255 
Week to Apr. 16, ’49*..314 
Week to Apr. 8, ’50*...320 
Week to Apr. 9, ’49*....320 
Week to Apr. 1, ’50*....301 
-} Week to April 2, ’49*....301 


E pPreliminary. 
bE] *Not adjusted seasonally. 


figures and those for the other 
years (during the week ended 
April 15) would be misleading. 

However, figures published dur- 
ing the next three weeks, ending 
with Mother’s Day, will permit 
the most valid comparison of year- 
to-year retail sales volume during 
the first six months of the year. 
Mother’s Day always falls on the 
same Sunday. Retail sales always 
increase prior to the event and 
taper off sharply afterward. A 
comparison of the year-to-year 
figures during this period, there- 
fore, will provide a reasonably 
correct indication of the condition 
of retail business (although de- 
partment stores are heavier on 
soft goods and home furnishings 
and lighter on appliances than na- 
tional averages). 

On the current report for the 
week ended April 15, only San An- 
tonio emerged ahead of last year. 
The 27% rise. was due in part to 
heavy promotion selling by the 
city’s largest stores. 


% Change from ‘49 


Week Ended 
Federal Reserve Apr. Apr. Apr. 
District and City 1 8 15 
UNITED STATES .......... 0 o —19 
Boston District ................. 5 0 —28 
ee 1 3 —43 
Boston. ............ 3-3 —23 
Springfield 10 3 —40 
Providence 2 2 —29 
New York District —+ rs —20 
Newark ......... —2 —1 —20 
Buffalo ............. —-5 -—4 —30 
New York —4 r-4 —18 
Rochester + 4 —18 
Syracuse —3 r7 —27 
Philadelphia D — -—5 —19 
Philadelphia —4 -—6 —20 
Cleveland District ........ —2 —5 —23 
|? ae —os —7 
Ci Fy ti —) —25 
Cleveland —l1 —25 
Columbus —9 —24 
Toledo ....... —4 —27 
Bi enhemaiigee r2 —31 
Pittsburgh —10 —22 
Richmond District rl —1 
Washington ...... 2 —21 
Baltimore .......... —5 —16 
Atlanta District 12 —22 
Birmingham 13 4 
SINE,” “apsenisence 12 —15 
Atlanta .......... rl4 
New Orleans 6 —26 
Nashville _...... 9 —27 
Chicago District — —16 
CHICAGO .cecoreeceeees —3 -3 —17 
Indianapolis —2 -—1 —Il7 
a ear 2-8 —14 
Milwaukee . —1 —-5 —19 
St. Louis District ........ o-—3 —16 
Little Rock. ..........0.: 9 12 —17 
Louisville . 3-1 -4 
St. Louis ... —1 -9 —18 
Memphis —2 8 
Minneapolis District 4 1 —18 
Minneapolis .. +4 1 —17 
YY eevee 5 3 —17 
Duluth-Superior ....... —19 —6 —30 
Kansas City District .... 0 4 —16 
Denver 9 8 —18 
Wichita _..... —3 0 —26 
Kansas City —2 -—4 —12 
arene —12 15 bd 
-Oklahoma City ............ 5 12 —10 
ee —l4 4 —15 
Dallas District .. 5 17 -6 
Dallas 4 19 —15 
Fort Worth 12 ri8 —16 
Houston 6 7—T 


San Antonio 19 27 
San Francisco District rs —19 
Los Angeles Area 6 —19 
Oakland 8 —22 
San Francisco 13 —26 
Portland 0 —18 
Salt Lake City 10 —19 
Seattle ................. 11 —18 
rRevised. 
*Data not available. 
Sholl Agency Formed 


Raymond A. Sholl Sr., execu- 
tive vice-president, and Raymond 
A. Sholl Jr., copy chief, have re- 
signed from McLain-Dorville, Phil- 
adelphia, to organize their own 
agency. The new agency is located 
at 121 S. Broad St., Philadelphia, 
under the name of Raymond A. 
Sholl & Co. 


‘Army & Navy’ Altered 

Army & Navy Journal, Washing- 
ton, announced last week that it 
will soon become Army, Navy, Air 
Force Journal. The publication has 
appeared regularly since 163. 


Anson's Launches Its 
Biggest Consumer Campaign 


Anson’s Inc., Providence, R. L, 
jewelry manufacturer, has begun 
its largest consumer advertising 
program. The schedule calls for 
half pages in color in Esquire and 
True, featuring the Midg-ette line 
exclusively and merchandise of the 
Grip-Clip pattern; in Life and The 
Saturday Evening Post, featuring 
the initial line known as the Sir 
line, and in Collier’s showing the 
Sir line of initials available in tie 
clips, tie chains, cuff links and key 
chains. 

The consumer schedule is backed 
by 45 ads in trade publications. 
Thorndike-Hoen, Providence, is the 
agency. 


Canadda-U. S. Trade Increases 


The Canadian Department of 
Trade and Commerce reports that 
the United States in 1949 sold to 
Canada products valued at $1,951,- 
860,065, an increase of $146,097,280 
over 1948. The value of Canada’s 
exports to the United States in 1949 
was $1,503,458,711, an increase of 
$2,471,990 over 1948. On a per 
capita basis, Canada spent more 
than 14 times as much in the 


United States as the United States 
spent in Canada. 


Otters Displays tor Rent 

Hartwig Displays, Milwaukee, is 
now offering a package display 
on a rental basis. The design pro- 
vides an individual logotype panel, 
copy space, central illumination, 
shelf area and storage compart- 
ment. 


49 


Bullard Appoints Two 


E. W. Bullard Jr. has been 
named assistant to the vice-presi- 
dent in charge of sales of E. D. 
Bullard Co., San Francisco, indus- 
trial safety organization. George 
R. Huffman has been appointed 
advertising manager. Mr. Huffman 
has served the company as adver- 
tising counselor since 1940 through 
Wank & Wank Advertising Agency. 
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The Elegance of Simplicity 


ULMER 


Warm and friendly and free from self-assertiveness, 

: with a firm texture and rich color that skilfully avoid 
11 ie j heaviness, Bulmer Roman is a thoroughbred of sound 
type design. In mass or display, it never grows tedious. 
This historic creation of one of England’s finest 18th 
century designers is as old as the United States and 

as modern as 1950. With Baskerville for grandfather and 
Bodoni for godfather, Bulmer is modified by a gracious 
artistic feeling that has endeared both its text and 
display sizes to bookmen and advertisers alike. 


Bulmer’s Italics are especially graceful, and are widely 


[ admired by typographers for their beauty and charm. 


Their spice-touch of quaintness in a few chosen 


characters, and fine flow of shaded curves, are gently 


restrained by a disciplined regularity and not-too-close 


fitting that promote easy reading. 


Sizes available from 6 to 48 point, with roman 


small caps and both roman and italic oldstyle 
figures fonted separately. 


AMERICAN TYPE FOUNDERS 


200 Elmora Avenue, Elizabeth B, New Jersey 


Branches in Principal Cities 


Write NOW for 


Style Book on Bulmer, showing how the eminent typographer 
and designer, GeorGE F. TRENHOLM, recommends using this beau- 


tiful face. Also entirely new Specimen Sheets of Bulmer Roman 
and Italic, including valuable material never before presented. 
Both mailed gladly, upon request on your business letterhead. 
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Ratio of Advertising to National 


Income Must Rise to 


Analysis by Magazine Ad 
Bureau Scores Conclusions 
Reached by Prof. Borden 


Editor’s Note: An exceptional 
amount of interest has been stirred 
up by recent discussions about the 
ratio between advertising expendi- 
tures and national income. Because 
the subject is of major importance 
to advertising and marketing men, 
ADVERTISING AGE has devoted a con- 
siderable amount of space to it in 
the past. 

Most recently AA reported, and 
commented editorially, upon an 
article on this subject by Prof. Neil 
H. Borden of Harvard University. 
Learning that the Magazine Ad- 
vertising Bureau had developed a 
special analysis, and in a sense a 
rebuttal, of Prof. Borden’s state- 
ments, AA requested permission to 
make the Magazine Advertising 
Bureau statement available to its 
readers. 

The text of that statement, pre- 
sented with permission of MAB, is 
presented herewith. 


gs The March issue of the “Harvard 
Business Review” carries an article 
by Neil H. Borden, professor of ad- 
vertising, Harvard Business School, 
on the subject of the decline in the 
ratio between advertising expendi- 
tures and the national income 
which has taken place in the last 
quarter-century. 

He introduces his comments in 
this fashion: 


In recent months a number of adver- 
tising practitioners have dwelt upon the 
implications of the fact that advertising 
expenditures are now only about 2% of 
the national income figures, whereas they 
were nearly 4% in the 1920s. 

To some commentators a downward 
trend in this ratio of advertising expendi- 
tures to national income bodes ill for the 
future of the economy; for, they say, it 
portends a drop in the aggressiveness 
of business and in the drive for consumer 
purchases which must be present if our 
economy is to expand enough to remain 
healthy. Their reasoning runs like this: 
Clearly, a growing national output is 
necessary to aid a sick world, to pay for 
past wars, and to meet rising wages and 
welfare benefits. A growing national out- 
put requires increasing investment to pro- 
duce larger quantities of old and new 
products. Thus the contention is that 
large and aggressive use of advertising 
is needed to maintain a propensity among 
consumers to buy these increased quan- 
tities of products and to support the re- 
quired investment. 


@ Dr. Borden then says: “The pur- 
pose of this note (article) is to 
do some cud chewing on the topic. 
Will the trend continue downward? 
Is it desirable to try to reverse it?” 

His article answers the first 
question generally in the affirma- 
tive: “In the long run...it seems 
to me that the (advertising) media, 
if they are conservative, had better 
count on an advertising expendi- 
ture ratio for the entire economy 
that is no higher than that of the 
postwar period.” 

His answer to the second ques- 
tion is generally in the negative. 
Dr. Borden does not believe that 
it is necessary or desirable to in- 
crease the present ratio of adver- 
tising to the national income: 

“Clearly any statement that the 
relatively low ratio of advertising 
expenditures to national product, 
as compared with the 1920s, is a 
portent of ill omen to the economy 
seems to me highly doubtful. Like- 
wise, any argument that adver- 
tisers should increase their adver- 
tising expenditures to help insure 
an expanding economy does not 
appear worthy of much considera- 
tion.” 


m Because of Dr. Borden’s high 
reputation, and because of the ex- 
tensive comment in the advertis- 
ing trade press upon his article, | 


his argument may have a consider- ' 
able effect upon management 
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thinking about advertising budgets, 
about the necessity of increasing 
advertising investments at this 
particular juncture when industrial 
activity has leveled off, and when 
business appears to have lost some 
of the dynamism which character- 
ized the 1920s and the period im- 
mediately after the war. 

Needless to say, we do not agree 
either with his conclusions or the 
basis of his argument, which rests 
upon seven “forces” which he be- 
lieves are at work and will con- 
tinue at work, in holding advertis- 
ing investments down to the cur- 
rent low level in relation to the 
national income. 

We are briefing his exposition 
of these seven “forces,” together 
with our comments. 


= Point 1. “The portion of the na- 
tional income arising from in- 
creased governmental employment 
probably accounts for a small part 
of the drop in the ratio of advertis- 
ing activity to national income 
since the 1920s.” 

He goes on to point out that, 
during the 1920s, only “about 5% 
of the total national income origi- 
nated in government (mostly 
compensation to employes) ...and 
since the late 1930s the figures 
have been over 10% from govern- 
ment... Government as a business 
does not advertise*; private busi- 
ness does.” 

This first of Dr. Borden’s seven 
forces has considerable validity, 
and we agree with his conclusion 
that “there seems to be no reason 
to expect this factor to reverse its 
influence on the advertising/na- 
tional-income ratio, and it may, 
if anything, exert some of the 
additional downward effect that it 
did in the 1930s.” 

But he himself points out that 
the increased proportion of govern- 
ment expenditures to the total na- 
tional income is a small factor in 
the decreased ratio of advertising 
expenditures. So, while granting 
this point, it should be emphasized 
that it probably accounts for less 
than a sixth of the decline in the 
ratio of advertising expenditures 
to the national income which has 
taken place between the 1920s and 
the last four years. 


s Point 2, “The growth in efforts 
to measure and control advertising 
expenditures is probably one of the 
more important. forces accounting 
for the relatively smaller expendi- 
tures of recent years as compared 
with the 1920s. There is probably 
less blue sky in advertising, less 
wasteful expenditure today than 
in those earlier years.” 

That is certainly a debatable 
question. Dr. Borden goes on to 
point out that, since the 1920s, 
business has come to rely more on 
market research, on “developing 
better methods to measure sales 
and to appraise advertising’s con- 
tribution to sales... Large adver- 
tisers have turned increasingly to 
such services as the A. C. Nielsen 
Company and Industrial Surveys 
Company....” 

We venture to say that Dr. Bor- 
den has put the chicken ahead of 
the egg. Business has been com- 
pelled to rely increasingly upon 
market research, upon services 
such as those sold by A. C. Nielsen 
and Industrial Surveys, for two 
chief reasons: 


a A. The products and services 
offered for sale today are infinitely 
more varied and complex than 
those 25 years ago. Take as one 


*Dr. Borden properly ignores such un- 


|usual governmental advertising as cam- 


paigns for recruiting or disposal of War 
Assets Administration surpluses. 


Exhibit A 


Leading National Brands of Canned and Frozen Vegetables,* 
1929 and 1949 


Beatrice Foods Co.—La Choy Chinese Food Prods.. 
Burnham & Morrill—B & M Oven Baked Beans... 


Consolidated Grocers Corp.—Monarch Canned Foods 
General Foods Corp.—Bird’s Eye Frosted Foods... 


Hormel, Geo. A., & Co.—Chili................. 
Hunt Foods, inc.—Tomato Sauce............... 
Larsen & Co.—Mixed Vegetables............... 
‘ibby, McNeill & Libby—Canned Vegetables... .. 


k nnesota Valley Canning Co. 


Stokely-Van Camp, Inc. 


EE I os sho daeresaeescaecess 


Canned Vegetables 


Walker's Austex Chili—Chili & Tomales.......... 


eee eee ee eee eee eee 


Baby Vegetables 
American Home Products Corp.—Ciapp’s Baby Foods. ..............ccccceecceeeeccs x x 
Beech-Nut Packing Co.—Food for Babies........ ia LEKe ade WES ehh 440k bn baeee nae x 
Gerber Products Co.—Gerber’s Baby Foods. ..... 0... 0... e cece cece cece eeeees x x 
is Ai CD MU onda s d's ctv a.06dhodedesWonscesedeeessesedeeees x 
Libby, McNeill & Libby-—Libby’s Baby Foods. .... 2.0.0... .. cc cece e cc ccc eee eeeecees x 


* $10,000 in Magazines in 1929; $10,000 in Magazines and/or Network Radio in 1949. 


simple illustration the problem 
facing the advertiser of 1925 
launching a new canned food; that 
fortunate man had no problems of 
competition involving dehydration 
or freezing. Or the new advertiser 
of a toothpaste did not need to con- 
cern himself with the competition 
of toothpowder, or ammoniated 
dentifrices. 

A second point: The national 
market has expanded tremendously 
in the past quarter-century, not 
only in terms of the nation’s popu- 
lation and prosperity growth but 
also because improved transporta- 
tion facilities have widened the 
market areas readily accessible to 
the national advertiser. (For ex- 
ample, the development of the 
small town market following the 
advent of the automobile and paved 
roads.) Thus we believe that it 
is infinitely more difficult for to- 
day’s advertiser “to appraise the 
risks of undertaking advertising,” 
as Dr. Borden puts it, than it was 
25 years ago. To minimize these 
far greater risks, the advertiser 
relies more and more upon market 
research, spends vastly larger sums 
in attempts at scientific market ap- 
praisal. 


s Further, each advertiser’s sales 
and marketing problems have been 
still more complicated by a be- 
wildering and widening variety of 
consumer’s choices and options. In 
the 1920s, a hypothetical canned 
soup advertiser had, as his poten- 
tial, a tremendous untapped mar- 
ket of women who cooked their 
own soups. Today, few women 
even think of doing that; the 
canned soup advertiser must there- 
fore sell his product in competi- 
tion not only with other brands of 
canned or dehydrated soups, but 
also with a variety of other pro- 
cessed foods: all nutritious, all 
economical, all easy to buy and 
prepare. 

Thus an increased reliance upon 
market research, and upon special- 
ized services, has become an es- 
sential concomitant of today’s mar- 
keting problems. In our opinion 
that doesn’t mean, as Dr. Borden 
says, that more “water” has been 
squeezed out of sales and advertis- 
ing expenditures; it merely means 
that the water-level has risen, that 
today’s manufacturer-advertiser 
has to tread water much faster to 
keep going. 


a B. We also venture to say that 
a large share of today’s market re- 
search and measurement service 
expenditures has been made nec- 
essary by the growing complexity 
of the media and means of adver- 
tising, and by the growth of less 


readily measurable types of media. 

Magazines and newspapers for 
36 years have had A.B.C. mea- 
surements of their purchasers. As 
time has gone on, the basic facts 
on the number and location of their 
buyers have been amplified and 
refined by various readership 
studies sponsored by the media 
themselves and furnished to the 
advertiser without cost. Even in 
the mid-1920s, such magazine and 
newspaper studies were a common- 
place. 

In the past 25 years, however, 
there has been an impressive de- 
velopment and growth of advertis- 
ing in media not purchased by the 
consumer. Radio, of course, is a 
prime example. Other cases in 
point are outdoor and transporta- 
tion advertising, not to mention 
the greatly increased advertising 
expenditures made for dealer 
counter-cards and displays, sky- 
writing, dirigible rental, and con- 
struction of “spectaculars.” And 
now, of course, comes television. 


@ This distinction between adver- 
tising in media purchased by the 
consumer and in non-purchased 
media is not intended for a mo- 
ment to question the effectiveness 
of the latter. But it does seem logi- 
cal to point out that the increased 
use of “free” media may have 
compelled the advertiser to mul- 
tiply his expenditures for various 
measurement devices, for services 
which he might be able to use in 
relating advertising expenditures 
to product sale. The advertiser in 
such free media cannot have the 
assurance that a definite number 
of people in a given community 
have purchased the medium carry- 
ing his advertising; he must com- 
pensate in other ways for this lack 
of basic knowledge about the pene- 
tration of his advertising. 

So we cannot entirely agree with 
Dr. Borden when he says that: 
“.,..Better appraisal of advertis- 
ing risk and improved efforts at 
control and measurement have un- 
doubtedly tended to reduce a 
waste that existed in earlier days.” 
We do not believe that the in- 
creased expenditures of adver- 
tisers for market research and for 
measuring services can be accepted 
as having eliminated so much 
“waste” that a lower advertising/ 
national-income ratio is justifi- 
able. Rather, the increased use of 
such devices has been made nec- 
essary by the greater size and com- 
plexity of the national market, and 
the advertising media available to 
reach it. 


= Point 3.-“A tendency of some 


large advertisers to reduce the per- 
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centage of expenditure on estab- 
lished product lines as sales volume 
has grown may account for part 
of the reduced volume of advertis. 
ing in relation to total economic 
activity. 

“In saying the above, I must 
confess to a woeful lack of data 
on how widespread is the tendency 
of large advertisers to reduce the 
percentage of expenditures on ad. 
vertising for established brands, 
or how far such reduction has gone 
in this recent period...I do know 
from personal contacts that such 
a tendency has existed among some 
important advertisers.” 

It seems to us that Dr. Borden 
begs the question. What is an “es- 
tablished product line,” or what is 
an “established brand?” 


s This, in our opinion, is the out- 
standing fallacy in Dr. Borden’s 
argument. There is of course no 
such thing, in a dynamic or ex- 
panding economy, as an “estab- 
lished” line or brand. And any 
manufacturer. who thinks he pos- 
sesses such a line or such a brand 
is riding for a fall. 

In partial documentation of this 
point, let’s look at three com- 
modities which, offhand, one would 
say were “stable” in the sense 
that they are essential, are widely 
consumed, have been sold nation- 
ally for many years: canned vege- 
tables, dentifrices, household soaps. 
Exhibits A, B and C show the 
leading brands of these products 
advertised in magazines in 1929, 
in magazines and/or network ra- 
dio in 1949. Here is a summary of 
the 20-year changes in the num- 
ber of nationally advertised brands 
of these three products: 


ws A. Canned and Ffozen* Vege- 
tables. Thirteen brands nationally 
advertised in 1929, of which 5 have 
disappeared. The 8 remaining 1929 
brands have been joined in 1949 
by 13 new brands, making 21 
brands of canned vegetables na- 
tionally advertised in 1949. In ad- 
dition, a number of the 8 sur- 
viving brands of 1929 had by 1949 
broadened their advertising. In 
1929, for example, Minnesota Val- 
ley had one campaign—Del Maiz 
canned corn. In 1949, these cam- 
paigns: 

Del Maiz Canned vegetables 

Green Giant peas 

Green Giant peas and Niblets 
corn 

Kounty Kist vegetables 

Niblets corn. 

In 1929, there were two brands 
of canned vegetables for babies; in 
1949, five brands. . 


a B. Dentifrices. In 1929, 14 brands 
of dentifrices. Seven of these 13 
brands were still nationally ad- 
vertised in 1949; these 7 had been 
joined by 10 additional brands of 
paste or powder, making 17 brands 
nationally advertised in 1949. 

C. Household soaps. In 1929, 8 
brands of household soaps. Five 
of these 7 brands were still na- 
tionally advertised in 1949; these 5 
had been joined by 12 additional 
brands of household soaps, making 
17 brands nationally advertised in 
1949. 


@ Of-course, advertising can never 
be the whole answer to the chang- 
ing conditions of product popu- 
larity which constantly take place 
even in relatively “stable” lines 
such as those just commented upon. 
Heavy advertising can not main- 
tain leadership for an obsolescent 
product, in face of competition 
from improved products. But a 
firm foundation of consumer de- 
mand, built up through consistent 
advertising, can do two things for 
the manufacturer of a product who 
faces new competition from an im- 
proved product: (1) it gives him 
time to turn around, so to speak; 
it gives him leeway to change or 
adapt his product without having 


*1949 only, of course. 
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Exhibit B 


Leading National Brands of Dentifrices,* 
1929 and 1949 


Amural Products Co.—Amural Tooth Powder............... 


Block Drug Co.—Amm-!-Dent Tooth Paste... 
Block Drug Co.—Amm-I-Dent Tooth Powder. 
Bristol-Myers Co.—lIpana Tooth Paste........ 
Colgate-Palmolive-Peet Co.—Colgate Dental Cream 
Colgate-Palmolive-Peet Co.—Colgate Tooth Powder 


Gilmont Products Corp.—New Mix Tooth Paste... . 
lodent Chemical Co.—lodent Tooth Paste........ 
Kolynos Co.—Kolynos Dental Cream............. 
Lambert Co.—Listerine Tooth Paste............. 
Lehn & Fink, Inc.—Pebeco Tooth Paste.......... 
Lever Bros. Co.—Pepsodent Tooth Paste......... 
Lever Bros. Co.—Pepsodent Tooth Powder........ 
McKesson & Robbins—Calox Tooth Powder....... 
Orphos Co.—Orphos Tooth Paste................ 
Procter & Gamble Co.—Teel Dentrifice.......... 
Squibb, E. R., & Sons—Squibb Dental Cream... 
Sterling Drug, Inc.—Dr. Lyon’s Tooth Powder... . 
Sterling Drug, Inc.—Dr. Lyon’s Tooth Paste...... 
Sterling Drug, Inc.,—Phillip’s Tooth Paste....... 


Weco Products Co.—Dr. West’s Tooth Brush & McKesson’s Tooth Powder.............. x 


Weco Products Co.—Dr. West’s Tooth Paste...... 


White, S. S., Dental Mfg. Co.—S. S. White Tooth Paste..... 2.0... 0... cece eee eeee x 


Zonite Products Corp.—Forhan’s Tooth Paste... .. 


eee ee eee eee eee eee ee eee ee eee eee 


* $10,000 in Magazines in 1929; $10,000 in Magazines and/or Network Radio in 1949. 


its sales collapse overnight; (2) it 
gives him a firm basis of consumer 
acceptance for the launching of his 
improved product. 


a Dr. Borden, still on his third 
point, goes on to say: 

“In a real sense, then, part of 
the reason for the decline of the 
advertising/national-income ratio 
is the very success of advertising 
in the past. The biggest part of 
the primary job of establishing 
many of the leading brands in 
their markets has been done.” 

We believe that any advertiser 
who thinks in these terms, that 
“his primary job...has been 
done,” would do well to look over 
the brands of his particular prod- 
uct that existed 20 years ago, and 
see how many survive today and 
how many new brands have come 
into the market. Quite aside from 
any question of product obsoles- 
cence, can the sponsor of any 
brand complacently sit back, relax 
his advertising efforts on the 
grounds that his primary job of 
establishing that brand has been 
accomplished? We are sure that 
even the quickest flick-through of 
any 1929 magazine would destroy 
such complacency. 


a Point 4. “Related to the point 
just discussed, a relatively slow 
growth of population as compared 
with a rapid growth of national in- 
come in dollars since 1940 un- 
doubtedly has a bearing on the de- 
creased ratio. of advertising expen- 
diture to national income during 
the postwar period. 

“Since 1940 national income in 
dollars has expanded almost 
270%*, but population has in- 
creased only 12%. The costs of ad- 
vertising are related in large de- 
gree to the costs of carrying mes- 
sages to given numbers of people. 
Since the rate of population 
growth in the last decade has been 
much slower than the rate of in- 
crease in national dollar income, 
it is logical to expect that the rate 
of increase in advertising expendi- 


*Actually, according to Dr. Borden’s tabu- 
lation on page 19 of the “Harvard Busi- 
ness Review,” the dollar increase in the 
national income from 1940 to 1949 has 
been 174%, not 270%. Further, it might 
be pointed out that, while the nation’s 
total population increased only 12% from 
1940 to 1949, the number of consuming 
units (families or single individuals liv- 
ing alone) increased 28%. 
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tures would have lagged behind 
the rate of increase in national in- 
come.” 

In our opinion, this point of Dr. 
Borden’s falls down because he 
has placed (1) people and (2) their 
incomes—that is, the national in- 
come—into two artificially sepa- 
rate compartments. 


a We believe that the volume of 
advertising which is profitable or 
even necessary in any particular 
period depends upon the relation- 
ship between the two, and not 
upon the fact that one has in- 
creased this or this percentage, the 
other that or that percentage, from 
an arbitrarily selected date. 

Dr. Borden’s basic argument, 
that a rate of national income 
growth exceeding the rate of popu- 
lation growth justifies a reduction 
in the ratio of advertising expendi- 
tures, can easily be carried to an 
absurdity. It might be pointed out 
that in China or India, each with a 
population around three times that 
of the United States, the adver- 
tising/national income ratio ap- 
proaches the zero point—even 
though these countries have three 
times as many people to whom ad- 
vertising messages might be di- 
rected. 


we Of course, the basic facts upon 
which Dr. Borden bases his argu- 
ment are correct: in the last eight 
or ten years, the rate of growth in 
the national income has far ex- 
ceeded the rate of population 
growth. But it seems to us that 


the real significance of these facts 
for advertising practitioners lies in 
their translation into more un- 
derstandable terms: terms which 
more clearly express the vastly 
widened sales opportunities which 
face today’s advertiser. 

For example, one such term is 
the number of the nation’s fami- 
lies which have moved up from a 
bare subsistence level to a station 
in life where they can begin to 
think about buying more than the 
bare necessities. From 1941 to 1948, 
the number of consuming units 
(families or single individuals liv- 
ing alone) with an annual income 
of $2,000 or more has gone from 
14 million to nearly 35.3 million. 
This is an increase of 152%, com- 
pared with an increase of only 
118% in total advertising in those 
same seven years. 


# A thousand families with in- 
comes under $2,000 a year consti- 
tute a questionable market for 
many products; each such family is 
worth only a small advertising in- 
vestment. But double the income 
of these families, and the adver- 
tiser of any product which is not 
merely a bare necessity of life 
would be justified in making an 
advertisement investment per fam- 
ily of several times the previous 
amount. It seems to us that Dr. 
Borden has completely ignored 
that point. 

Here is another significant 
change in the national economy. 
Mr. Arno Johnson of J. Walter 
Thompson Company has estimated 
that surplus income for discretion- 
ary spending or saving nearly 
quadrupled from 1940 to 1949: the 
increase was from $26.5 billion to 
$100.9 billion. This surplus income 
is over and above all consumer in- 
come necessary to maintain the 
1940 standard of living. In short, his 
figures make full allowance for 
increased taxes and increased liv- 
ing costs since 1940. 

This increase of 280% in sur- 
plus income available for discre- 
tionary spending compares with a 
129% increase in total advertising 
from 1940 to 1949. Or to put it 
another way: in 1940, total adver- 
tising was at the rate of 8¢ per 
dollar of surplus discretionary in- 
come; last year, advertising was at 
the rate of only 4.8¢ per dollar. 


s Dr. Borden goes on to bring out 
one factor, however, which does 
explain some of the advertising 
lag since 1940: 

“The rapid growth in the recent 
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Exhibit C 


Leading National Brands of Household Soaps,* 
1929 and 1949 


Armour & Co.—Chiffon Flakes................. 
Babbitt, B. T., inc.—Glim..................-- 


Colgate-Palmolive-Peet Co.—Octagon Super Suds 


Colgate-Palmolive-Peet Co.—Vel Suds......... a6 
Detergents, Inc.—All Laundry Powder........... 
Fels & Co.—Fels Naptha Soap................. 
General Foods Corp.—La France Soap Flakes... .. 
Lever Bros. Co.—Breeze Suds.................. 


ae eee dee bends chan theatre x x 
OEE sa a ee ae ee enn ee re x 
Los Angeles Soap Co.—White King Soap Powder...... 22.20... ccc cece ec uues x 
Pacific Coast Borax Co.—20 Mule Team Borax... ... 2.2.2... occ e nee cuuccee x x 
ee ae ee ns. icwedewsoevccveneeecsscctscecesess x 
ES fei vitn dc ceh eee neddee kt aandneteawcude x 
i hs: <cccbanac aah iabiuksosevaeéuwerinee x 
EE ab e5 ska 660s 0d ee ee ne bo ue ch hb ecgnvaedeeseeh x x 
as ibelte del eeede ine ckdeeeeeses ee ensawene x 
Oxydol Granulated Laundry Soap......... 2.2.6... e cece eens x 
ep 8 EE en x 
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* $10,000 in Magazines in 1929; $10,000 in Magazines and/or Network Radio in 1949. 


national income figures is in con- 
siderable part accounted for by 
inflation of the dollar. The adver- 
tising dollar has also been inflated, 
but the inflation in the advertising 
dollar reportedly has been some- 
what smaller than the inflation 
in the sales dollar of many prod- 
ucts advertised. In particular, the 
rates of magazines and newspapers 
have advanced in recent years, but 
the circulations also have grown, 
with the result that the costs of 
circulation per dollar in these im- 
portant media have remained fair- 
ly constant. While these costs 
might rise somewhat, we should 
expect the increase to be small 
judging by the past behavior of 
publishers.” 


ws It is undoubtedly true that “the 
lagging of this important sphere 
of advertising costs represented by 
magazine and newspaper rates,” 
as Dr. Borden goes on to say, has 
served to hold the growth of ad- 
vertising expenditures behind the 
growth in the national income. 


To repeat: while the price of 
most products has been greatly 
inflated in the last decade, the 
price of advertising space in maga- 
zines and newspapers has not. In 
fact, it can be shown by some fan- 
cy mathematics that, if magazine 
and newspaper publishers had in- 
creased their rates per page per 
thousand as much as general prices 
have increased since 1940, national 
advertisers would have had to 
pay some $1.4 billions for the 
magazine and newspaper space 
they actually paid less than $900 
millions for in 1949. 

But, they probably wouldn’t 
have bought as much space; they 
probably would have compen- 
sated for the higher page rates 
by using much less space, thus 
holding their dollar expendi- 
tures down to current levels. 
So even if there had been the 
same inflation in advertising space 
rates that there has been in the 
general level of commodity prices, 
the advertising expenditure/na- 
tional income ratio would prob- 


If you want sales in central 


Ohio then it takes WBNS to do the job 


for you . 


. - Yes, WBNS has the listeners with the 


buying power who will step into the stores 
and purchase your product. There are 
187,980 families in this area who keep 


WEBNS for the best in news, entertainment and informa- 


tion. That's why this station does a better selling job at 
less cost to advertisers. 


tuned to WBNS plus WELD-FM. Twenty- 
* five years of listening have proved to 
them that they can depend upon 


ABUS, OHIO 
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ably have continued at the current 
low level. 


@ Point 5. “Apart from the above 
considerations, I believe that there 
has been and will be a long-range 
force of price competition operat- 
ing, which tends to reduce the per- 
centage of sales devoted to adver- 
tising of products when they be- 
come long established on the mar- 
ket. 

“The longer products are on the 
market, the more competition tends 
to bring about standardization in 
product quality and a competition 
in price rather than a competition 
in advertising and promotion and 
other non-price forms, The narrow 
margins brought by price competi- 
tion will not support heavy adver- 
tising expenditures. The relatively 
small percentage of sales devoted 
to advertising long - established, 
staple products, as compared with 
new and differentiated products, 
is well known. Advertising is es- 
sentially a tool for new and dif- 
ferentiated products.” 

It seems to us that this justifica- 
tion of Dr. Borden’s has the same 
basic fallacy contained in his argu- 
ments in Point 3, above. 


ws We believe that he continues to 
beg the question with his state- 
ments about “long established 
products.” The force of his argu- 
ment all depends upon his defi- 
nition of a “product.” Women’s 
stockings are a product, a long 
established one. But unquestion- 
ably, advertising has become an 
increasingly important factor in 
their merchandising and sale. Au- 
tomobiles and electrical refrigera- 
tors are also long established prod- 


years have tended to bring about 
“standardization in product quali- 
ty and a competition in price 
rather than a competition in ad- 
vertising and promotion.” 

In support of his argument, Dr. 
Borden cites the price competi- 
tion during the 1930s offered by 
chain stores and mail-order houses. 
He points out that, in those years, 
“their private branding, their buy- 
ing methods, and their intensive 
price competition undoubtedly con- 
tributed to narrowing margins and 
lessened advertising expenditures 
by manufacturers of established 
products.” But that competition 
during the 1930s hardly explains 
the even lower advertising ratios 
which currently prevail—unless it 
got manufacturers out of the habit 
of doing an adequate advertising 
job. 


s Here is another statement that 
deserves comment: “Moreover, the 
evidence of the war and postwar 
periods is that consumers have the 
propensity to buy and consume 
many long-established products 
and services without the pressure 
of undue promotion.” However, it 
is only because of the intensive 
past advertising of these various 
products and services of American 
industry that consumers have had 
“the propensity to buy and con- 
sume.” After another decade of 
inadequate advertising, will they 
still have that same propensity to 
buy this particular product as 
against another, or one particular 
brand of a particular product as 
against another? 

In support of this point, Dr. Bor- 
den goes on to say: “In the years 
ahead, the development of new 


ucts, and so are breakfast foods. 
But one can hardly say that the: 


materials vying one with the other, 
the further advances in technolo- 


Any Way You Look at It... 


gical knowledge, and the increas- 
ingly large scale on which industry 
is conducting research to reduce 
costs will...sharpen the competi- 
tion in price among manufactur- 
ers.” It seems logical that develop- 
ments and advances of this sort 
would lead to such a differentia- 
tion in products that increased ad- 
vertising investments would be 
both necessary and desirable, to 
acquaint prospective buyers with 
these added reasons to buy. 


s But Dr. Borden ends his expo- 
sition of this particular point on a 
very constructive note, it seems to 
us, as a lead-in to the next point 
in his explanation of the decline of 
the advertising expenditure/na- 
tional income ratio: 

“While price competition is de- 
sirable as a means of bringing 
about reduction of selling and ad- 
vertising costs on long-established 
products, at the same time busi- 
ness needs to be venturesome in 
bringing about product improve- 
ments and in developing new 
products on which we must rely 
in considerable part for expanding 
investment and a rising standard of 
material welfare. Here advertising 
needs to be conducted with vigor 
to bring a demand which permits 
large-scale operation. 

“This statement leads directly 
to a further possible reason for the 
declining advertising/national-in- 
come ratio.” 


s Point 6. “A lack of aggressive- 
ness and venturesomeness of busi- 
ness may have affected the adver- 
tising expenditure ratio adversely 
during the 1930s. The continuing 
difficulties of deep depression 
clearly brought about a close scru- 
tiny of advertising costs by adver- 
tisers and a strong drive for meas- 
urement and control... Also, there 
was probably less willingness than 
in the 1920s to take the risks in- 
volved in launching new ventures.” 
However, Dr. Borden does not 


KRNT is the 
LEADER 


in Des Moines, 
THE CENTER OF THINGS IN IOWA 


Highest Hooperated — Biggest Vol- 
ume of Accounts — Highest News 
Ratings — Most Highest-Rated Disc 
Jockeys —Tops in Promotion Facilities 


believe that this lack of aggres- 
siveness and venturesomeness ex- 
tends to the new products launched 
in the postwar period: “...So far 
as we can judge, business men 
have demonstrated a full aware- 
ness of the need of supporting 
these new ventures with adver- 
tising and promotion. Moreover, 
we can see no lessening in the 
postwar period in the drive of 
established business concerns to 
bring along new product improve- 
ments which are supported by ad- 
vertising.” 


es Whether the many new and im- 


The Hooper Audience Index, January-February, 1950, Shows: 

a ...KRNT has a 56.1% greater audience 
than the No. 2 station. 

AFTERNOON ............. . .KRNT has a 35.1% greater audience 
than the No. 2 station. 

NS Wis Sra Maikeakde . .-KRNT is 4.6 percentage points below 
the No. 1 station. 

SUNDAY AFTERNOON........ KRNT has a 33.5% greater audience 
than the No. 2 station. 

SATURDAY DAYTIME......... KRNT has an 18.4% greater audience 
than the No. 2 station. 


TOTAL RATED TIME PERIODS. . .KRNT has a 40% greater percentage 
than the No. 2 station. 


al tye 


ashe. 


THOSE ARE FACTS ADVERTISERS KNOW WHEN 
THEY BUY KRNT ...THE STATION THAT CAN 
SAY: “ANY TIME IS GOOD TIME ON KRNT” 


NT 


DES MOINES — THE REGISTER AND TRIBUNE STATION | 
es - - REPRESENTED BY THE KATZ AGENCY : 


proved products launched postwar 
have: been adequately advertised 
is debatable. But if we grant that 
point, the smaller advertising ratio 
now prevailing would certainly in- 
dicate that longer-established 
products are woefully under-ad- 
vertised. 

Further, we cannot agree with 
another point he makes: “...We 
must realize that, with the passage 
of time, the long-established prod- 
ucts and services will become a 
larger and larger part of the total 
(national) product, and the new 
and improved products and serv- 
ices which consumers must be in- 
duced to consume will become a 
smaller part.” 


# As in Point 5, above, this all 
comes down to a matter of defi- 
nition. What is an “established 
product?” New and improved ver- 
sions of old products are constant- 
ly being brought on the market. 
It seems likely to us that if all 
product improvements are taken 
into consideration, “the long-estab- 
lished products and _ services” 
which have not been radically 
changed and improved have be- 
come a smaller part of the na- 
tional product with the passage of 
time—not a larger part, as Dr. 
Borden would have it. Thus a sub- 
stantial increase in advertising 
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The Eye and Ear Department 


neckline. 


befits the program. 


“Leave it to the Girls’ (NBC-TV, Sundays at 7) is sure-fire 
TV entertainment—tying in, as it does, with the time-proved, 
never-to-be-settled battle of the sexes. A decidedly feminine 
program, it has a feel of powder and toilet water and rustling 
satin—particularly of the latter since it eschewed the plunging 


Maggie McNellis is the mistress of ceremonies—and guests in- 
clude the inescapable Faye Emerson—who, as far as this re- 
viewer is concerned, is welcome on any program she wishes to 
appear on. Miss McNellis looks something like Ilka Chase, with- 
out being quite so feline, although she is decidedly feminine, as 


Questions concerning life and love are sent in by the viewers, 
and the girls—four of them—propound answers. There is a male 
guest—who has the privilege of blowing a very loud razzberry on 
a horn if he disagrees, and he usually does. (It makes the pro- 
gram more interesting.) Fundamentals are touched upon, but 
carefully skirted (the word is used advisedly). As a result, the 
program—while trivial in character—comes close to being inter- 
esting without ever becoming completely so. The entertainment 
lies in the fact that the viewer is constantly waiting for the guests 
to come to grips with reality (and with one another) and they 
never quite do. This, too, it might be said, is decidedly feminine. 

Riggio Tobacco Corp. is sponsoring this powder-room debate 
for Regent cigarets—and if Regent is out to cultivate women 
smokers, it is probably a good bet. However, since men smoke a 
considerably greater number of cigarets than women and are, 
therefore, probably the primary cigaret market, it is to be won- 
dered if Regent has the proper program. In this reviewer’s opin- 
ion, “Leave it to the Girls” might more profitably be sponsored 
by Revlon, Coty, Hudnut or others in their line of business. 

However, since most TV buyers today—like most magazine and 
newspaper buyers—are buying size of audience rather than type 
of audience, it is probably out of order even to mention this. So 
let it go, let it go. Leave it to the girls. When they get into tele- 
vision, they’ll probably be a lot more practical. 


tial, in selling consumers on these 
new and improved commodities 
and services. 


a Point 7. “It is physically diffi- 
cult to expand advertising effort 
indefinitely; the means by which 
advertising messages can be carried 
to people strongly enough to make 
the effort profitable are limited 
by the media available, as well as 
by the listening, watching, and 
reading practices of their au- 
diences. Although we certainly 
have not yet come near any de- 
finite stone wall of this kind, the 
fact that we may be getting closer 
has a bearing on the rate with 
which advertising expenditures can 
be expected to increase.” 

This particular situation upon 
which Dr. Borden comments has 
unquestionably operated in the 
past in certain media. Two or 
three years ago it was quite true 
that the leading networks were 
almost literally sold out of time. 
It would also be virtually impos- 
sible to have a substantial increase 
in transportation card advertising, 
or even outdoor advertising. How- 
ever, both newspapers and maga- 
zines are “expandable” media, and 
certainly neither of them is even 
close to the saturation point in the 
volume of advertising they can 
effectively bring to their readers. 


@ Even a casual inspection of the 
insertion frequencies of most mag- 
azine advertisers indicates what a 
wastefully inadequate job they are 
doing. The average magazine-ad- 
vertised product tries to do the job 
with only about nine insertions 
per year in all the magazines on 
its list. (Not an average of nine in- 
sertions per magazine, but nine 
insertions in any magazine.) The 
average food product advertiser 
uses no magazines whatsoever 
during six months of the year. 
(This does not include seasonal 
advertisers or small mail-order 
advertisers; it is limited to the ad- 
vertisers of food products con- 
sumed daily.) And most of these 
advertisers guilty of this six month 
magazine advertising practice did 
not use any other form of adver- 
tising either. 

The opportunity and the neces- 
sity are both present, therefore, for 
largely increased schedules in 
magazines—and magazines can ac- 
commodate such an increase with- 


now is both justifiable and essen- 


out surfeiting their readers, as Dr. 


Borden fears. 


# In conclusion, it might be point- 
ed out that Dr. Borden’s article at- 
tempts both to explain and to jus- 
tify the decrease in the ratio of 
advertising expenditures to the 
national income which has taken 
place in the last 20 years or so. 

With some of his explanations 
we are in agreement: 

1. The increased proportion of 
the national income originating in 
government; 

2. The fact that advertising 
rates of magazines and newspapers 
on a per thousand circulation ba- 
sis have been held down to pre- 
war levels; 

3. The inability of certain types 
of media (such as radio or trans- 
portation cards) to expand their 
facilities beyond a certain point 
for the accommodation of ad- 
ditional advertising. 


a While granting the validity of 
these points as a partial explana- 
tion for smaller advertising ratios, 
we certainly cannot agree with Dr. 
Borden’s justifications of this low- 
er ratio: 

1. That the growth in expendi- 
tures for methods of measurement 
and control of advertising has re- 
duced advertising waste; 

2. That advertising expendi- 
tures on “established” product 
lines can safely be reduced; 

3. That the slower rate of popu- 
lation growth compared with the 
increase in the national income 
logically leads to a reduced adver- 
tising ratio. 

We continue to believe that to- 
day’s advertising budgets are too 
low; that too many advertisers 
have either lost faith in the powers 
of advertising, or lack a true 
knowledge and appreciation of to- 
day’s expanded market opportuni- 
ties. Both of these blind spots are 
going to be hard to correct. 


Sun Oil Appoints Wright 

Willard W. Wright has been 
named general sales manager of 
Sun Oil Co., Philadelphia. He suc- 
ceeds Frank R. Markley, who has 
been named vice-president in 
charge of marketing. 


Appoints Aldridge Agency 

A. E. Aldridge Associates, Phil- 
adelphia, has been named to handle 
the advertising program of Mar- 
tin & Schwartz Co., Salisbury, Md., 


manufacturer of gas pumps. 
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Newspapers’ Bureau Offers Stiff Rebuttal 
to Presentation of Broadcasters’ Bureau 


New YorK—The newspaper in- 
dustry, more than mildly skeptical 
of radio’s claims, has laid in some 
new ammunition. Its latest entry 
is a “Memorandum of Rebuttal” to 
the Broadcast Advertising Bureau’s 
slide presentation, “How to Turn 
People Into Customers.” 

The memorandum, issued by the 
Bureau of Advertising, ANPA, to 
its members, dissects BAB’s story 
and, frame by frame, presents its 
own version of the facts. 

Here are some of the choicer 
exchanges: 

BAB: “The retailer has today 
become radio’s biggest customer.” 

BofA: “BAB is able to make 
the retailer ‘radio’s biggest cus- 
tomer’ only by arbitrarily splitting 
the national advertiser’s spending 
into ‘the national network adver- 
tiser,’ ‘the national spot advertiser’ 
and ‘the regional network adver- 
tiser.’ ” 


s BAB: “In 1940...the national 
advertiser began spending most of 
his budget in radio.” 

BofA: “In 1940, national ad- 
vertisers did not put most of their 
money into radio. Actually, ac- 
cording to radio’s own Broadcast- 
ing yearbook estimate, they put 
only $148,656,000 into radio in 1940, 
while putting $167,000,000 into 
magazines.” 

BAB: “Radio lets you reach 
many more people. Then, after 
you’ve reached all those people, 
radio exerts an influence no other 
advertising medium can match. 
And finally, radio delivers these 
two important advantages more 
easily and at less expense than any 
other major medium.” 

BofA: “Like many radio claims, 
these are sweeping assertions 
which are by no means sustained 
by the evidence. They leave unan- 
swered for the retailer the question 
of whether radio advertising 
reaches the particular people he 
most wants to reach in such a way 
and at such a time as to influence 
their buying decisions his way. 
The fact that for every dollar they 
spend in radio, retailers invest $6 
in newspapers [italics are by AA’s 
semanticist] suggests how they an- 
swer the question for themselves.” 


s BAB: “Radio has impact—the 
power and wallop of the spoken 
word...” 

BofA: “Such wallop that, ac- 
cording to a survey by the Ameri- 
can Institute of Public Opinion, 
released on Jan. 20, 1950, 38% of 
the American people declare that 
radio advertising takes away from 
their interest in radio, while 73% 
of the people say newspaper ad- 
vertising adds to their interest in 
newspapers.” 

BAB: “Every word (on radio) 
is a headline word. Your message 
is the only thing the listener hears 
at the moment when it is on the 
air...There is nothing to detract 
his attention from what you want 
him to hear.” 

BofA: “But there is also no 
chance for the listener to refer 
back to the ad—and no chance that 
a listener will hear any given ad 
if he is interested in another pro- 
gram at the time.” 

BAB: “Only radio counts the 
number of people who actually 
hear your advertising—not just 
the number of people who are 
available and might notice it.” 

BofA: “All that radio regularly 
measures is the per cent of homes 
in given areas where a radio set 
is tuned in and someone says he 
ls listening to a particular pro- 
8ram...A study of 136 evening 
half-hour network programs re- 
vealed that, on the average, 58.2% 
of the audience could not identify 
the sponsor despite the fact that 
they said they were listening to the 
program.” 

In transmitting the “rebuttal,” 


the Bureau of Advertising says 
“the impact of this BAB effort to 
swing retail advertising from 
newspapers into radio has, per- 
haps, not been as heavy as many 
newspapermen feared.” But, it is 
sending the memorandum along, 
anyway, for general use against 
radio’s “frequent competitive 
claims” and as a permanent source 
file. 


Olin Appoints Metcalf 


Robert I. Metealf has been ap- 
pointed director of industrial rela- 
tions of the Winchester Repeating 
Arms division of Olin Industries 
Inc., New Haven, Conn. 


Real Estate Broker Launches 
Manhattan Direct Mail Inc. 


N. H. Nelson, real estate broker 
of Omaha, Neb., has launched 
Manhattan Direct Mail Inc., New 
York, with offices at 20 Warren 
St. Mr. Nelson is president, and 
will have W. D. Miller, New York 
oil executive, Thomas W. Brown, 
and Marie Evers, both formerly 
with Raymond Service, as officers 
in the agency. 

Mr. Brown is vice-president and 
general manager, and Mrs. Evers 
is serving as secretary. Mr. Miller 
is treasurer of the organization. 


To ‘Philadelphia Magazine’ 


Shirley C. Jefferies, formerly 
sales promotion manager of Charis 
Corp., has been named a sales rep- 
resentative of the Philadelphia 
Magazine. 


Gauvreau Appointed A. M. 


Raymond Gauvreau has been 
appointed advertising manager of 
Handy Andy Co., Montreal, auto 
supplies, sporting goods, radios, 
bicycles and household appliances. 
The company has moved to larger 
quarters at 400 Atlantic Ave. 
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Outdoor Outfits to Poyntz 

Outdoor Outfits Co., Toronto, 
maker of sports clothing, has ap- 
pointed Alford R. Poyntz Adver- 
tising, Toronto, to handle its ad- 
vertising. Trade publications and 
direct mail will be used, followed 
by consumer copy. 


If you make any of these products — 


Lubrication Engineering 


can sell them for you @ write FOR FACTS 
343 S. DEARBORN ST. CHICAGO 4, ILL. 
The only Publication Devoted Exclusively to Lubrication 


ing centers. 


buy audience. 


SY 


ALL BUSINESS 
IS LOCAL 


Central New York long recognized 
for diversity in Industrial Produc- 
tion contributing to maintained 
employment and high family 
spending power. Rich in agricul- 
tural production and is now one of 
the East's most important distribut- 


Syracuse Newspapers circulation 
blankets this all important market. 
Today — more than 215,000 daily 
and 333,000 Sunday circulation 
carries the message of manufac- 
turer and retailer to a vast able-to- 


TELL the full message of 
what you have to offer 
and SELL Central New 
Yorkers thru 


ACUSE 
Newspapers 


SYRACUSE NEWSPAPERS 
COMPLETELY SERVE 
THIS GREAT MARKET 


Consistent growth for over 


a hundred years, now in an 


era of unprecedented 


expansion 


HERALD JOURNAL— POST STANDARD 


(Evening) (Morning) 
HERALD-AMERICAN POST-STANDARD 
(Sunday) (Sunday) 


GENERAL ADVERTISING REPRESENTATIVES 


MOLONEY, REGAN & SCHMITT 
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Pacific Vinegar to Cahn 

Pacific Vinegar Co., Richmond, 
Cal., has placed its advertising 
with Ralph G. Cahn Advertising 
Agency, San Francisco. A news- 
paper and point of purchase cam- 
paign will be launched soon. 


Huyler’s Appoints Hayden 

Harry Hayden, formerly a sales 
executive of Esquire, has been 
named sales manager of the candy 
package division of Huyler’s, Long 
Island City, N. Y.. 


Connor Appoints Walsh 

The Montreal office of Walsh 
Advertising Co. has been named by 
J. H. Connor & Son, Hull, Que., 
to direct promotion of Connor- 
Thermo and the new Connor-Auto- 
matic washers. 


Joins ‘Harttord Times’ 


Fred Perlstein, formerly on the 
advertising staff of the Daily News, 
Naugatuck, Conn., has joined the 
advertising staff of the Times, 
Hartford, Conn. 


and in Detroit. 


LONDON GUARANTEE BLDG. 


Malcher Drops Philadelphia News 


Virgil Malcher Co. has resigned the advertising rep- 
resentation of the Philadelphia Daily News in Chicago 


On May Ist we celebrate our 20th year of continuous 
operation in the publication representation business, and 
want to thank our numerous advertising and agency 
friends for their loyal support. 


VIRGIL MALCHER COMPANY 


CHICAGO, ILL. 


Theater TV Will 
Doom Sponsored 


Video: Skouras 


Says Phonevision Will 
Get No Movies; Zenith 
Hints at Legal Action 


Cuicaco—Theater television will 
attract the services of every good 
stage, opera, motion picture and 
ballet artist—to the point where 
no television programs sponsored 
by advertisers will be able to 
compete, according to Spyros P. 
Skouras, president of 20th Cen- 
tury-Fox Film Corp. 

Speaking before the 67th semi- 
annual convention of the Society 
of Motion Picture and Television 
Engineers here last week, he out- 
lined steps being taken by his com- 
pany to make theater television a 


reality by next January. 

Said Mr. Skouras: “20th Cen- 
tury-Fox and its subsidiary, the 
National Theaters, while waiting 
for channels from the FCC, pro- 
pose to invest millions of dollars 
and go ahead immediately to prove 
to the world that television can 
achieve its greatest heights through 
the theaters. 


a “Instead of waiting two or three 
years for a test of theater tele- 
vision, we now propose to make 
this test at the beginning of next 
year, in 20 theaters in the Los An- 
geles area.” He said that his com- 
pany will make arrangements with 
American Telephone & Telegraph 
Co. to carry the programs until 
the FCC grants its permission. 

“Our first immediate step will 
be a further demonstration in June 
at our New York offices of the 
technical advances that have been 
made in our exploratory work with 
RCA” on theater television, he 
said. 

“If this demonstration is satis- 
factory, as we fully expect it to 


When is a farmer...NOT? 


The Census taker lists a Cornbelt cattle feeder, 
a Kansas wheat farmer, a bookkeeper with a full 
time job in town and a few chickens on suburban 
acreage, and Sam the trash man—as farmers. 
Sounds crazy—and is! 
By the census definition, a farmer is anyone 


. Te ae 
See raat 
the country’s commercial supplies. 


Half the farmers produce 90%, of agricultural 
products, earn goc of every farm gross income $1! 


operating three acres or more... or 
producing $250 per year or more of 
farm products. Of the nation’s 
6,000,000 “farmers”, 3,000,000 
are part-time producers, or so 


short of land, livestock, and 
equipment they add little to 


Tue majority of the nation’s top-half farmers 
concentrate in the fifteen Heart States, where 
rich soil, high fertility, and favorable climate 
make farming big business. 

In the Heart States, 64%, of all farmers are in 


the top half! 


These best farmers can be reached in one 


SUCCESSFUL ee 
"aa 
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be,” Mr, Skouras declared, “we 
shall immediately order the equip- 
ment required for the 20 theaters 
chosen for this test.” 

Mr. Skouras said that if the 20. 
theater test in California is suc. 
cessful, “we can look forward to 
the establishment of four or five 
competitive networks or circuits 
in each natural area or time zone 
of the country—in New York, Chi. 
cago, Denver, Atlanta, Los Angeles 
—to service from 500 to 1,000 thea. 
ters in each network.” 


sw Theater television will mean “g 
golden era for the theaters unlike 
any they have ever known,” he 
predicted. “Theater attendance will 
be tripled within a short time.” 
Mr. Skouras touched off a flurry 
of excitement with his declaration: 
“IT want to let it be known now 
that 20th Century-Fox will not 
supply motion pictures to Phone- 
vision. We will protect the theaters 
because our first allegiance is to 
the thousands of theater men who 


built up this industry; because we § All IN 
believe the public will be served} Mishler 
best through theater television, | Stidiro 
and because the theaters, through ay 
the facilities of television, will pre- ove | 


sent undreamed of entertainment, 
both in quantity and quality.” 


a Col. John R. Howland of Zenith 
Radio Corp., sponsor of Phonevis- 
ion, acoused Mr. Skouras of de- 
claring war. “But I would like to 
ask the question, against whom?” 
he said. 

Col. Howland said that “the pat- 
terns of Phonevision and theater 
television are identical. The audi- 
ence pays in each case but the 
audience in the home would be 
bigger and the rates lower.” 

He changed his prepared speech 
to include the reply to Skouras, 
and indicated that Zenith may go 
to the courts to force motion pie 
ture distributors to rent films to 
Zenith for the Chicago Phonevision 
test (AA, Feb. 13). 

Said Howland: “We have offered 
to pay every producer the same 
rate for his films that he would 
charge any other theater with the 
same audience and we have left 
it to the producer to determine 
just what the audience should be 
estimated to be, keeping in mind 
that there are only 300 homes in 
which Phonevision will be seen 
during the test. Our legal counsel 
has advised us that under these 
circumstances, the producers can- 
not legally refuse to rent us films.” 

Zenith’s president, E. F. Mc- 


ADVERT 
“Advert 
display 


can’t afford to overlook. Get all © 


package—through SuccessFuL FarminG. In the 
Heart States, 84% of SF families are in the top 
half income group! 

SuccEssFUL FARMING subscribers have the 
best land, the largest investment in buildings, 
machinery and livestock...use the most improved 
methods and techniques . . . produce top yields, 
prices, and profits! In the Heart States, the 
income of the near million SF subscribers easily 
averages 50° more than the US farm average. 
And with the savings of the ten best years in 
agricultural history, the SF audience is one of 
the best markets in the world today! 

More attentive and more 
responsive to advertising than 
the typical urban readers, the 
SuccessFUL FarminG families offer 
a major opportunity advertisers 


the facts about the new market 

among the first farm families from any SF office 
. SuccessFuL FArminc, Des Moines, New 

York, Chicago, Cleveland, Detroit, Atlanta, 

San Francisco, Los Angeles 


FARMING 


Donald Jr., said after the meeting 
that about four major movie pro- 
ducers, including 20th Century- 
Fox, had refused to release movies 
for the Phonevision test. 


Bradley Games Start Drive 


Milton Bradley Co., Springfield, 
Mass., will keynote a pre-Christ- 
mas promotion of its non-competi- 
tive games with full-page b&w ads 


in Life and Parents’ Magazine. The} go.pay 
ads, to run in December, will cul-] 24 shee; 
minate an extensive merchandising} cystoma 
campaign including direct mail, paper, 


promotional kits and dealer helps. 


La Belle Names Erwin, Wasey 

Erwin, Wasey & Co. of Min- 
neapolis will handle the La Belle 
Safety Storage & Moving Co. ac- 
count starting May 1. La Belle i 
the Minneapolis agent for Alli 
Van Lines. 


What Do You Know abo 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better kn 
as DIRECT. SELLING —is buildi 
— volume quickly for many man 
acturers. It may be your answer 


dwindling volume, vanishing profitf bag 
soaring costs, and cut-throat competi) 1, °° 
tion. Direct Selling is fully explaine meet 
in fascinating booklet—mailed FREE Houston 
Please write on your letterhead. > Aho | 

tan 


OPPORTUNITY MAGAZINE 


Dept. A-12, 28 E. Jackson BI., Chicago 4,? 
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ALL IN FUN—Local grade teacher Jack 

Mishler impersonates Fleur Cowles in the 

Gridiron show of Advertising Club of 

Des Moines. This is “Fleur’s Flair’ from 

a skit titled “Vogue on the outside and 

Vague on the inside.” The ribbing was 
all in fun, of course. 


ADVERTISING IN ACTION—Albert Frank-Guenther Law picked 
“Advertising in Action” for the theme of its first window 
display on the newly remodeled ground floor of the agency's 


building at 


60-DAY SHOWING—Pacific Brewing & Malting Co., San Jose, Cal., will keep its 

24-sheei posters boosting Wieland’s beer on display for 60 days, double the 

customary 30-day showing. The “three-plus flavor” theme also is featured in news- 

Paper, radio and point of sale advertising. Honig-Cooper Co., San Francisco, 
is the agency. 


{4 


BOSTON ADCLUBBERS HEAR STOWE—Leland Stowe (third from right), foreign editor 


j, Of The Reporter, is congratulated by members, following his speech at the April 


18 meeting of the Advertising Club of Boston. In the group (left to right) are 

Houston Boyles, ad manager of The Reporter; Stuart Heminway, vice-president, 

and J. Paul Hoag, president of the club; Mr. Stowe; Erwin D. Canham, editor, 

Christian Science Monitor; and James T. Chirurg, president of James Thomas 
Chirurg Co. 


129 Cedar St., New 
examples of advertising on Albert Frank accounts: Chase Na- 
tional Bank, Bellows & Co., Noma 


WHAT GOES ON—A mural caricaturing the bustle of a department store’s ad , 

department greets visitors to the sales and promotion offices of Frederick & Nelson, 

a division of Marshall Field & Co., in Seattle. This view shows the receptionist and 
part of the wall opposite her desk. 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


~ 


GETS FORD AWARD—J. Warren Kinsman (left), vice-president of E. 1. duPont de 
Nemours, receives the 1949 Howard G. Ford Award for outstanding achievement 


in sales management from the Sales Managers’ Association of Philadelphia, at 
its annual dinner held April 18. E. Paul Buttinger, chairman of the award committee, 


York. The display features 
Electric and Cities Service. 


is making the presentation. 


CANDIDATE FOR ‘51—Paul Hesse (left), of Hesse Patson Studios, and Philip Lieb- 
mann, president of Liebmann Breweries, interview an aspirant for the “Miss Rhein- 
gold 1951” title in a preliminary screening of New York models. Six beauties will 


be picked as candidates. 


RECEIVING ABP AWARDS—First award winners in Associated 
Business Publications’ competition for ad campaigns in mer- 
chandising publications shown receiving their awards (AA, April 
24): Top row (I. to r.): James G. Lyne, president, Simmons-Board- 
man Puyblishing Corp., who presented the awards; Murray Sokal, 
Lancaster Advertising; Arthur Rosenstein, ad manager, Rosen- 
stein Bros.; W. H. Curtiss Jr., ad manager, textile products divi- 
sion, Owens-Corning Fiberglass Corp; Willard Stocking, Fuller & 
Smith & Ross; W. A. Foster, v. p. for advertising, Borden Cheese 


Co., and Gilbert C. McDonald, Young & Rubicam. Bottom row 
(I. to r): Mr. Lyne; D. L. Hague, ad manager, Zerone-Zerex sec- 
tion, E. 1. duPont de Nemours Co.; C. E. T. Sharp, Batten, Bar- 
ton, Durstine & Osborn; Myron J. Israel, president, Montrose 
Worsted Mills, Granby, Can.; Paul Schlacter, Harold F. Stan- 
field Ltd., Montreal; Fran Taylor, president, Gay Fad Studios, 
Lancaster, O.; Dawson Newton, ad manager, Florida Citrus Com- 
mission; and W. L. Cross, Benton & Bowles. It was ABP’s first 
separate contest for ads in merchandising papers. 
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Information for Advertisers 


No. 3601. New Market Survey of 
Venezuela. 

In view of the fact that Vene- 
zuela is one of the few markets 
having an ample supply of dollar 
exchange, the new “Market Sur- 
vey of Venezuela,” offered by the 
Market Guide for Latin America, 
New York, should prove interest- 
ing to manufacturers and export- 
ers with an eye toward more Latin 
American business. 


No. 3602. Income for Top Ten 

Farm States. 

Wallaces’ Farmer offers an in- 
teresting new breakdown of farm- 
ers’ incomes by states and by 
counties for the top ten states. Cali- 
fornians come ’way out on top with 
an average annual income per 
farm of $14,625—but there are 
other surprising figures in the 
report. 


No. 3603. Iowa Newspaper Study. 

The Iowa Daily Press Associ- 
ation offers a new book, entitled 
“The Case of the Missing Millions,” 
in which Sherlock Holmes puts his 
magnifying glass on statistics for 
the 38 Iowa towns served by local 
papers to show the extent of the 
market. 


No. 3604. Analysis of P-O-P Meth- 
ods and Results. 

Julius R. Teich, president of Su- 
perior Displays Inc., Boston, offers 
a booklet, “Advertising at the 
Point of Purchase,” which covers 
a wealth of data on various dis- 
plays, and results secured there- 
from. The book stresses the impor- 
tance of the installation firm in 
seeing that display material is 
adequately utilized. 


No. 3605. Study of Radio in 
Youngstown. 
WKBN; Youngstown, O., now 


Note: Inquiries for items listed above 


offers its “BMB Study No. 2”— 
showing how audience families 
have increased, how nighttime total 
audience families is up, how tune- 
in is above the national average, 
etc. The Hooper audience index 
rounds out the picture. 


3606. Lower Cost Plates 
Through Pre-Separated Color 
Copies. 

Bourges, Inc., New York, offers 
a set of six new instruction sheets, 
together with samples and price 
list, showing how to save money 
on color separation through the 
use of their “solotone’”’, “trans- 
opaque” and pre-separated 4-color 
“colotone” sheets. The sheets are 
not only adapted to be used in the 
engraving process, but can be 
put over black and white art to 
preview and decide upon colors 
and color effects before reaching 
final decisions. 


No. 


No. 3607. Farm Equipment Data 
Folder. 

Farm Equipment Retailing of- 
fers a new market and media data 
file ;folder entitled, ‘More Indivi- 
dual Dealers Read Farm Equip- 
ment Retailing.” The jacket car- 
ries media data, while the con- 
tents pages cover the character of 
the market, the editorial approach, 
special services, etc. 


No. 3608. 24-Sheet Data for Los 
Angeles. 


A new book, “Poster and Rate 
Allotment Schedule 1950” is of- 
fered by Pacific Outdoor Adver- 
tising Company, Los Angeles. Am- 
ply illustrated, it gives market da- 
ta, as well as rates and allotments, 
for Los Angeles, Long Beach, and 
San Bernardino-Riverside. Terms, 
policies, and mechanical require- 
ments are also covered. 


will not be serviced beyond June 12. 


USE COUPON TO OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Ill. 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted) 


COMPANY 


ADDRESS 


LE 


OBSCURE SPECIALIST 
GETS JOB OFFERS 


This little story has to be told in gen- 
eral terms to preserve confidential in- 
formation, but its moral may prove 
oo to you: A man with certain 
hly specialized qualifications of lim- 
ited applicability wanted to get into 
the agency business. He was earning 
in another business. As the result 
of a $20 ad here in these classified col- 
umns of ADVERTISING AGE, he oe 
two offers from agencies—one at $9, 
from a small agency, another at $11,000 
from a big agency . . . mighty fine div- 
idends from a $30" investment. Maybe 
this will suggest something to you— 
who knows? 


HELP WANTED 
ACE ver COPY WRITER............ to $10,000 
Food, ppliance experience. 
ACE INDUST. WRITER.. Eng. Deg.... 
FARM IMPLEM.AD WRITERS to........ $7200 
PKG.GDS.DESIGN-LAYOUT 
PROD.MGR. ; Agey ~~ = 


TRIANGLE EMPLOYMENT AGENCY 
202 $ State St. Har. 7-6520 
ACCOUNT EXECUTIVE: Phila. area. Yes, 
we have growing pains and need a good 
man who can get new business. Best deal 
ever. 

Box 3079, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Advertising Account Executives 
How would you like to receive 742% plus 
art commission on your accounts against 
your draw? A Mich. Ave. recognized agen- 
cy who doubled their billing last year does 
just t. Our employees know of this ad. 
Box 3106, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
LAYOUT ARTIST WANTED 
Opportunity in 4-A Agency for layout 
man who enjoys doing visuals for ideas 
and is experienced in finished layouts 
for magazine and newspaper advertise- 
ments. 
Box 3111, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
TOP NOTCH ART SALESMAN WANTED 
Fast growing, young. New York Art Serv- 
ice and Illustration Studio—excellent 
opportunity awaiting right man. Write 
stating background, and working basis 
desired. 
Box 3117, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 

GEORGE WILLIAMS—PLACEMENTS 

209 S. State St. Harrison 7-2063 Chicago 


SPACE SALESMAN 

Weekly business magazine, established 
more than half a century, covering key 
industry has opening for experienced, 
aggressive space salesman. Send complete 
details to 

Box 3124, ADVERTISING AGE 

11 E. 47th St., New York 17, N. Y. 


Studio artist, mature man, age 28 or over 
with all-round qualifications with high 
light on ability to render crisp, clean 
comprehensive layouts, and background of 
experience to be able to assist in any of 
the regular functions of a modern, pro- 
gressive art studio. State qualifications, 
income requirements and enclose samples. 

Box 3118, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
FIGURE ILLUSTRATOR. Mature, reli- 
able, figure man with ability to render top 
flight, salable figures in line, wash, and 
color. State age, qualifications and in- 
come requirements, enclosing 

Box 3119, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 
(2) MKT RES AGCY wd 
(2) ADVTSG MGRS $4,200. 

TOM MCCALL & ASSOCIATES 
8 S. Dearborn, Chicago 3 CEntral 6-6973 
7 POSITIONS WANTED 
An ADVERTISING EXECUTIVE who has 
spent a lot of time on both sides of the 
fence is looking for a job with an estab- 
lished firm producing quality products. He 
has had broad experience advertising and 
promoting industrial and consumer 
goods... He’s never won national recog- 
nition, nor has he obtained dazzling sales 
results...instead he is a sound thinker 
who plans and produces good, hard selling 
advertising that adds up to profit—This 
man has advanced beyond the trainee 
stage——a salary commensurate to the job 
to be done will prove to be a sound in- 


vestment. He’s 46...and prefers the 
south or Ohio. 
For full detailed information, write:- 


P. C. Rouse P. O. Box 


venna, Ohio 
COPY—PRODUCTION— 
RESEARCH—MEDIA 
You Are: A manufacturer, An Agency 
You Want: A versatile, analytical, think- 
ing man strong on copy, idea projection. 
I Am: 28, Engineering Grad., Good appear- 
ance, now Asst.Ad.Mgr for $16 million Co. 
I Want: Compensation, opportunity-not a 
title; the chance to create selling copy 
or direct your small Seroreng Dept. 
Box 3107, ADVERTISING A 
200 E. Illinois St., Chicago 11, Ill. 
PRODUCTION ASST. 
Capable young man desires production or 
traffic job. 2 yrs 4A agcy exp. 3 yrs. sales. 
Box 3112, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Ill. 


5 inches 


apply on display 


POSITIONS WANTED 
L C. 8. TRAINED 

Young advertising man, presently employ- 
ed, is eager to take next step up ladder. 
Main asset is proven ability to THINK. 

Box 3113, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

WANT TO STRENGTHEN 
YOUR ORGANIZATION? 

Capable, progressive man now holding 
key contact-creative spot offers 24 years 
all-round advertising, sales promotion, 
merchandising experience in major con- 
sumer and industrial fields. Knows media 
and how to do successful marketing job. 
Background includes agency partnership, 
ad managerships, executive responsibili- 
ties. Now in middle forties. Good ap- 
pearance, congenial. Married. Will re- 
locate. $12,000 minimum with future. Re- 
sume 

Box 3114, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
CREATIVE PROMOTIONAL EXECUTIVE 
AVAILABLE FOR RESPONSIBLE POST 
Top notch idea man, writer, and adver- 
tising promotion executive. Agency, Man- 
ufacturers experience. Handle budget, 
plans, media, direct mail, consumer or 
trade promotion. Univ. grad. Age 34. Mar- 
ried. $8,000 to ,000. 
Box 3115, ADVERTISING AGE 

_200 E. Illinois St., Chicago 11, Il. 

CHICAGO ONLY— 

Creative layout and art direction—man 
with ideas and technique, seeks connec- 
tion with medium size agency. 

Box 3125, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

~ TALENTED ART DIRECTOR 

WANTS JOB WITH A FUTURE 
Now employed as art chief of big retail 
concern; wishes to make agency move 
where creative-critical ability is needed. 
Young, college-trained, 8 years of excel- 
lent experience as layout artist, 
man, production chief. If you’re going 
ng ae your right-hand man! Sal- 
ary 0} 

po ‘3126, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


idea | 
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POSITIONS WANTED | 
AVAILABLE NOW.... 
Woman's Unusual 
Advertising and Sales 
Experience 


8 years copy and contact on leading agen. 
cy’s national travel, financial and some 
general accounts. Just completed 5 years 
sales promotion throughout . S. and 
Canada. Fully acquainted with “grag 
roots” market. University education, wide 
experience in public speaking, dramatics, 
play writing and directing. 

Box 3120, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Young woman desires agency copywriter 
job. Writes selling commercial copy, va- 
riety and dramatic shows. Background of 
agency and freelance work. Best refer. 
ences. Will travel. Brochure available, 

Box 3108, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
AGENCY ART DIRECTOR desires posi- 
tion with medium to small agency that 
needs good layout and fresh ideas. Write 
for details. 

Box 3109, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
ORIENT 
Seasoned ad man, 37, teetotaler, 
seeks contact with agency or pub- 
lishers’ representatives in need of 
dependable man for middle or far 
eastern branch, prefbly India. 
Pre-war forgn experience. In 
comfortable rut as ad mgr of 
Calif punmention | since 1941, need 

change or go nuts 
Box 3110, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
GIRL FRIDAY 
To busy adv. executive. Wishes change. 
Capably handles millions of promotional 
details, including production, presenta- 
tion, copy, lunch dates, merchandising, 
travel, files, types and takes steno. Job 
must be interesting in addition to finan- 
cial attraction. Now employed. 
Box 3116, ADVERTISING AGE 
1l E. 47th 'st., New York 17, N. Y. 
Copy Writer—2 yrs sales prom; 2 yrs PR; 
3 yrs corresp, 1 as Chief. Age 32; educ NU. 
Box 3121, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
SPACE BUYER 
Experienced buying magazine, newspaper, 
trade papers and outdoor for some of 
largest national campaigns. Excellent ref- 
erences. College graduate, 33 yrs. old. 
Box 3123, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


(To manufacturers and sales organizations) 


READ THIS IF FOR 


ANY REASON YOU 


NEED SOUND ADVERTISING HELP 
RIGHT NOW BUT FIND THE COST 
FACTOR A STUMBLING BLOCK 


® We have aman who is not looking for a job or seek- 
ing immediate cash compensation. He is interested in 
the long pull, potential capital gains and sound, suc- 


cessful enterprise. 


This man has an acknowledged record of accom- 


plishment in advertising and merchandising foods, 


home appliances, drugs and automotive accessories. 


He has headed a national 


advertising agency. 


If you have this problem, and many do, a discus- 
sion could be mutually beneficial. Naturally all re- 
plies are confidential. Write to Box 7607, ADVER- 
TISING AGE, 200 East Illinois Street, Chicago. 


A NC thira Dimension Action Display 
on the Famous Atlantic City Boardwalk. 


Gretz a better BEER... 
».» for OUTDOOR ADVERTISING 


Mea: xwe// Ci a. Atantic a UiZ VS, 


REPRESENTATIVES AVAILABLE _ 
Estab. publication desiring space sales 
in Chicago area please write. Pub. Rep., 
well acquainted with good contacts has 
time available. 

Box 3122, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


MISCELLANEOUS 
FINE AGRICULTURAL ART 


Write for Folder of Stock Illustrations 
John Andrews 1504 Dodge, Omaha, Nebr. 
ROTARY PRESS PRINTING 
Beautiful newspaper and colored cir- 
cular printing. 32 page GOSS, complete 
mailing service, open press time. South- 
west Magazine Company, 715 Jones St., 

Fort Worth, Texas. 

COMMERCIAL ILLUSTRATOR 
With National reputation offering you 
direct personal service. Creates and fin- 
ishes advertising art. Jo Engle, 3638 N. 
Kimball Ave., Chicago 18, Ill. KE 9-3378 
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Labor Relations 
Much Improved, 
Dale Tells ANPA 


New YorK—Labor relations in 
the newspaper industry have im- 
proved “to a remarkable extent” 
in the last year, George N. Dale, 
chairman of the ANPA special 
standing committee, told the Amer- 


ANPA Convention 


ican Newspaper Publishers Asso- 
ciation convention here last week. 

He attributed this progress for 
the most part to the industry’s 
demonstration, most notably in 
Chicago, that it can continue in 
operation despite strikes of print- 
ers. 

“International Typographical 
Union strikes,” Dale declared in 
his annual report, “do not stop 
publication. They accentuate the 
ability of publishers to maintain 
publication. Those ITU strikes in- 
creasingly prove no loss for the 
public or the publishers, but a de- 
plorable loss for those local ITU 
groups that sever connection with 
newspapers while more than 25 
other unions maintain their news- 
paper contracts.” 


s The committee report includes 
a table showing a total of 45 news 
paper strikes now in progress, 
some of them dating back as far as 
1945. They involve 64 newspapers. 
Printers are out in 39 of the 45 
stoppages, ITU mailers in three, 
the American Newspaper Guild in 
one, and pressmen in two. 

A marked downward trend in 
wage increases is indicated in the 
committee’s monthly reports of 
contract settlements with mechan- 


CHICAGO EXECUTIVES NOTE: 
TEN YEARS RICH, DIVERSE EX- 
PERIENCE AVAILABLE AT $7500 


Amicable partnership dissolution places sea- 
soned top g t | at liberty. 
Seasoned family man of 30; capable and am- 
bitious; personable and well groomed; avail- 
able for permanent placement in Sales and/or 
Sales Management. Successful as high-level in- 
dustrial salesman and small ($200,000) business 
partner; prepared to furnish top references. 
Liberal arts college background—Sigma Chi 
fraternity, combat armored officer with su- 
perior efficiency rating. A brief note will bring 
me to your office. 


Box 7604, ADVERTISING AGE 
200 E. Illinois St. Chicago II, Ill. 


PUBLICATION 
WANTED 
An experienced and established publish- 
er's representative seeks to represent one 
more good, non-competitive, general or 
trade publication in the CHICAGO market 
area, including [Illinois and adjoining 
States. Headquarters in Chicago and Mil- 


waukee. 
me | a competent assistant, thoroughly 
trained, to take over present publications 
and give assistance when required. Pres- 
ent arrangements will make ible al- 
most full time personal attention to one 
more good publication. 
Have wide acquaintance among industries, 
sales and advertising personnel, advertis- 
ing agencies, etc.; and a long and suc- 
cessful sales record. Write Box 7605, 
ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


SELLING EXECUTIVE — Leading 
creative merchandising and promo- 
tional service organization has op- 
portunity for experienced man, age 
30 to 40, capable functioning as ex- 
ecutive assistant to general manager. 
Supply complete outline of qualifica- 
tions and business experience. Excel- 
lent salary; wonderful opportunity. 


Box 7606, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


ical unions. Comparison of the 
first monthly report (April, 1949) 
with the latest (March, 1950) is 
tabulated in the annual report: 


Weekly Percentage of Settlements 
Increase April, 1949 March, 1950 
None 0.0% 18.3% 
$2 or less 3.9 46.5 
$3 or less 5.2 76.1 
ver $5 63.2 14 


Despite the generally optimistic 
outlook, there are several “dis- 
tinctly unfavorable trends,” Dale 
reported. ““‘We must give more at- 
tention,” he declared, “to the 
wasteful extravagance some unions 
have imposed on newspapers. 


= “Newspaper economics demand 
a more realistic attitude by em- 
ploye representatives; ...it is high 
time to abandon the practice of 
granting increases merely because 
some other paper followed that 
course; a cooperative attitude by 


employe groups may not be ex- 
pected until publishers themselves 
understand the zenith level to 
which newspaper costs have soared 
in the last decade.” 

Overtime is still the industry’s 
greatest labor cost problem, Dale 
said. 


is GOING PLACES... 


SPACE is UP 
20% 


Why? Because when retailers 
react, advertisers are quick 


Cisco Plans Fall Campaign 


Cisco Inc., New York, manu- 
facturer of men’s clothing, will use 
national magazines, business 
papers, and direct mail for a fall 


campaign to push sales of men’s : 
paign to pus) . Editorially dedicated 


sportswear, mufflers, gloves, and| to act! 
a children’s line. Ray Austrian & to help 
retailers SELL 


Associates, New York, handles the 
account. i, 
COSMETICS & TOILETRIES 
Beer ig _ More Effective—because itis more SELl-ective 
1170 Broadway, New York 1, N.Y. * MU 3-8700 


One of the 10 HAIRE Merchandising Publications 


Baker Agency Gets Harrison 
Jim Baker Associates, Milwau- 
kee, has added Richard Harrison, 
formerly account executive with 
Cramer-Krasselt Co., to the ac- 


count staff. 


GARDEN CITY, KANSAS 


COBURN JONES 


“‘Kansas Farmer has helped sell profitable new 
farming methods in this territory — no wonder 
it sells brand names as well!" says Russell T. 
Tutt, President of the Garden City Chamber of 
Commerce. 


— 


R 
f 
7 
Z 


There are 1,247 loyal Kansas Farmer sub- 
scribers in this Garden City trade territory! 


Good Spot to Cultivate! 


‘Garden City has the biggest trade territory of any city 
in Kansas. For that reason, merchants in Garden City 
have an especially good chance to test what really sells 
in Kansas,” says Coburn Jones, Secretary-Manager of 
the Chamber of Commerce, Garden City, Kansas. 


Merchants know Kansas Farmer gives results. Here’s 
why: Kansas Farmer sticks to Kansas problems exclu- 
sively! Every story, every news item or homemaking 
hint, is tailored to Kansas needs. Farmers and home- 
makers know they can trust it...and trust the brands 
advertised in its pages. 


So when you're looking for a way to cover Kansas, 
remember the unequalled prestige of Kansas Farmer. 
You can count on an audience that is willing to listen... 
believe... and BUY! 


THE BUSINESS PAPER 
OF KANSAS FARMERS 


} 


Kansas Farmer, Editorial and Business 
Office, Topeka, Kansas. Published b 
Capper Publications, largest agricultura 
press in the world. 
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ANPA Mechanical Research Brings 
Many Problems Closer to Solution 


New York—Although the two 
concrete results of the American 
Newspaper Publishers Association 
mechanical research committee are 
so far limited to the development 
of an engraver’s magnifying glass 
and a dial micrometer for checking 
linotype slug heights, the com- 
mittee reported to the ANPA here 
last week that “productive work 
has taken place,” and “we are well 
along on many important mech- 
anical projects.” 

The committee, headed by Wil- 


BIDDLE CO. 


Advertising 


Bloomington, Ill. 
Moving to new quarters at 814 North 


Main St., same city, between April 15 | 
|the committee 


and May 1. 


liam Baumrucker Jr., New York 
Daily News, reported that two of 
the projects envisaged as quick- 
action problems—elimination of 
mat packing and the development 
of an automatic router—had turned 
out to be slower in development 


ANPA Convention 


and turned up several side prob- 
lems. 

The mats impregnated with 
plastic according to ANPA pro- 
cedure were tried in newspapers, 
with widely varying results, and 
methods of scorching as practised 
by various newspapers made a con- 
siderable difference. Methods of 
molding were also discovered to 
be important in the strength of a 
mat used without packing—and 
is now studying 
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molding by “several new tech- 
niques.” 


w Research indicates the com- 
mittee has found a molding blanket 
compound which will probably 
permit ordinary dry mats to pro- 
vide the high shrinkage needed by 
some newspapers; used with high 
shrinkage mats, much more shrink- 
age than is now possible may be 
obtained—with resultant savings 
in newsprint cost. 

Development of the router has 
been delayed because (a) the orig- 
inal device can be considerably 
simplified, and (b) it is thought 
desirable to delay working with 
potential manufacturers of the 
machine until adequate patent 
protection is available. 


# Also on the committee’s docket 
are: 

1. Direct plate printing: “Very 
important progress has been made” 
in speeding up the photoengrav- 
ing process which is necessary so 
that newspapers can use photo- 
composing machines and by-pass 
stereotype plates. During the year 
a tough resist (a substitute for 
cold top) was developed which 
permits engraving to be done at a 
rate of speed to permit prepara- 
tion of an entire engraving in five 
minutes. 

2. Printability: The Institute of 
Paper Chemistry is handling this 
job for ANPA under contract and 
indicates “an exciting new ap- 
proach.” 

3. Mechanical process control: 
Arthur D., Little Co., Cambridge, 
Mass., has completed a study and 
its report will shortly be ready 
for publishers. Baumrucker called 
it “one of the most important out- 
lines...ever made of what can 
be done with our newspaper mech- 
anical processes.” 


w 4. Research laboratory: The 
laboratory is now at work on 
optics, photoengraving, stereotyp- 
ing and related fields. Plans are 
made for expansion and inclusion 
of a narrow-width, full-scale web 
newspaper press. 

5. Web tension: A new project 
has been undertaken to experi- 
ment on a new theory of handling 
a web of newsprint between the 
roll and the first impression print- 
ing couple. 

6. New molding techniques: Ex- 
periments on a new method of 
molding “bid fair to eliminate 
most of the variables which have 
plagued stereotypers and... caused 
uncontrollable inaccuracies...” 

7. Technical services: The bul- 
letins and complete analyses of 
research being carried on by other 
companies will be continued. 


# Similarly, Vernon R. Spitaleri, 
manager of ANPA’s mechanical 
department, reported that requests 
from members were higher than 
ever last year. 

He also announced that the 22nd 
annual mechanical cor.ference will 
be held in Buffalo June 12-14 at 
the Hotel Statler. : 

At the 1949 conference, pub- 
lishers were warned that news- 
print waste had been increasing 
ever since 1944. This year, Mr. 
Spitaleri said, the increase has 
been stemmed, and the general 
average in all classes has been de- 
creased by an average of 0.1075%, 
due in part to information devel- 
oped on improved methods and 
new equipment for handling news- 
print economically and without 
damage. 

He said a third report by the 
ANPA-Four A’s joint committee 
on newspaper printing, titled “Sug- 
gested Improvements for Hand- 
ling of Newspaper Advertising 
Printing Materials,” will be pre- 
sented at the mechanical con- 
ference in June. The committee 
hopes to publish in the fall a 
comprehensive report on color 
comic advertising reproduction, 
and a similar report on rotograv- 
ure is being prepared. 


YOU WEED RISK 


It's Smart to Switch to Calvert Reserve 


CALVERT’S SWITCH—Ads like this ap- 
pearing in Chicago newspapers heralded 
Calvert Distillers Corp.’s switch to heavy 
newspaper advertising stressing price. 


Foote, Cone Starts Move 
to New Headquarters 


The Chicago office of Foote, 
Cone & Belding has begun moving 
into the six-story building which 
the agency has leased and com- 
pletely remodeled at 155 E. Su- 
perior St., Chicago 11. All per- 
sonnel located in the Palmolive 
and Weathered buildings moved to 
the new quarters over the past 
weekend. This includes account 
representatives, art, copy, mer- 
chandising, production, radio and 
research departments. 

The accounting department and 
the media department, now located 
at 315 E. Grand Ave., will remain 
in their present location until June 
1, when all departments will be 
housed at 155 E. Superior St. 


NuTro to Go National 


The NuTro Corp., Englewood, 
N. J., manufacturer of NuTro per- 
manent anti-freeze, has appointed 
St. Georges & Keyes, New York, 
to handle its advertising. The com- 
pany, which has been distributing 
its product sectionally, plans na- 
tional distribution. An advertising 
schedule is being prepared which 
will include sectional outdoor dis- 
plays and radio spots in addition 
to automotive publications and a 
limited number of consumer mag- 
azines. 


Rice-O’Neill Advances 3 


Rice-O’Neill Shoe Co., St. Louis, 
has elected Frank S. Rice chair- 
man of the board. He is succeeded 
as president by Jim Jones Jr., for- 
mer executive vice-president and 
general manager. The latter post 
is now filled by F. Paul Roberts. 
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Chili Sauce Test 
Drive Successful, 
New Markets Added 


BALTIMORE—As a result of its 
successful introductory test drive 
in Indiana, Recipe Foods soon will 
break similar campaigns for Ben- 
nett’s chili sauce in the Detroit, 
Cincinnati and New England mar- 
kets, backed by a $250,000 budget. 

The Indiana promotion opened 
with full-page, editorial-style 
newspaper copy in Indianapolis. 
The drive continued with 800-line 
and 500-line copy boosting the 
“home made” flavor of Bennett’s. 

A “homey” approach is carried 
to the point of purchase via a 
rustic pine wood merchandise 
stand, and window streamers, dis- 
play cards and shelf strips featur- 
ing the same home made flavor 
idea. 


a The introductory drive, re- 
peated in all of the larger Indiana 
cities after the Indianapolis test, 
featured a special two-in-one of- 
fer. A specially designed, die-cut, 
carry-out carton offered two bot- 
tles of chili sauce for 29¢, a re- 
duced price. 

After about four weeks of the 
“twin-introductory” campaign, the 
regular single bottle was featured 
in ads, at the usual price, and in- 
sertions thereafter were devoted 
to reminder copy. 

The same plan will be used in 
entering the Detroit, Cincinnati 
and New England markets, with 
minor modifications. 

S. A. Levyne Co., Baltimore 
agency, directs the acount. 


Winter, Krieg and Bertoline 
Get Promotions in Sales 


Federal Tool Corp., Chicago, has 
appointed Richard A. Winter, for- 
merly assistant sales manager, as 
general sales manager to head 
sales and advertising. John C. 
Krieg, previously sales representa- 
tive for Ross Coles & Co., has suc- 
ceeded Mr. Winter as assistant 
sales manager. 

In the advertising specialty divi- 
sion, Clement Bertoline Jr., last 
with Winchester Repeating Arms 
Co., has become sales manager. 


Pepperell Names Poisson 


Pepperell Mfg. Co., Boston, cot- 
ton and rayon textile manufac- 
turer, has appointed Robert A. 
Poisson, formerly in charge of fin- 
ishing sales, as merchandise man- 
ager of domestic lines, 
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1945 
$6,159,000 
Tampa $ 5,302,000 
St. Petersburg 10,972,000 
Total $16,274,000 


New York Chicago 


ST. PETERSBURG, FLORIDA 


The Sunshine City 


80% INCREASE IN THREE YEARS 


Tampoa-St. Petersburg Drug Sales 


The Evening Independent serves a drug market of $5,595,720, 
which is greater than the total drug sales of Tampa! 


Che Evening Independent 


The Sunshine Newspaper 
ST. PETERSBURG’S FAMILY NEWSPAPER 


Represented Nationally by 
DeLISSER, INC. 
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1948 
$10,972,000 


St. Petersburg’s Share 


64% 
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TWO COLORS—Cole of California and its 

agency, Foote, Cone & Belding, claim 

this two-color magazine ad (the girl at 

left is in b&w, the one at right a shade 

of purple) achieves a new dimension for 
color advertising. 


Cole’s Magazine 
Ads Make New Use 
of Second Color 


Los ANGELES—Utilizing what it 
believes to be a new color tech- 
nique, Cole of California this year 
is running its entire magazine 
schedule in two colors at approx- 
imately the same cost as last 
year when its campaign consisted 
mostly of b&w ads with occasional 
use of four-color pages. 

Cole compresses promotion for 
the extremely short season for 
swim suit and beach wear into the 
months of April, May and June. 
During this period four full-page 
ads will run in Harper’s Bazaar, 
Mademoiselle and Vogue. Life will 
carry five half-pages and Holiday 
four half-pages. 

The chief characteristic of Cole’s 
use of two colors is the treatment 
of the second color as a true mono- 
chrome. In each case the second 
color provides an illustration in it- 
self to show added features of an 
ensemble, a feature of fit, or a 
different version of the item shown 
in black and white. The second 
color is also used to give emphasis 
to the signature cut. 


a Cole’s agency, Foote, Cone & 
Belding, says it feels that by treat- 
ing the second color in this man- 
ner, a new dimension is obtained, 
and greater flexibility for emphasis 
is derived. 

In further distinction of the dif- 
ference between Cole treatment 
and the conventional use of two 
colors, it is pointed out that nor- 
mally these uses are made of a 
second color—to provide a tint 
background, a fake of four colors, 
an over-all duotone, or simulation 
of realism by tinting the flesh of a 
model in an illustration. 


® It is felt all these methods leave 
something to be desired because 
they represent an attempt to make 
two colors do the work of four, 
which cannot be done, and is a 
distinct compromise with quality. 
By avoiding these standard pro- 
cedures, it is believed there is no 
loss of quality, the over-all effect 
is cleaner, sharper and carries 
greater impact. 

Although it is hard to make a 
direct comparison, production costs 
are approximately 10% to 15% less 
than last year with the same sched- 
ule. 


Harrison Appoints Mathes 


A. S. Harrison Co., South Nor- 
walk, Conn., has named J. M. 
Mathes Inc., New York, to handle 
its advertising. Newspapers, radio 
and television will be used in 
Spring and fall campaigns for 
Preen, cleaning and polishing wax. 


Beier Joins Berger Agency 
Joel Beier, previously with Peck 
Advertising Agency, has joined Al- 
fred Paul Berger Co., New York, 
production manager. 


Many Auto Dealers 
Feel Forced to Buy 
Excess Advertising 


WASHINGTON—Exactly half of 
the nation’s automobile dealers 
feel that they have been influenced 
to buy an excess of advertising 
programs, according to a recent 
survey made by the National Au- 
tomobile Dealers Association’s in- 
dustry relations committee. 

When asked if they had been in- 
fluenced to purchase an excess of 
other items, the 14,000 dealers par- 
ticipating in the survey answered 
as follows: cars—13.6% replied in 
the affirmative; trucks—25.2%; 
parts—19%, and accessories—31%. 


s In answer to the question “do 
you feel that you should include 
in your delivery price the adver- 
tising charge made by your manu- 
facturer?” 90.8% replied “yes.” 
Other questions revealed that most 
dealers (83.2%) feel that they are 
not adequately compensated by 


the factory for additional work re- 
quired to prepare cars for de- 
livery. 

Over 40% of the dealers re- 
ported that new cars of the make 
they sell were being bootlegged in 
their area, and 84.3% of those re- 
porting this condition said that 
their factory was taking no steps 
to correct it. 


Sterling Names Booth 


Sterling Advertising Agency, 
New York, has chosen Arthur 
Booth, formerly advertising and 
sales promotion director of Morris 
W. Haft & Bros., to fill the newly 
created position of business man- 
ager. Mr. Booth will assume duties 
formerly assigned to Saul M. 
Brown, chairman of the board, who 
will concentrate on client activity. 


WPIX Revises Rates; 
Seeks Long-Term Clients 

Rate card No. 2 for WPIX, New 
York, leaves basic rates unchanged, 
but offers a revised frequency set- 
up, designed to attract sponsors on 
a long-term basis. Frequency dis- 
counts now are: 13 times, 24%%; 26 


times, 5%; 52 times, 10%; 104 
times, 124%2%, and 260 times, 20%. 

Under the old rates an advertiser 
who bought a one-minute spot six 
days a week for 52 weeks paid 
$46,800 annually; now such a cam- 
paign costs $37,440. 


Two Join Peterson & Kempner 

Bernard M. Hirsch has joined 
the art staff and John Hatch, for- 
merly with Lindsay Advertising 
Agency, New Haven, Conn., the 
copy staff of Peterson & Kemp- 
ner, New York. 


Biow Co. to New Office 

Biow Co., New York, has moved 
from 9 Rockefeller Plaza to the 
Crowell-Collier Bldg., 640 5th Ave. 


59 


Dow Advances Frisselle 

Parker Frisselle has been ap- 
pointed manager of market re- 
search of Dow Chemical Co., Mid- 
land, Mich. This work was former- 
ly conducted by the technical serv- 
ice and development group, a part 
of the sales department. Mr. Fris- 
selle formerly worked in techni- 
cal service and development. 
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THEIR LETTERHEAD 


CERTAINLY 


e/ 
FIRM LOOK CHEAP!” 


MAKES THiS 


Someone should tell 
them to change to 
Hammermill Bond— 


as we did! 


The vital first impression your letters and business printing make 
depends very largely on the paper you use. Ask your printer, a 
specialist in paper. He can tell you that both your typed and 
printed matter stand out with new sharpness, new impressiveness 


on Hammermill Bond’s firm, clear, snow-white surface. 


Prove it yourself—in your own office. Compare Hammermill 


Bond with the paper you are now using. 


if you need a printer who is ready 
and willing to supply your needs on 
Hammermill papers, 
Union by number and ask ‘Operator 
25” for the name of a member of 
the Hammermill Guild of Printers. 


call Western 


BOND 


"3 Companion papers for office use include Hammermill 
Mimeo-Bond and Hammermill Duplicator 


SEND FOR THE FREE WORKING KIT OF HAMMERMILL BOND 


A real “‘show-how” portfolio .. . actual printed specimens to help 
you design a letterhead to represent your firm properly .. . time- 
saving forms that cut down errors and waste...sample book of 
Hammermill Bond. Send coupon for your FREE kit now. 


Hammermill Paper Company, 


Name 


1459 East Lake Road, Erie, Pennsylvania 


Position, 


LOOK FOR THE WATERMARK ... IT 1S HAMMERMILL'S WORD OF HONOR TO THE PUBLIC 


(Please attach to, or write on, your business letterhead) 


I 
I 
Please send me—FREE—the Working Kit of Hammermill Bond. 
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How Industrial Ad Managers Should 


Handle Their Jobs Told by 4 of Them 


Newakk, N. J.—‘An advertising 
manager should be a connoisseur 
of creative ability and a craftsman 
in using it,” Elon Brown, advertis- 
ing manager of Rubberset Co., and 
winner of three panel awards of 
the National Industrial Adver- 
tisers Association, told members of 
the Industrial Marketers of New 
Jersey here. He spoke at a panel 
session on how successful adver- 
tising managers run their depart- 
ments. 

“An advertising manager doesn’t 
need to be a copy man or an art- 
ist,” Mr. Brown said, “but he must 
be able to recognize good copy and 
art work. Above all he must know 
what he wants and how to get it. 

“This doesn’t mean,” he em- 
phasized, “that an ad manager 
should cramp a creative man’s 
style by dictating methods. More 
good copy and art work have been 
ruined by ad managers and others 
trying to do a creative job by proxy 
than by anything else. 


sw “The key to success in running 
an advertising department is for 
the ad manager to know how to 
use the talent at his disposal and 
how to merchandise what the ad- 
vertising department creates. In 
other words, an advertising man- 
ager must be a connoisseur of 
creative ability, a craftsman in 
making use of it, and a salesman 
in merchandising it.” 

With S. E. Gold, sales and ad- 
vertising manager of Lignum-Vitae 
Products Corp., Jersey City, and 
a former president of the mar- 
keters group and of the Direct 
Mail Club of New York, as mod- 
erator, the panel of experts, in ad- 
dition to Mr. Brown, consisted of 
the following: 

Edward Salas, advertising man- 
ager, Nuodex Products Co., Eliz- 
abeth; Jacob H. Ruiter, advertis- 
ing manager, Allen B. DuMont 
Laboratories, Clifton; and Robert 
P. March, advertising manager, 


Worthington Pump & Machinery 
Corp., Harrison. 

Mr. Salas outlined the operations 
of his department. A distinctive 
feature is that it is responsible for 
the distribution of samples which 
it uses as a promotion tool. 


s Two outstanding points about 
DuMont’s industrial advertising 
department, which is concerned 
with technical instruments and 
electronic parts only, Mr. Ruiter 
said, are that the advertising man- 
ager sits in on all sales conferences, 
and that each division of the com- 
pany has its own advertising bud- 
get based on objectives for the 
year which the advertising de- 
partment helps to formulate. 

Worthington Pump & Machinery 
Corp. has 19 sales divisions, each 
of which requires specialized at- 
tention from the advertising de- 
partment, Mr. March said. The ad- 
vertising department tries to in- 
tegrate all of these specialized pro- 
grams, he said, within its allotted 
budget, which runs between $500,- 
000 and $750,000 annually. Pub- 
licity is a large part of the ad- 
vertising department’s work. Part 
of this consists in assisting engi- 
neers of the company to prepare 
technical articles for business 
papers. The company pays its engi- 
neers a bonus for articles pub- 
lished, but this does not come out 
of the ad budget. 


@ Each advertising problem is at- 
tacked first by means of a ques- 
tionnaire, Mr. March said. This 
forms the basis of discussion for 
key executives in the division and 
the advertising department. At this 
conference, plans are formulated, 
a specific program initiated and a 
budget allotment agreed upon. 
Then the company’s agency is 
called upon to prepare copy and 
art work. 

“The company’s advertising de- 
partment doesn’t do _ creative 
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COLOR INDUSTRIAL AD MOVIE—“’Radar of Selling,” the first new color documentary 
motion picture on industrial advertising, jointly produced by Putman Publishing Co. 
and the National Industrial Advertisers Association, will be premiered at the annual 
NIAA conference in Los Angeles, June 29-July 1. Shown here is the production setup 
in the studio and a scene from the movie. Script was written by Norman Wright, 
son of novelist Harold Bell Wright. Raphael G. Wolff Studios, Hollywood, which 
produced “Clean Waters,” voted the best industrial film of 1948, is producing the 
Putman-NIAA movie. 


work,” he said. “It operates as an 
administrative and service unit.” 

The group’s monthly award, 
which this month was for internal 
and external house organs, was 
given to Elliot Charlop, advertis- 
ing manager, S. Blickman Inc., 
Weehawken, for both types of 
publications. 


Agency Changes Name 


Harry W. Huntington & Asso- 
ciates, Providence, R. I., agency, 
has changed its name to Adver- 
tising Associates Inc. The agency 
is moving to larger quarters at 447 
Westminster St., Providence. Harry 
W. Huntington is president and 
and treasurer of the new corpora- 
tion. Gertrude Lovett is vice-pres- 
ident, and Louis Jackvony, secre- 
tary. 


Hal Babbitt Named V. P. 


Hal Babbitt, director of public 
relations of Kaiser-Frazer Corp., 
Willow Run, Mich., has been 
named a vice-president of the 
company. He joined Kaiser-Frazer 


:|in 1946 as assistant to the director 


of public relations and was named 
director the following year. Mr. 
Babbitt has been with various Kai- 
ser companies since 1937. 


Aqua-Mite Plans Campaign 


Aqua-Mite Filter Co., Chicago, 
will launch a national campaign 
this month for Aqua-Mite faucet 
filter. The campaign will start with 
an ad in the May 6 Saturday Eve- 
ning Post. This will be followed by 


*|ads in home service, science and 


photographic publications. The 
agency is MacDonald-Cook Co., 
Chicago. 


Anderson Agency Moves 

Anderson, Davis & Platte, New 
York, has moved from 50 Rocke- 
feller Plaza to 488 Madison Ave. 
The move was made on the agen- 
cy’s 21st birthday. 


Rosenberg Names Pinsker 

Casper Pinsker Jr., formerly of 
Pinsker Advertising Agency, has 
been named vice-president of Ar- 
thur Rosenberg Co., New York 
agency. 


Further Tariff Cut 
Dangerous, Timken 
Head Tells Workers 


Canton, O.—Further lowering of 
this country’s tariff wall will seri- 
ously affect American industrial 
operations and employment, W. E. 
Umstattd, president of Timken 
Roller Bearing Co. here, told em- 
ployes at the company’s third an- 
nual open forum meeting. 

One effect of lower tariffs, he 
said, would be an increase in im- 
ports of foreign-made bearings, 
which would mean less employ- 
ment at Timken. Tariffs already 
have been reduced some 60% since 
1935, he pointed out. 


@ In answer to questions concern- 
ing the new $4,000,000 bearing 
plant Timken will build at Bucy- 
rus, O., A. M. Donze, vice-presi- 
dent in charge of manufacturing, 
said that company executives had 
decided to build there because it 
is closer to the Detroit market and 
has a more plentiful labor supply, 
and also because no land remains 
for expansion in Canton. 

Two meetings were held in or- 
der to accommodate workers from 
all shifts. Purpose of the meetings 
is to give employes an opportunity 
to question the directors concern- 
ing problems affecting them and 
the company. Attendance is volun- 
tary. 


Appoints Rolley & Reynolds 


French-Wolf Paint Products Co., 
Philadelphia, manufacturer of 
French-Wolf paints and paint 
products and the Lucky Strike de- 
partment store paint line, has 
placed its advertising with Rol- 
ley & Reynolds, Philadelphia. Con- 
sumer and trade publications and 
direct mail will be used. 


Tompkins Advanced to A. M. 
John E. Tompkins has been ad- 
vanced from assistant advertising 
manager to advertising manager 
of the Bulletin, Edmonton, Alta. 
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Food Makers Tie in 
with Father's Day 


New YorK—The Father’s Day 
Council, this year for the first 
time, will have an official tie-in 
with the food industry in its pro- 
gram. 

Under the chairmanship of Clay. 
ton Kentnor of General Foods’ 
Igleheart Brothers division, the 
council’s food division will plug 
a Dads’ Day Dinner idea, with 
particular emphasis on baked 
goods. 

Both the manufacturing and re- 
tail branches of the industry are 
participating, including General 
Foods, Procter & Gamble (Crisco), 
Standard Brands (Fleischmann’s 
Yeast division), Kroger Co., Grand 
Union stores, A&P, and the Asso- 
ciated Retail Bakers of America. 


a General Foods has prepared a 
set of posters for retail stores, pro- 
moting its various baking products 
—Baker’s chocolate and coconut, 
Swans Down flour and cake mixes 
—and pitched on the theme; “Make 
dad king for a day (June 18).” GF 
also is providing blank posters to 
be filled in by grocers, and is of- 
fering to print special poster dis- 
plays for retail organizations re- 
quiring 25 or more copies. 

Standard Brands is distributing 
the Father’s Day Council’s poster, 
which this year coincidentally 
shows a little girl presenting a 
cake to her dad. The company is 
also merchandising the campaign 
through its field offices and pub- 
licizing it in baking trade papers. 

As in the past, the council is al- 
so promoting the event in 35 other 
industries, such as jewelry, books, 
accessories, candy, hats, toiletries, 
etc. 


Plan National Directory 
of Television Business 


A professional directory of local 
and national television program- 
ming, to be published semi-an- 
nually as “National Television Di- 
rectory,” has been announced for 
initial publication Sept. 1. The book 
will list and classify writers, pro- 
ducers, directors, program man- 
agers, sales managers, managers, 
talent, designers, technical direc- 
tors, publicists, agents, film direc- 
tors, free lancers, and agency TV 
directors. 

The book will also list individu- 
als by staff affiliation, geographic 
location and the programs with 
which they have been associated. 
Stations, packagers, unions, or- 
ganizations and program reviewers 
will also be shown. John E. Naylor 
Jr. is publisher of the volume, 
and Ted. O. Materna is editor. Of- 
fices are at 20 E. Jackson Blvd., 
Chicago. 


Evry Agency Changes Name 


Hal Evry, Advertising, has 
changed its name to Executive Co. 
and moved its offices to 684 S. 
Lafayette Park Pl., Los Angeles. 
Hal Evry continues as vice-pres- 
ident and general adviser. Dan 
Jacomini, with the agency for the 
past five years, has been appointed 
copy chief. 


Totten to Move Offices 


James H. Totten, publishers’ 
representative, on May 1 is moving 
back to 6 N. Michigan Ave., Chi- 
cago. He was formerly in that 
building for nine years. 
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Earnings of 
Advertisers 


Earnings in 1949 of the nation’s 
steel companies fell only 2.3% be- 
low the 1948 level, despite the steel 
strike that crippled most of the 
industry last fall, according to a 
financial analysis of the steel in- 
dustry presented in the current 
issue of Iron Age. 

Net income of the 26 steel com- 
panies with 92% of the industry’s 
ingot capacity for 1949 was $510,- 
240,409 as compared with $522,- 
471,317 in 1948, the national metal- 
working weekly reports. Net sales 
and operating revenue totaled 
$7,134,776,400 as against $7,861,- 
587,539 for 1948. Net income, the 
magazine says, as a percentage of 
sales was 7.2% for 1949, and 6.7% 
for 1948, an increase of 7.5%. 

The top three steel companies 
rated in order of reported 1949 
profits are: U. S. Steel Corp. with 
$165,908,829, up 28% over 1948; 
Bethlehem Steel Corp., with $99,- 
283,539, up 9.9%; and Republic 
ny Corp., with $46,142,323, down 
0.6%. 


e Gamble-Skogmo Inc. had net 
sales of $123,778,454 last year, 
down from 1948 sales of $152,371,- 
416. A net loss of $287,176 was 
recorded, compared with net earn- 
ings of $3,788,566 in 1948. Two 
reasons given for the decline were 
inventory reductions and repay- 
ment of bank loans. 


e Pitney-Bowes Inc. sales reached 
a record high of $18,466,654 last 
year, up from 1948’s previous high 
of $16,011,895. Net earnings were 
$1,717,062, or $1.69 a share, com- 
pared with a 1948 net of $1,547,- 
025, or $1.54 a share. 


e Glenn L. Martin Co. showed a 
profit in 1949 of $5,131,000, equal 
to $4.52 per share, compared with 
a net loss of $16,711,000, equal to 
$14.73 per share, in 1948. Sales 
for last year, however, dropped to 
$52,055,000 from 1948’s total of 
$72,686,000. Sales last year were 
almost wholly on military con- 
tracts with the U. S. 


@ Philco Corp. sales in 1949 totaled 
$214,884,000, compared with $275,- 
424,000 in 1948. Earnings for the 
year totaled $5,692,000 and were 
equal, after preferred dividends, to 
$3.17 a share. In 1948 earnings 
— $10,532,000, or $6.32 per 
share. 


e Hoffman Radio Corp. reported 
consolidated sales in 1949 of $11,- 
987,650, an increase of 134% over 
the 1948 volume of $5,112,889. Net 
earnings for the year were $1,276,- 
036, equal to $5 per share of com- 
mon stock, compared with a net of 
$223,619, or 86¢ a share in 1948. 


¢ McLellan Stores Co. net earn- 
ings for the year ended Jan. 31, 
1950, amounted to $2,534,988, equal 
to $2.98 per share of common stock, 
compared with earnings of $3,063,- 
784 or $3.60 per share in 1948. 
Total sales for the year dropped to 
$54,486,167 from 1948’s total of 
$55,526,785. 


e Felt & Tarrant Mfg. Co. net pro- 
fit for 1949 was $280,780, or 52¢ 
per share, on sales of $7,683,827, 
as against $3.93 per share on sales 
of $12,423,752 in 1948. Dividends 
of $1 per share were paid in 1949 
epered with $3 per share in 


® Stone Container Corp. net pro- 
fits for 1949 were $1,137,512, com- 
pared with $1,135,899 for the pre- 
vious year. Profits amounted to 
$1.62 per share of common stock 
and permitted dividends during 
the year of 80¢ per share. Net sales 
for the year were $1 1,356,902, 
+ gud with $11,678,695 for 


@ Speed Queen Corp. reported net 
farnings for 1949 of $1,056,577 
compared with a net of $1,643,153 
in 1948. Earnings were equal to 
62 2 share of common stock in 


|1949 and $5.85 a share the pre- 
vious year. 


e Montgomery Ward & Co. net 
earnings for the year ended Jan. 
31, 1950, were $47,787,898, equal to 
$7.13 a share after deducting divi- 
dends paid on Class A stock. Com- 
parable earnings for the previous 
year were $68,232,076, or $10.28 
per share. Net sales of $1,084,436,- 
000 for the year were $127,520,- 
000 lower than sales for 1948. 


e American Airlines Inc. earned 
a net profit of $6,511,000 in 1949, 
compared with a net loss of $2,- 
894,000 in 1948. Income last year 
totaled $103,206,000, as against 
$89,286,000 the previous year. 


e Anchor Hocking Glass Corp. 
and subsidiaries reported net earn- 
ings in 1949 of $4,404,832, equal to 
$5.78 a share of common stock, on 
sales of $70,551,108. This compares 
with a net of $3,326,154, equal to 
$4.26 a share, on sales of $65,951,- 
805 in 1948. 


e Dravo Corp. and subsidiaries’ 
net income for 1949 amounted to 
$2,998,084, or $5.88 a share of com- 


mon stock, compared with a 1948 
net of $4,195,825, equal to $8.28 a 
common share. Consolidated bill- 
ings for the year were $49,737,894, 
XY. a the 1948 total of $61,- 


Motorola Appoints Two 


Howard C. Handwerg has been 
named national merchandising 
manager of the auto radio division 
of Motorola Inc., Chicago. He 
joined the company in 1941. J. 
Benton Minnick has been ap- 
pointed national merchandising 
manager for television. He was 
formerly merchandise manager for 
the company, serving as a field 
specialist in television and super- 
vising the development of new 
markets. Both are newly created 
positions. 


Long Agency Appoints Kumler 


Robert L. Kumler, formerly with 
Howard Swink Advertising Agency, 
Marion, O., has been named to the 
newly created position of creative 
director of W. H. Long Inc., York, 
Pa. He will head the combined art, 
photography and production de- 
partments. 


Globe Bottling to Use TV 

Globe Bottling Co., Los Angeles, 
has signed to sponsor the Friday 
telecast of the Monday through 
Friday “Hollywood Road to 
Fame” show on KTSL, Los An- 
geles. This is the first use of tele- 
vision by the bottling company. TV 
promotion will be backed by news- 
papers, outdoor posters and point 
of sale material. Brisacher, Wheel- 
er & Staff, Los Angeles, is the 
agency. 


Easterling Names Emrick 

John H. Emrick has been named 
sales manager of Easterling Co., 
distributor of sterling silverware 
by direct retail sales. Jack Luhn, 
president of the company, has been 
acting sales manager for the past 
year. 
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Joins Magazine Ad Bureau 

Seventeen, published by Tri- 
angle Publications, New York, has 
become a member of the Magazine 
Advertising Bureau. 


Vinegar Group to Sills 
Cider Vinegar Institute has ap- 
pointed Theodore R. Sills & Co., 


Chicago, as its public relations 
counsellor. 
When you Remember 
need WM. F. RUPERT 
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How Ad Divisions Aid P&G Brand 
Men; How Their Agencies Work 


Part 2 of the Inside 
Story of Procter & Gamble 
Advertising Operations 


By JOHN CRICHTON 


Cincinnati—Advertising in 
Procter & Gamble Co. is an in- 
tegrated, organized operation. In 
the first instalment of this series, 
ADVERTISING AGE described the 
work, training and selection of the 
brand man. But the brand man is 
only a part of the P&G promotional 
setup. 

Ali around him in the department 
are the sections upon which he 
can draw. A description of these 
foliows: 


MEDIA 

If advertising men were asked to 
nominate an advertiser who knows 
most about media buying, P&G 
would probably win hands down. 
The constant search for new and 
better ways to apply advertising 
pressure is illustrated by the sec- 
tion which each year okays more 
direct advertising expenditure than 
does any other in the country. 

The Media Section approves all 
media used. In general, says A. N. 
Halverstadt, manager of the Ra- 
dio and Media Division, the agency 
is really responsible for media se- 
lection, and this is P&G’s invar- 
iable answer to the media sales- 
men who call on the Cincinnati 
colossus. 

However, P&G’s section ques- 
tions media decisions wherever 
the question is warranted. Agencies 
are asked why and how they ar- 
rived at the media decisions. The 
department does independent eval- 
uation, independent research (by 
asking the P&G Market Research 
Department to do it) and fre- 
quently is researching and study- 
ing the same problem as its agency. 
Sometimes agency and client ar- 
rive at the same decision; some- 
times they do not. 


gs When they don’t, P&G agencies 
are not supposed to take the cli- 
ent’s findings meekly. “They don’t 
hesitate to argue,” Mr. Halver- 
stadt says. “They stand up for 
their viewpoints.” If, following this 
double-check, the agency’s reason- 
ing stands up, then the decision 
is made. “We usually follow the 
agency’s recommendations,” Mr. 
Halverstadt told AA. 

In P&G, along with a restless and 
troubled search for more knowl- 
edge about advertising, there is 
a surprising humility about what 
is unknown to the company. Hal- 
verstadt summed up what other 
advertising executives told AA 
when he said, ‘We know lots about 
soap, but not all about the adver- 
tising business, by a jug-full.” 

Halverstadt and D. P. Smelser, 
head of Market Research, agree 
that, while the company is con- 
stantly at work on media evalua- 
tion and media testing, the results 
are not too significant, largely be- 
cause of variables. These include 
different combinations of media, 
the sectional problems of soap mar- 
keting (e.g., the difference be- 
tween hard and soft water areas), 
and others. 


gw The Media Section tries to act 
as a spur to agencies, giving them 
new slants, and tries to avoid sit- 
ting back and criticizing. It tries 
to keep scrupulously current of 
new developments in the media 
field; it tries to stimulate media 
research along worth while lines; 
and it keeps a weather eye out for 
trends. 

If magazines’ methods of se- 
curing circulation are changing 

nidlv. it is the job of the Media 


Section tu keep informed on the 
situation. If radio rates in some 
markets or in some time segments 
seem out of line, the Media Section 
is concerned, and moves quickly 
to demonstrate its concern to the 
agencies and to try to dig up other 
ways of covering those markets. 

Within the Media Section is a 
radio and TV section which con- 
centrates on time-buying; other 
segments of the Media Section are 
devoted to publication advertising, 
movies, outdoor and “even sky- 
writing.” 


a In addition, the Media Section 
has the job of coordinating the 
flow of advertising, maintaining 
cycles, getting maximum discounts, 
achieving separation . . . keeping 
solid radio blocks but keeping a 
commercial for Oxydol away from 
a chainbreak for Duz. And this 
separation problem is equally seri- 
ous in magazines, where a single 
issue may carry seven or eight 
P&G campaigns. 

The Media Section is responsible 
for much shuffling of commit- 
ments, and inter-brand selling. It 
may “sell”? Duz on spots, or closing 


radio pioneers as the Sisters of 
the Skillet and Emily Post, who 
pitched genteelly for Camay. 

By 1931, P&G was in nighttime 
radio with the Mills Bros., Stoop- 
nagle & Bud and an hour of B.A. 
Rolfe’s dance music. 


s In the summer of 1927, Oxydol 
was detached from Blackman and 
given to Erwin, Wasey & Co. 
Wasey produced a strip called the 
“Puddle Family” on WLW. It was 
unsatisfactory to the client. 

In 1932 Oxydol went to Black- 
ett-Sample-Hummert, where Larry 
Milligan dreamed up “Ma Perkins,” 
which is generally believed in the 
radio business to have been largely 
based on Milligan’s mother. As 
“Oxydol’s Own Ma Perkins,” 
the show hit NBC’s Red network in 
December, 1933. Its basic format 
has never been changed, Oxydol 
is still the brand, and it has a 
brand identification as high as 
96%. 

The show was the forerunner of 
many to come: “Vic & Sade,” 
widely acclaimed as a classic, went 
on in 1934 and did handsomely 
until the war; “Pepper Young’s 
Family” came in 1936; “The Guid- 
ing Light” and “Road of Life” 


| | came later, as did “Right to Hap- 


Not in the advertising department, but 

closely related to it, are D. P. Smelser 

(left), director of market research, and 

William G. Werner, manager of P&G's 
public relations division. 


commercials, with Camay. The in- 
tricate network of interlacing 
brands comes to a head on day- 
time radio, and the parceling of 
opening and closing commercials 
on established shows to other 
brands, and particularly new 
brands in the markets in which 
they are being' introduced, is all 
Media’s responsibility. 


a For instance, an agency may 
well propose that its brand will 
sponsor one and one-half daytime 
shows. It’s then up to the Media 
Section, if possible, to find which 
P&G product will buy the half- 
show. 

For this reason, the Media De- 
partment maintains separate staffs 
for daytime radio and nighttime 
and television. 

P&G studies its problems, and 
tries to work out feasible time ar- 
rangements. Research indicated, 
long before the time was available, 
the desirability of nighttime strips 
(P&G now has three—Lowell 
Thomas, Beulah and the Oxydol 
show). 


RADIO 


Because of its extensive use of 
radio, P&G has, also under Hal- 
verstadt, a large section which at- 
tends to radio and TV program- 
ming and talent, consisting of men 
who concentrate on the separate 
fields of daytime, nighttime, radio 
and television. Almost without ex- 
ception these are men who, prior to 
joining P&G, made their living in 
the radio field. 


s P&G first got into radio in 1923, 
with a brace of home economists 
trying out radio recipes over 
WEAF, New York. Six years later 
it was sponsoring a five-day strip 
called “Mrs. Blake’s radio column,” 
with “Mrs. Blake’—a Blackman 
copywriter—presiding over five 
acts a week, which included such 


4 


D Frade, 


‘|serials from their authors, 


piness” and “Rosemary.” 


mw By the late 30s P&G was the 
king of daytime radio. It bought 
and 
owns them outright. This substan- 


 ltial stake in these properties was 


one of the factors leading to the 
establishment of P&G Productions. 
Another factor was the need for 
having people with title and au- 
thority to deal with talent and 
package problems without dis- 
turbing the upper executive eche- 
lon of the company. 

Although it became the primary 
exponent of daytime radio, and 
“soap opera” became a native id- 
iom, P&G has consistently been 
willing to experiment. It tried 
a personal column of the air for 
Chipso, sponsored “The Gospel 
Singer” for Ivory Flakes, dipped 
successfully into audience partic- 
ipation with Ralph Edwards, buys 
guts and gore melodrama for Lava, 
and an interview show (Welcome 
Travelers). 

It has had its share of busts in 
radio, and rejected some topnotch 
shows when they were offered, in- 
cluding Godfrey. 


es But radio has been good to P&G; 
in combination with newspaper- 
distributed magazines and supple- 
ments it proved to be the correct 
medium for moving many of P&G’s 
products into the economic strata 
where P&G wanted them to go, and 
the best guess is that—for many 
years to come—daytime radio will 
remain one of the company’s basic 
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other division heads and H. 


selecting the agency. 


first requisite. 


be fixed.” 


with a fine-tooth comb. It 


pany.” 

(Ed. Note: Sounds simple. 
an advertiser P&G has been 
only three agencies.) 


What P&G Looks for in New Agencies 


Procter & Gamble has been the top U. S. advertiser for 
a decade. In that time many agencies, either in person or 
by mail, have tried to join the P&G family. 

P&G is seldom in the market for a new agency. When 
it is, the preliminary screening is done by W. J. Batterberry, 
head of the Copy Section. Later the agency will meet with 


vice-president. If the agency is being chosen for a new 
brand, the brand man who will handle it will be a factor in 


The most impressive thing to P&G in an agency selec- 
tion, Batterberry says, is “evidence of strong management 
to be placed against P&G business.” Work currently being 
done by the agency for clients, or done in the past, is 
important, he concedes, but strong management is the 


On this theory, P&G doesn’t go through a new agency 


strong leader and a sound business man... the type of man 
you’d hire as a president or general manager of a com- 


J. Morgens, the department’s 


Agencies vary in strength from department to depart- 
ment, as P&G knows; therefore, “if we can see strong man- 
agement heading up P&G business, then we know that if 
there are some soft spots, so far as P&G is concerned, they’ll 


looks for management... “a 


But in more than 50 years as 
forced to sever relations with 


media. 

Despite its nighttime radio suc- 
cess, P&G’s selling philosophy tends 
away from the half-hour weekly. 
It likes to line its prospects up day 
after day. 

The Radio Section of the depart- 
ment works on about the same 
basis with agencies as do other 
sections. It feels that agency radio 
departments are responsible for 
show selection and recommenda- 
tion, although several successful 
shows have come to P&G directly. 

P&G is a large and successful 
user of spot, but the vast majority 
of its use comes as cut-ins on P&G 
programs, where the cutting-in 
brand has paid the sponsoring 
brand for the time. 


COPY 


Until 1940, Procter & Gamble 
had always handled its copy inside 
the brand group. In that year it 
was decided that the department 
needed a copy section, and that 
the Brand Promotion Division 
would concentrate on the business 
side of the advertising. 

P&G expected, by the change, to 
give copy more complete attention, 
and to free the brand group from 
the continual problem of super- 
vising the physical advertising. It 
has worked out well. 


e As in other sections, Copy em- 
phasizes that it depends on the ad- 
vertising agencies for creative im- 
petus. The agency is the creator; 
Copy makes certain the writers 
have the facts about the product 
and the market, and bring to bear 
on a given problem the experience 


NAME 
PROCTER & COLLIER CO. 


ADVERTISING, INC.) 
ERWIN, WASEY & CO. 
PEDLAR & RYAN 
H. W. KASTOR & SONS 


DANCER-FITZGERALD-SAMPLE) 
BIOW COMPANY, INC. 
BENTON & BOWLES, INC. 


YOUNG & RUBICAM 
LEO BURNETT 


Record of Advertising Agencies 
Retained by Procter & Gamble 


BLACKMAN COMPANY (BECAME COMPTON 


BLACKETT-SAMPLE-HUMMERT (BECAME 


KASTOR, FARRELL, CHESLEY & CLIFFORD, INC. 


DATES 

1900 to 1921 
1922 to date 
1927 to 1930 . 
1927 to date 
1930 to date 
1932 to date 
1941 to date 
1941 to date 
1943 to 1946 
1949 to date 


1949 to date 


acquired on other company brands, 

A primary function of the Copy 
Section, in exercising this dollars- 
and-cents view, is to make sure the 
individual ads stick to the copy 
platform on which the agency and 
the company have previously 
agreed. Before going into a copy 
meeting, the copy supervisors of 
P&G usually brief themselves by 
re-reading the platform, making 
sure it’s fresh in their mind. And 
the first, primary test of copy is: 
“Ts it on the beam? Does it con- 
a to the pattern laid out for 
4 hed 

If P&G thinks the ads wander 
away from the planned approach, 
the ads are laid aside until it is 
determined whether or not the 
time has come to question the plan. 

The copy platform is hammerea 
out well in advance, with the 
agency, Copy, the brand group and 
Media (where, for instance, radio 
is involved) all sitting in. After the 
platform is set, and the approach 
outlined, the brand man is gen- 
erally inclined to leave the execu- 
— in the hands of the Copy Sec- 
ion. 


s The Copy Section works closely 
with agencies on copy ideas and 
on copy research. Here again P&G 
is interested in improving adver- 
tising efficiency, in reducing waste. 
P&G is continually testing copy 
(see RESEARCH), and is concerned 
about better understanding of its 
advertising. The same prodding, 
probing activity which is charac- 
teristic of the department is ex- 
tended into copy. 

Two P&G men have taken the 
Flesch course, and the company 
has financed independent experi- 
mentation in the field of under- 
standing, always aiming at the 
goal of more efficient advertising. 


m When a copy problem arises, 
P&G men first ask Dr. D. P. 
Smelser, head of Market Research, 
“Can it be ‘researched’?” If Re- 


search thinks it can turn up some- 
thing worth while, the project goe: 
ahead—with the brand concerned 
paying the freight—and the cop 
supervisor rides herd on the proj 
ect until the results are in. Th 
results, incidentally, are returned 
as results; the interpretation 6 
what they mean is left to the ad 
vertising department. 

The Copy Section handles a t 
rific physical volume: every aé 
every commercial, is routed to the 
Legal Section where it is ca 
fully checked for accuracy. 
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claim is passed unless the copy 
man can produce factual support 
for it and the Legal Section agrees 
its wording is not misleading. If 
it passes this careful scrutiny, the 
copy man determines whether the 
advertising is in line with the plan- 
ning and returns the material 
to the agency with his comments 
or approval, a carbon going to the 
section head and the associate 
brand manager. 


THE ART SECTION 


The P&G Art Section has prob- 
ably designed more grocery store 
packages than any other similar 
unit in the country. 

Not only all of P&G’s well- 
known consumer brands, but also 
hundreds if not thousands of 
wrappers and cartons for many 
private brands, hotel-soap wrap- 
pers, etc., owe their design to this 
small group. 

Confronted with the need for a 
package design for a new product, 
or for an improvement in the de- 
signing of a going brand, the Art 
Section sits with the brand man, 
and the agency account man and 
art director, to set the objectives 
and to map out a blueprint of the 
requirements. 


s From then on Art goes to work 
to develop a design which it rec- 
ommends, and three or four others 
which it thinks suitable. These are 
discussed with the agency, the 
brand man, the heads of the Brand 
Promotion Division and the Sales 
Department until a package is 
ready for final recommendation to 
the Administrative Committee. 

In some cases the Art Section 
will work with an outside con- 
sultant (Donald Deskey is now re- 
tained). In these cases the opera- 


? tion is much the same, with the 


consultant doing the major part 
of the development work, and the 
Art Section and the agency crea- 
tive people throwing in ideas and 
passing on the final recommenda- 
tion. 


a The desire to improve the de- 
sign of a package may come from 
any one of several sources. The 
brand man, working in the grocery 
store, may feel that his package no 
longer pops off the shelf the way 
it should. The Sales Department 
may feel that the product’s dis- 
play value could be improved, or 
may find that in a jumble dis- 
play certain design weaknesses 
show up. Product changes, or ma- 
jor copy shifts, may start the 
wheels turning. All package 
changes, however, are cleared with 
the Administrative Committee. 
P&G requires that its packages 
have high display value, interest 
and “intrigue.” They must show 
what the product is and must 
reach for the housewife’s attention 
as she enters the store. At the same 
time, costs are ever present in the 
thinking of the Art Section. One- 
tenth of a cent may not seem like 
much, but on a high volume soap 
product it can make a difference 
of more than $100,000 a year. Any- 
thing which increases the cost of 


) the materials, the packing on the 


assembly line, or the freight in 
shipping the product to its outlets 
is carefully scrutinized. 


® One other requirement is held 
very high: the package must help 
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TIDE (BENTON & BOWLES) 
CRISCO (CCMPTON ADVERT:SING) 
CAMAY SOAP (PEDLAR & RYAN) 
IVORY SOAP, DUZ 

(COMPTON ADVERTISING) 


DUZ (COMPTON ADVERTISING) 


IVORY, CRISCO, DUZ 
(COMPTON ADVERTISING) 


CRISCO (COMPTON ADVERTISING) 


" IVORY SOAP, SPIC AND SPAN 


(COMPTON ADVERTISING) 


DUZ (COMPTON ADVERTISING) 


LAVA SOAP (THE BIOW CO.) 


TIDE (BENTON & BOWLES) 


Procter & Gamble Radio Shows 


NBC 
TIDE, SPIC & SPAN (THE BIOW COMPANY) 


DREFT (DANCER-FITZGERALD-SAMPLE) 


NBC TELEVISION 


CBS 


DREFT (DANCER-FITZGERALD-SAMPLE) 


IVORY FLAKES (COMPTON ADVERTISING) 
IVORY SNOW (BENTON & BOWLES) 
IVORY SOAP (COMPTON ADVERTISING) 


OXYDOL (DANCER-FITZGERALD-SAMPLE 


WELCOME TRAVELERS 
LIFE CAN BE BEAUTIFUL 
ROAD OF LIFE 

PEPPER YOUNG'S FAMILY 


RIGHT TO HAPPINESS 

LORENZO JONES 

TRUTH OR CONSE- 
QUENCES 


P&G FIRESIDE THEATER 


YOUNG DR. MALONE 
BEULAH 


BIG SISTER 

GUIDING LIGHT 

BRIGHTER DAY 

ROSEMARY 

LOWELL THOMAS PRO- 
GRAM 

F. B. 1. IN PEACE & WAR 

MA PERKINS & 

THE OXYDOL SHOW 

PERRY MASON & 

RED SKELTON SHOW 


deliver satisfaction to the user. 
Directions for usage must be clear, 
the package must be easy to open 
and to use, and it must stand up 
under the rough-and-tumble treat- 
ment often given it in the laundry 
or the kitchen. 

Ever present in the Procter & 
Gamble thinking is the fact that 
the most valuable customer is the 
one who uses the product repeat- 
edly, and through continued re- 
search among users the Advertis- 
ing Department is constantly try- 
ing to find ways in which the pack- 
age can make the product serve 
better in the home. 


s The turning out of display ma- 
terial is another important func- 
tion of the Art Section. This ma- 
terial must be simple, clear and 
highly visible. P&G never permits 
itself to forget that its store dis- 
play material is in hot competition 
with a steady stream of posters, 
cards and banners from scores of 
other advertisers. 

The company looks to Art also 


for the preparation and produc- 
tion of leaflets, pamphlets, book- 
lets and other direct-to-consumer 
material. 

All layouts for print advertise- 
ments are routed to Art by Copy. 
The Art Section is in on all major 
discussion of print ads with the 
agency, and works closely with 
the Copy Section on matters in- 
volving the approval of artwork 
and layout, and direct with the 
agency on production problems. 


MARKET RESEARCH 


The Market Research chief of 
P&G, whose department is com- 
pletely independent of the Adver- 
tising Department but is of indis- 
pensable service to it, is D. P. 
Smelser, who pioneered in many 
techniques of advertising research. 

He joined P&G in 1926 to work 
on economic research, but quickly 
discovered the need for marketing 
research. A pleasant and plain- 
spoken man, Dr. Smelser is in- 
clined to view advertising research 
skeptically, but the brand men 


MORE FURNITURE BUYERS 
SEE YOUR ADVERTISING 
WHEN IT APPEARS IN 

THE NATION’S LEADING 
HOME GOODS MAGAZINE 


(Write for your copy of “Execu- 
tive Reading Habits and Pref- 
erences in the Home Goods In- 
dustry” by Dr. Albert Haring, 
Indiana University.) 


=< . 
Your most productive advertising medium because it is ss 
influential with the executives.who buy forthe Furniture and Home 
Furnishings stores that:'do°85.4% of the total industry volume. 


think he does a wonderful job for 
them. 

The department does a consid- 
erable amount of copy-testing, 
although Dr. Smelser thinks it is 
properly the function of the agency 
—and where he thinks the agency 
does an acceptable job of copy test- 
ing, P&G doesn’t do it. The de- 
partment has no set pattern for 
agency relationship, works with 
each agency individually. 


ws The P&G Market Research De- 
partment, however, does all pre- 
mium testing, and pre-tests all 
contest offers. From its experi- 
ments, it has a pretty clear idea 
of what kind of premiums are at- 
tractive to what kind of buyers, 
and its contest work also em- 
braces testing the makeup of prizes 
(for instance, whether a contest 
offering a $50,000 prize or five 
$10,000 prizes would be more ef- 
fective). 

When Smelser started asking 
questions in 1926, no one knew the 
answers. He has kept on asking, 
not letting the fact that at first 
he had had no previous experience 
in market research hamper him. 
The budget and payroll of his de- 
partment have grown steadily. 


s Smelser vehemently denies that 
he once showed a WLW sales- 
man exactly what his station’s 
coverage pattern was (it consid- 
erably exceeded that claimed by 
the station), but P&G pioneered in 
mapping radio coverage. Smelser’s 
technique sounds simple (now): 
on a Ma Perkins seed offer, he 
broke down the returns by county 
by station, plotted the results 
against the radio homes figures of 
Census. 

From this he drew coverage fig- 
ures, and cost data on returns per 
thousand. He also devised the tech- 
nique of having the listeners send 
in returns to the station, so that the 
company could get an idea of 
which outlet the listeners were 
tuned to. 

Smelser says flatly that the most 
important research his depart- 
ment does is product research 
with consumers. He thinks “the 
best advertising in the world won’t 
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make a successful sale if the prod- 
uct isn’t tops.” 


e His department is constantly 
testing housewife reaction to prod- 
ucts, and many a P&G advertising 
theme has turned up after a study 
of housewives’ candid comments. 

The department, incidentally, 
operates on a strict service basis. 
It is requested to do research on 
particular problems, and it feeds 
back its results in plain form, for 
analysis elsewhere in the company. 

But Procter & Gamble, which is 
choosey about the outside research 
services it buys (it is a longtime 
Nielsen subscriber), feels its ad- 
vertising research demonstrates 
much which makes advertising 
more effective. 


e Even Dr. Smelser, with a re- 
search man’s customary caution, 
grudgingly says, “In general, we’ve 
been able to tell as a whole that 
our advertising has been effective.” 
On the other hand, he snaps that 
“if anyone talks about a particular 
ad, or series or theme—it’s foolish!” 

In the early ’30s, a switch in 
media brought Ivory into many 
Class C homes which had never 
had it, although the product and 
the selling effort remained the 
same. There, Smelser concedes, an 
advertising decision was responsi- 
ble—“our advertising was obvi- 
ously effective.” 

Product improvement has as- 
sisted many a campaign, he main- 
tains, asserting that “too much 
chatter” is made about particular 
ads and campaigns. “Careful anal- 
ysis might find other factors, too,” 
he insists. 


THE MERCHANDISING 
DIVISION 


In terms of manpower, Mer- 
chandising is the largest of the 
four divisions of the P&G Ad De- 
partment. Headed by C. C. Uhling, 
once a district sales manager for 
the company, it includes the many 
crews handling door-to-door cou- 
poning and sampling as well as a 
group of men responsible for mul- 
tiple-brand store promotions, a 
section responsible for the testing 


JAHN & OLLIER ENGRAVING COMPANY... 
now inaugurates night service . . . in EVERY depart- 
ment...a new, fast schedule designed to give speed 
with the customary high standards of quality . . . it’s 


"Jahn and Ollier again.” 


JAHN & OLLIER 


ENGRAVING COMPANY 


817 West Washington Blvd. - 


Chicago 7, Illinois 


MOnroe 6-7080 


Chicago's largest fine 


photoengraving plant 
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and selection of premiums, men 
handling the ordering and shipping 
of display material, and the office 
manager’s unit. 

On the Field Advertising Sec- 
tion falls the tremendous job of 
coordinating into a practical plan 
the sampling and couponing wants 
of all the company’s brands. The 
brand man, together with the Sales 
Department, decides where he 
would like to have his samples or 
coupons delivered; in addition to 
advising on the offer to be made, 
the Field Section fits together into 
a workable program the often con- 
flicting orders of the various 
brands, many of them directly 
competitive with each other, and 
handles the hiring and supervising 
of the crews who do the distribu- 
ting. 


ws The whole program is highly 
integrated with the sales opera- 
tion, to make sure that sufficient 
stock of the right brands is in the 
stores when coupons in a given 


If you have 


ideas... Read 


COSMOPOLITAN 


If you're selling people 
“with ideas... 
BUY COSMOPOLITAN 


America’s Most Exciting Magazine 


P&G Agencies 
and Their Brands 


COMPTON ADVERTISING 
Ivory Soap 
Ivory Flakes 


DANCER-FITZGERALD-SAMPLE 
Oxydol 
Dreft 
Shasta 
Wondra 


PEDLAR & RYAN 
Camay 


BENTON & BOWLES 
Ivory Snow 
Tide 
Prell 


BIOW COMPANY 
Lava 
Spic and Span 
Joy 
Lilt 


H. W. KASTOR & SONS 


American Family Flakes 
American Family Soap 


YOUNG & RUBICAM 
Cheer (All-purpose de- 
tergent unveiled late in 
April) 


LEO BURNETT COMPANY* 


*Preliminary work on as yet un- 
announced products has been as- 
signed to this agency. 


area start rolling in for redemp- 
tion. 

When several brands combine 
their efforts in a single promotion 
—such as P&G’s spring house- 
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FRESH FRUIT AND — 
_ VEGETABLE INDUSTRY 


BUYS: 


TRACTORS 

CHEMICALS 
CONVEYORS 
PACKAGING 

RAILROAD FREIGHTING 
TRUCKING 


® \\\ TELEPHONE SERVICE 
0 |) orice equipment 
PACKING HOUSE SUPPLIES 
S HARVESTING MACHINERY 
CARS AND TRUCKS... 
e@ e AND ca 


Sell it with THE PACKER, weekly newspaper of the 
industry since 1893. Produce,—one of the few remaining Big 
Businesses where the owner does the actual buying. And the owners 


—commercial growers, shippers, 


brokers, or receivers—read THE 


Packer. The average subscriber has read it 16 years! Tue PAcKER 


has a 57 man s 


in 47 produce centers to provide its readers with 


all the up-to-the-minute fresh fruit and vegetable news. They de- 
pend on it for vital trade information. Years of “Produce Offerings” 


* handle 85% to 99% 


advertising by the trade have made it a buying guide. Packer ad- 
vertising reaches the buyers, the 16,000 men who 


of the fruit and vegetable volume. 


The full story of this fascinating, fast moving business is in your 
PACKER media file. Send for it. 


THE PACKER 


SECOND AND DELAWARE STREETS * KANSAS CITY 4. MISSOURI 


cleaning promotion in 1949—a sec- 
tion known as Group Products 
takes over. One of P&G’s agencies 
is selected for the job, and with 
them Group Products develops the 
plan and pushes it through to its 
finale. 

This section is responsible also 
for working out with the Sales 
Department display policies af- 
fecting all brands, promotion 
schedules, and participation in 
such events as grocery conven- 
tions. 


@ Several years ago Ivory soap 
ran a mail-in offering a bath brush 
for 50¢ and two Ivory wrappers. 
In that one promotion, more bath 
brushes were sold than had been 
produced by the entire brush in- 
dustry.in the preceding year. (In- 
cidentally, the annual volume of 
the bath brush business has re- 
mained at a higher level ever 
since.) 

The job of turning up such pre- 
mium items—and of handling the 
resulting requests from consumers 
—rests in the Merchandising Sec- 
tion. Their objective is to have on 
hand at all times an assortment of 
tested items that the brand man 
can turn to when searching for a 
hot store promotion built around 
a premium. 

The Merchandising Section also 
watches the handling of contest 
mail, making certain that every 
entry is delivered to the judges 
(P&G invariably hires an inde- 
pendent firm for the judging) and 
takes care of the awarding of 
prizes. 

(Next week: How P&G takes a 
new product to market; how sales- 
men are kept abreast of new pro- 
motions; arrangements for display; 
how the drug division operates.) 


Men’s Fashion Show 
Series Started by 
‘Sports Afield’ 


Cuicaco—Sports Afield put on 
the first of a series of men’s fash- 
ion shows at Mandel Bros. depart- 
ment store here, designed to pro- 
mote “ensemble” selling of sports 
clothes. 

Purpose of the promotion is to 
get sales people not to sell just a 
sports shirt or riding boots, but 
the entire outfit for fishing, hunt- 
ing, riding, etc. 

The first show in the series 
featured hunting clothes, and sev- 
eral hunting dogs were exhibited. 
Subsequent shows will feature 
fishing, upland game and big game 
outfits. 


Battelle Promotes Two 


Dr. R. M. Schaffert, who organ- 
ized and supervised the graphic 
arts research division at Battelle 
Memorial Institute, Columbus, O., 
has been appointed research con- 
sultant on the institute staff. Wil- 
liam T. Reid, a member of the su- 
pervisory staff at Battelle, has 
taken over Dr. Schaffert’s duties as 
supervisor and manager of the 
graphic arts research division. 


RCA Launches Contest 


The RCA Tube Department, 
Harrison, N. J., has launched a 
nationwide contest for radio bat- 
tery dealers and distributor sales- 
men, offering $10,000 in prizes. 
The “Get the Facts” contest has 
been designed to acquaint radio 
dealers with the facts on RCA ra- 
dio batteries and how they can 
profit from such sales. 


Broadcasters Increase Space 

The Southern California Broad- 
caster Association on May 1 will 
move to expanded offices in the 
same building, 6253 Hollywood 
Blvd., Hollywood, changing from 
Room 301 to Room 329. 


Appoints Bothwell Agency 


W. Earl Bothwell Inc., Pitts- 
burgh, has been retained to handle 
the advertising of Allegheny Steel 


|Band Co., Pittsburgh. 


ae, 
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The Corner has long had an 


and, in either case, says it as 


great ale.” 


Corner. 
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™ ont Corting’s 
Red Cap Ale that you won't tind in 


Whe Creative Mans Corner 


advertising that either says nothing, or says nothing new; 


The Carling’s ale ad is a good example of an ad that says 
nothing. Indeed, the whole Carling’s series has been an out- 
standing example of how to say nothing in four colors. This 
particular ad, however, is a classic in the series. “Character,” 
says the copy, “is the thing to look for in a friend—or in a 
glass of ale. And Carling’s” it continues, “has a character 
all its own—a clear, bright flavor that makes it America’s 


Know what Carling’s tastes like now? Neither does The 


aversion to tired advertising— 


uninspiringly as possible. 


in copy that really got across 
they want so badly to sell. 


So maybe you’d like to picture your feet in Johnsonians— 
for style, for comfort, for wear. “Put your feet in Johnson- 
ians,” admonishes the copy. “You’ll find comfort from the 
very first step...the last word in styling in every pair... 
plus careful crafting of fine leathers for longer wear.” 

Heard those words before? So has The Corner. 

There are times when The Corner wonders why such high 
salaries are paid for such apparently little effort as this. 
This is tired writing. This is uninspired writing. This is 
writing that says nothing, tells nothing, accomplishes nothing. 

There are also times when The Corner wonders why ad- 
vertisers do not hire themselves a good editor. Unable to 
recognize a good or a bad piece of writing themselves, they 
could certainly pay the cost of the editor many times over— 


4 PRODUCT OF RBNQTEOTT JOUNSOS 
Sei oe See OS 


the story behind the product 


WBEN Shitts Thompson, Kelly 


C. Robert Thompson, station 
manager of WBEN, Buffalo, has 
been appointed general manager. 
Frank W. Kelly, who has been as- 
sistant station manager in charge 
of sales, has been made manager of 
WBEN and will be in direct charge 
of operation of the station. 


Gets Hosiery Account . 

Broomfield-Podm ore-Burnside, 
Trenton, N. J., has been appointed 
to handle the advertising of Cres- 


sida Hosiery Co., New York. 


Two Appoint Humphrey 


H. B. Humphrey Co., New York, 
has been retained by Executive 
Books to handle its advertising. 
Newspapers, magazines, radio and 
television will be used. Children’s 
Record Guild also has named 
Humphrey. Radio and television 
will be used. 


Snider Fuel Names Dowd 


Snider Fuel Corp., importer of 
anthracite from Wales, has placed 
its advertising with John C. Dowd 
Inc., Boston. 
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Coyers an industry that is 


making its own brilliant 


future through research. 
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Weekly Papers 
Need Promotional 
Unity: DePierro 


New YorK—A. C. DePierro 
urged weekly newspapers to adopt 
unity of promotion, and said “once 
weekly newspapers have been 
tried, the results will speak for 
themselves and benefit all weekly 
newspaper publishers.” 

Mr. DePierro, who is president 
of the Media Men’s Association of 
New York and media director of 
Geyer, Newell & Ganger, spoke at 
the spring conference of Greater 
Weeklies Associates here. 

He pointed out that, while 
weekly newspapers increased cir- 
culation 46.1% from 1940 to 1949 
(while dailies’ circulation rose 
28.5% and family population 19%), 
weeklies raised their advertising 
only 33.3%, compared with a 
134.6% increase in ads for dailies. 


a “Weekly newspapers, a market 
representing 42% of our people 
with circulation one-fourth that of 
daily newspapers, is getting less 
than 24%% of the national ad- 
vertising enjoyed by daily news- 
papers,” Mr. DePierro pointed out. 

He said weekly publishers face 
a problem similar to that of the 
outdoor poster_plants some years 


ago. 

“Individually,” he explained, 
“they could do little to promote 
their medium. Collectively they 
have achieved singleness of pur- 
pose in promotional impact which 
has achieved remarkable results.” 
Weeklies should promote on two 
bases—“the importance of your 
market and the economy of your 
medium on a result basis, not a 
milline basis.” 


a Weekly newspapers, said Mar- 
ion Harper Jr., president of Mc- 
Cann-Erickson, face greater com- 
petition than ever, and their 
claims of greater readership and 
reader interest per advertising dol- 
lar must continually be docu- 
mented, 

The medium, Mr. Harper added, 
has competitive advantages in so- 
liciting idea advertising, but here, 
too, he cautioned, “it won’t fall in 
sag laps. It will have to be fought 
or.” 


will be accepted. 


2. It must contain market facts. Booklets or brochures which 
contain media data only will not be listed. 

3. It must be available for distribution to advertisers and 
agencies, preferably without charge. If there is a charge, or 
other conditions are attached to its distribution, this should be 


clearly stated. 


Wanted: Current, Up-to-Date 
Market Data for AA Readers 


The third annual Market Data Section of ApvEeRTIsSING AGE 
will appear in the May 29 issue. The idea is to bring together, 
in one place, all possible market data issued by advertising 
media, trade associations, and others. 

The data will be described briefly, and classified by type of 
market or geographic area, thus providing a comprehensive index 
of all available market data in all fields. 

Last year, approximately 800 separate pieces of market data 
were listed in the section, and readers of ADVERTISING AGE sent 
in requests for almost 22,000 individual pieces. 

Advertising media, associations, trade groups and others are 
invited to submit market studies or compilations for inclusion 
in this master list. There is no charge for such listings, but the 
material must measure up to the following standards: 

1. It must be current. Nothing published prior to June, 1949, 


4. It must be received prior to May 12, 1950. 

Actual copies of the material to be listed should be sent to 
Market Data Editor, ApverTisinc Ace, 200 E. Illinois St., Chicago 
11, with any necessary explanatory notes. 


Donald T. Forsythe, publisher of 
the Journal, Carthage, Ill., was re- 
elected president of the group. 
Hugh Murray of the Wave, Rock- 
away Beach, N. Y., was elected 
secretary, and Thomas Brown, 
Register, Red Bank, N. J., treas- 
urer, 


Co-op Newspaper Drive 
for TV Sets Gains Speed 

Dealer cooperative advertising 
in newspapers for television sets, 
in 34 major markets, increased 
8.3% in March over the preceding 
month, Media Records Inc., New 
York, reports. Gains were made in 
22 of the cities. Top markets for 
this type of promotion were New 
York, Los Angeles and Washing- 
ton. 

Cooperative ads for video re- 
ceivers in the 34 markets for the 
first three months of 1950 gained 
147% over the corresponding per- 
iod last year. 


Mendelsohn Opens Agency 

David J. Mendelsohn, formerly 
a sales representative with Fair- 
child Publications, has launched 
a new agency under his own name 
at 101 5th Ave., New York, to 
specialize in apparel and fabric 
promotion. Phil Perlman, pre- 
viously associate art director of 
Sterling Advertising Agency, has 
been named art director. 


Reelest Recorders 
Launched Nationally 


BRISTOL, VA.—Universal Moulded 
Products Corp.’s electronics divi- 
sion is introducing “Reelest,” a 
new valise-size tape recorder, na- 
tionally, following an early-April 
test campaign with half-pages in 
the Herald Tribune and Times in 
New York. 

Full pages in a number of trade 
publications, followed by space in 
magazines and newspapers along 
the East Coast and the Midwest, 
have begun to appear. 

The trade and consumer ads are 
being built around quotes from 
Paul Whiteman and Ted Malone, 
showing both radio personalities 
using the Reelest recorder. 

A. E. Aldridge Associates, Phila- 
delphia, is the agency. 


Appoints Grace Larsen 


General Service Publishing Co., 
New York, has appointed Grace 
Larsen, for 20 years with Lever 
Bros. in brand promotion, as di- 
rector of the company’s Home- 
makers’ Service Cooking Schools. 
Miss Larsen will be responsible for 
supervision of schools and will as- 
sist in their promotion and mer- 
chandising. 
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Hopalong Magazine Planned 

Hopalong Cassidy Enterprises, 
through Ted H. Factor Agency, 
Los Angeles, is planning a Hop- 
along Cassidy promotional mag- 
azine to aid retailers in integrating 
sales in one department known as 
the Hopalong Cassidy Hitching 
Post. More than 60 manufacturers 
are now using Cassidy’s name and 
likeness in the distribution of chil- 
dren’s apparel and toys. 


Industrial Editors Elect 

The Wisconsin Industrial Edi- 
tors’ Association has elected Paul 
Block, Line Material Co., Mil- 
waukee, president. Other officers 
are: Doris Fitting, Johnson Serv- 
ice Co., Milwaukee, vice-president; 
Robert Milligan, Cudahy Brothers, 
Cudahy, treasurer, and Shirley 
Lange, Milwaukee Solvay Coke Co., 
secretary. 
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SKF Promotes Strang 

Norman A. Strang, in charge of 
direct mail and catalog develop- 
ment of SKF Industries Inc., Phil- 
adelphia, has been appointed as- 
sistant advertising manager of the 
company. ; 


Changes to Whirlpool Corp. 
Nineteen Hundred Corp., St. Jo- 
seph, Mich., manufacturer of home 
laundry equipment, will change its 
name to Whirlpool Corp. on July 1. 


To a Madison Avenue Time Buyer 


with other things on his mind 


975 miles west of you on U. S. 30 


lies Towa. 
June? 


first time, said they looked like “green corduroy.” 


Have you ever seen Iowa corn fields in late 
A New Englander, enjoying the experience for the 


We, 


with a radio station to grind, prefer to think of them a 
short time later, when the green has turned into golden 
buying power. lowa’s corn yield is the highest of all states. 


Have you ever heard the cry “sue-ee-e” bring 
ham-on-the-hoof to feeding troughs? In Iowa hog-calling 
is a fine art, and its practitioners hang their masterpieces 
in ever growing bank accounts. Jowa produces more pork 
than any other state. 


Another sound that breaks the good 
clean air of Iowa is “here chick, chick, here chick.” It 
means spending money to most lowa farmwives. Poultry 
sums aren’t chicken feed, either. lowa is the highest egg- 
producing state in the Union; the value of its poultry 
exceeds that of any other state. 


But you haven’t time for more rural symphonies. 
Besides, agricultural lowa is only half the story. Industrial 
lowa accounts for almost half of the state’s $4 billion 
annual income of individuals. 


Bill Quarton (WMT’s g.m.) probably thinks 
this is already too long, but he’s mighty fond of facts so 
maybe he (and you) will hold still for a couple of dillys. 
Practically every day Eastern lowa’s WMT talks to an 
army of 192,620 families. Their per capita income in- 
creased last year more than that of any other state. They 
have money to spend for everything from toothpicks to 
Cadillacs. They constitute a market worth reaching—and 
WMT reaches ’em. 


Please ask the Katz man for additional data. 
5000 WATTS 600 KC 
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The republican spirit of the French people has 
heen again sigualized by their presentation to us 
of the most magnificent statue ancient or modern 
civilization bas ever seen, 


Liberty Enlightening the World 


is to be of bronze, and, when mounted upon its base 
and pedestal, will catch the breeze at the height of 
three hundred and twenty-nine feet! The head 
measures 14} feet; the index finger 8 feet, and the 
nose 34 feet. Twelve persons can sit within the 
torch, and forty persons within the head. 

This figure is to stand upon an island in the bay 


HARPER'S MAGAZINE 4DVERTISER. 


THE BARTHOLDI STATUE. 


upon the sea. Our citizens have been asked for 

250,000 to erect a fitting pedestal. Only $120,0v0 

have vet been raised. To stimulate subscriptions 
we made the following proposition : 


182 Fortow Srarer, 
New Yous, March 25th, 1884. 
How. Wa. M. Evanrs, 
Chairman of Pedestal Fund Committee : 
Sir,—So far as we know the largest single ub- 
scription for the Pedestal Fund ia e200. To pro- 
mote the good work, we tender you a miavtetins of 
teenty-five thousand dollars, provided that for 
period 0 one year you permit ua to place across the 
top of the pedestal the word ** Castoria.” Thu 
urt and science, the symbol of liberty to man, and of 
health to hia childr en, would be more clonely enshrined 
in the hearts of our people. 
Very respectfully, yours, 
Tus Centace Company, 


When about thirty years ago Dr. Pitcher, covered 
against dangerous narcotic medicines, discov 

the formula of vegetable Castoria, he 

scientific advance, which has been adopted by mill 
ions of mothers, ‘and by liberal physicians every- 
where. Castoria is not, as some suppose, @ secret 
remedy. It contains no morphine or other injurious 
ingredient, and is now as regularly prescribed as pare- 
goric and Castor oil once were. Mothers who thus 
loan money to the Goddess of Liberty will be re- 


of New York, and cast its # beacon Tight sisty miles 


ENLIGHTENMENT—In 1884 Centaur Co., 


warded by the ue enlorged petriotionn of their children. 


now Centaur-Caldwell Division of Sterling 


Drug, ran this ad in Harper's Magazine Advertiser to publicize its offer of $25,000 


to the pedestal fund for the privilege of 
Liberty's pedestal for the period of 


‘Harper's Magazine’ 
to Mark 100 Years 
with Special Issue 


New YorK—A century ago the 
House of Harper brought forth a 
new monthly magazine without ad- 
vertising and with editorial content 
that consisted largely of stories re- 
printed from English magazines. 
Last week Harper’s was getting 
ready to celebrate its anniversary 
with a centennial issue scheduled 
for October. 

The centennial issue will be a 
Harper giant, with 150 pages al- 


THE NEGRO 


MARKET IS 


TERRIFIC! 


15 million American Ne; ._— 
10 billion dollars a peer | f _ 


food, drinks, jewelry, other 
products to sell, reac this bie” buy ~~ 
public on the oa 2 

magazines. Interstate News- 


papers, my Fifth Pr ~ wa N. 23 can 


show yo ow advertising in these 
publications reap big markets and 
profits! Write us tod: 


jay. 

N OTE We now have facts compiled by the 

8 Research Co. of America on brand 

erences of Negroes from coast to coast. 
rite now for this free information, 


placing the word Castoria at the top of 
a year. The offer was not accepted. 


ready marked for editorial mate- 
rial and a similar amount of space 
earmarked for advertising. Har- 
per’s has boosted its regular rate 
of $1,000 a page b&w to $1,250 for 
the issue and will raise its circula- 
tion from 152,000 paid copies to 
200,000 for the issue. The closing 
date has been set for Aug. 15. 

Harper’s is basing its advertising 
appeal for the centennial issue 
on a booklet titled “Harper’s Next 
Hundred Years,” which emphasizes 
Harper’s circulation as coverage 
that reaches upper income and 
upper educational groups. 


s The issue will contain a pictori- 
al section reviewing early illustra- 
tions from Harper’s stories and 
ads that ran before the turn of the 
century. One of Harper’s special 
appeals to advertisers suggests the 
benefits of tie-ins with this section. 

The Harper Brothers—James, 
John, Joseph, and Fletcher— 
founded Harper's New Monthly 
Magazine in June, 1850, but soon 
enlarged their publishing efforts 
under the Harper name. 

Harper’s Weekly reached the 
newsstands in 1857. In 1913 it was 
sold to Norman Hapgood, who re- 
sold it to the Independent Co. Har- 
per’s later bought back the rights 
for the weekly, but never resumed 


A sey 


cliathiy AV senegie . 
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owning citizenry. 


A. B.C. 
CITY ZONE 


Only the Rockford Newspapers can 
cover this prosperous 13 county market 
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ordinary industrial development ...in a stable, home- 


In the Rockford Morning Star and Register-Republic 
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issue, (circulation: March average). 
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DO YOU REMEMBER—These full page ads from Harper's past 
show similarities and differences between the old and new from 
early advertising following the Civil War when the magazine 
first started to accept commercial copy. B. Kuppenheimer & Co. 
stressed wrinkle resisting qualities, a theme still used by modern 
clothing manufacturers, while Quaker Oats Co. used the head- 
line “It Puts Off Old Age” that would shock today’s Better 
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Commission. Royal 
in 1883 found laboratory tests and testi 


monials from doctors and analytical chemists effective in pushing 
sales. Cadillac, in the age of “get out and get under,” proudly 
and carefully claimed its cars would climb any “well-traveled 
J. B. Williams Co. had already invented the half. 


publication. 
Harper’s Bazaar, currently a 
Hearst property, was Harper’s 


Bazar (with one a) in 1867. It was 
not sold until 1913. Still another 
Harper publication titled Harper’s 
Young People appeared in 1879. 
It was later changed to The Round 
Table and discontinued in 1899. 


= Harper’s did not accept com- 
mercial copy until 1864; the mag- 
azine stopped taking advertise- 
ments in 1869, and didn’t offer to 
sell its space again until the late 
1870s. 

Harper's first editor was Henry 
J. Raymond, who later founded 
the New York Times. He was fol- 
lowed by Henry Mills Alden, who 
held the post of editor-in-chief for 
more than 50 years. 

Reviewing problems of journal- 
ism in outlining the function of an 
independent magazine at the Uni- 
versity of Missouri in 1945, Fred- 
erick Lewis Allen, Harper’s present 
editor, listed three dangers in 
maintaining Harper’s as an inde- 
pendent magazine: 


a “1. The first—and best known 
difficulty in magazine journalism— 
is the danger of stifling or perver- 
sion of the magazine’s function by 
the commercial pressure of adver- 
tisers. 

“2. The second difficulty which 
besets an independent magazine is 
government pressure. 

“3. Third and last source of 
danger to a magazine’s independ- 
ence might be described as pres- 
sure from the r2aders. Perhaps it 
might better be described as pres- 
sure from the editor’s own zeal 
for more circulation than their 
standards of thoroughness or of 
honesty or of impartiality will per- 
mit without compromise.” 


Bensinger Brothers Move Up 
R. F. Bensinger, president, has 


been elected chairman of the 


Lal 


board of Brunswick-Balke-Collen- 
der Co., Chicago, bowling and bil- 
liard equipment manufacturer. His 
brother, B. E. Bensinger II, for- 
merly executive vice-president, has 
been elected president. R. F. Ben- 
singer will continue as the chief 
administrative officer of the com- 
pany. 


Aldens Buys Adler-Gafiney 


Aldens Inc., Chicago, has pur- 
chased the Adler-Gaffney retail 


store in Frankfort, Ind. This is the 
bey store acquired by Aldens in 
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BofA Optimism and Success Stories 
Dominate ANPA Annual Convention 


— 


(Continued from Page 1) 

tion and how it has shared in the 
newspapers’ more recent linage 
successes, the bureau told of its 
work with such advertisers as 
yariety chain stores, Western Beet 
Sugar Producers Inc., Coca-Cola 
Co., Sinclair Refining Co. and Na- 
tional Biscuit Co. 

But while the advertising depart- 
ment was having its feast of jubila- 
tion, the front office, in other 
ANPA publishers’ sessions, took a 
sober look at some of the problems 
the industry faces. Mounting oper- 
ating costs and future supplies of 
newsprint got the most attention. 
In his opening address to the con- 
yention, ANPA President Edwin 
S. Friendly of the New York 
World-Telegram & Sun voiced the 
industry’s worries over newsprint. 


s “While the publishers of the 
U.S. and Canada had their needs 
fulfilled last year, there is increas- 
ing concern,” he said, “about sup- 
plying future needs.” He called at- 
tention to the newsprint report by 
Cranston Williams, general man- 
ager of ANPA, who said: 

“Supply of newsprint today just 
about equals a demand that is sup- 
pressed elsewhere than in the U.S. 
and Canada, either for economic 
or political reasons. A free world 
market for newsprint could not 
be supplied today.” 

At the same time, he added, 
there has ben little capacity ex- 
pansion in Canadian mills in re- 
cent years, and European produc- 
tion “has reached the maximum 
that its natural resources can sus- 
tain.” He saw an encouraging de- 
velopment, however, in the grow- 
ing interest in newsprint produc- 
tion in the United States. 


a Mr. Friendly, in his main ad- 
dress, called the publishers’ atten- 
tion to a number of other pressing 
problems, both within and with- 
out the industry, which he said 
they must concern themselves with. 
These included: 

1. Efforts to legislate advertis- 
ing prohibitions. “There have been 
consistent efforts made by Con- 
gress and state legislatures to pro- 
hibit or drastically regulate and 
restrict the advertising of various 
products. The ANPA has taken the 
position that it should be legal to 
advertise anything which it is legal 
to buy and sell.” 

2. Sex crimes. “Today the sex 
maniac is on a rampage...The 
newspapers of the nation have 
never been squeamish in reporting 
the news... They cannot afford to 
hedge in this grave matter. Let us 
back up tough legislation with 
forthright and courageous journal- 
ism.” + 

3. Responsibility of the press. 
“How can the American press 
sharpen its vigilance and close its 
ranks against the insidious forces 
working to stifle our function and 
undermine our democracy? We 
cannot afford to fail by settling 
for timeworn platitudes, mutual 
admiration and a false compla- 
cency. The new peaks in advertis- 
ing revenue and circulation may 
well crumble into quicksands of 
spiraling costs of operation and in- 
creasing government impingement 
on peoples and properties.” 


® But the main show belonged to 
the Bureau of Advertising. Done in 
radio style, with intense announ- 
cers alternating clipped sentences, 
the “documentary” was amateur- 
ish as a dramatic production (ra- 
dio’s segue, for instance, became 
“seque” in the working script), 
but as a story of professional 
achievement it was just what the 
customers wanted to hear. 

They were told that bureau work 


among chain store organizations, 
under the retail division director, 
Karl Moore, is developing new in- 
terest in the newspaper medium 
and in its advice—“let potential be 
your guide’”—in seasonal applica- 
tion of advertising pressure. 

Moore noted that newspaper 
linage used by some of the bigger 
chains climbed to new heights 
last year. F. W. Woolworth’s lin- 
age, he pointed out, went up to 10 
times what it was the previous 
year; S. S. Kresge Co.’s linage rose 
372%; S. H. Kress’s, 72%; Mc- 
Crory Stores’, 53%. 


= Robert T. Kesner, assistant ad- 
vertising director of the Coca-Cola 
Co., told the publishers that his 
company and its franchised bot- 
tlers will spend $3,000,000 for 
newspaper space in 1950. 

“We believe,” said Mr. Kesner, 
“that we in the Coca-Cola Co. 
have learned how to make the most 
effective use of newspaper adver- 
tising, and have some definite con- 
victions on the subject. We believe 
in frequency and continuity. We 
feel that the ideal campaign for 
any newspaper effort calls for a 
minimum of one ad a week, all 
year around. We also believe in 
using all daily newspapers pos- 
sible.” 


a James D. North, general man- 
ager of Western Beet Sugar Pro- 
ducers Inc., telling of the organi- 
zation’s institutional campaign, told 
how bureau studies of newspaper 
copy and readership led to a full- 
scale drive in that medium. 

The campaign began this year 
with a six-month appropriation of 
$186,000, he disclosed. For the sec- 
ond half, he added, the budget has 
been expanded to more than $300,- 
000, making a total of about 
$500,000 for the first year’s cam- 
paign. 

“We have elected to go into 
partnership with newspapers” in 
telling the people the story about 
beet sugar, which many believe, 
erroneously, is inferior to cane 
sugar, Mr. North said, adding: 
“We feel that our industry story 
is news, and people look for their 
news in newspapers.” 

Sylvester M. Morey, of Morey, 
Humm & Johnstone, told how his 
agency’s client, Sinclair Refining 
Co., shifted its media emphasis this 
year to newspapers, which pre- 
viously had been a poor second to 
radio. Initial results of the news- 
paper campaign, which started in 
mid-March, indicate great success, 
he reported (see Sinclair story on 
Page 70). 


a The bureau, which recently was 
incorporated, added five new men 
to its board of directors (formerly 
called the governing board). They 
are Clarence B. Hanson Jr., Bir- 
mingham News & Age-Herald; 
William Randolph Hearst Jr., New 
York Journal-American; J. Hale 
Steinman, Lancaster Newspapers, 
Lancaster, Pa.; Joyce A. Swan, 
Minneapolis Star-Tribune, and 
Walter W. White, Star, Lincoln, 
Neb. Twenty-three other directors 
are held over. 

All ANPA officers and outgoing 
directors were reelected. Mr. 
Friendly remains as_ president; 
Charles F, MacCahill of the Cleve- 
land News is vice-president; J. L. 
Stackhouse, Express, Easton, Pa., 
secretary, and W. L. Fanning, 
Westchester County Publishers, 
White Plains, N. Y., treasurer. 

Directors reelected for two-year 
terms are George C. Biggers, At- 
lanta Journal; J. D. Funk, Santa 
Monica Outlook; B. N. Honea, Fort 
Worth Star-Telegram; P. L. Jack- 
son, Journal, Portland, Ore.; and 


Richard W. Slocum, Philadelphia 
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BOND SELLERS—Radio and television cooperation for the Treasury’s Independence 

bond drive kick-off is being planned by (seated, left to right) David Levy, Young 

& Rubicam, New York; Elihu E. Harris, Treasury's director of advertising; and 

Cornwell Jackson, vice-president, J. Walter Thompson Co., Hollywood. Standing are 

Edmund J. Linehan, associate chief, and Nathan P. Colwell, chief of radio and 
television, Treasury Department. 


Bulletin. 

The other directors, whose terms 
continue for another year, are: 
Elbert Antrim, Chicago Tribune; 
William G. Chandler, Scripps- 
Howard Newspapers; JS Gray, 
News, Monroe, La.; David W. 
Howe, Free Press, Burlington, Vt.; 
and F. I. Ker, Spectator, Hamilton, 
Ont. 


a ANPA’s closed business session 
also passed a resolution raising the 
dues for members. The old sched- 
ule was graduated from $10 for 
each cent of the gross minimum 
national ad rate for papers with 
rates of 4¢ a line or less to $35 for 
those with rates of 8.1¢ or more. 

The new schedule raises these 
dues to $13.75 and $48.31, respec- 
tively, and those in between cor- 
respondingly. In addition, all mem- 
bers continue to pay $17 for each 
composing machine in the plant. 

The new plan, which goes into 
effect July 1, also raises minimum 
dues from $120 to $150 a year, and 
the maximum from $6,000 to $7,- 
500. 

The new dues structure does not 
represent additional assessment. It 
merely incorporates into the an- 
nual dues the 25% special charge 
levied for the last two years for 
support of the mechanical research 
program. In effect, the move gives 
formal recognition to the perma- 
nent status of the research effort, 
which costs about $200,000 a year. 

Since the 1949 convention, it 
was reported, 16 newspapers were 
elected to ANPA membership, 16 
resigned, two merged with others 
and two suspended publication. 

This resulted in a net loss of 
four members, to a present total 
of 778. Most of the changes in- 
volve small newspapers, but in- 
cluded in the lists are the New 
York Sun, which suspended last 
January, and the Sacramento Un- 
ion, which resigned its member- 
ship. 


SMALL DAILIES TOLD 
NOT TO RAISE PRICES 


New YorK—Costs of newspaper 
production were the major con- 
cern of the smaller dailies, which 
had two separate sessions here 
last week during the ANPA con- 
vention. 

William Dwight, Transcript-Tel- 
egram, Holyoke, Mass., chairman 
of the 10,000-50,000-' circulation 
group, reported the consensus of 
these publishers is that neither cir- 
culation nor advertising rates will 
stand much more hiking and that 
reduction of expenses is the only 
way to widen the spread between 
costs and revenues. 

Most newspapers now sell for 
5¢, he noted, and publishers will 
be very wary before going any 
higher. The West Coast’s experi- 
ence with 7¢ papers, Mr. Dwight 
added, has not convinced pub- 


lishers generally that the price is 


a good one. 


s As for advertising rates, they 
are pretty close to the “saturation 
point” on most smaller papers, 
he said. The meeting developed the 
fact that in the last year only 5% 
of papers in this class had raised 
their ad rates, while at the 1949 
meeting about 75% said they had 
put in increases in the previous 
year. 

Considerable discussion took 
place on mechanical improvements 
as an aid to cost-cutting. Several 
publishers reported great success 
with the Fairchild photoengraver, 
which they said not only reduces 
expenses for artwork, but also per- 
mits the use of more such material 
in the newspaper, and cuts labor 
time. 


s It was announced that the Dex- 
ter stuffing machine would in the 
near future be installed for tests 
at the Item, Port Chester, N. Y. 
The Dexter machine, which was 
developed with the cooperation of 
ANPA’s mechanical research com- 
mittee, is adjustable to handle sec- 
tions varying in thickness from 
four to 96 pages. It makes it pos- 
sible for a newspaper with small 
press capacity to print editions 
in sections which can be inter- 
laced or “stuffed” at a rate of 12,- 
000 an hour. 

Thus, it makes it unnecessary 
for a small paper to maintain 
standby presses for use on only 
one or two heavy advertising days. 
The machine is expected to have 
wide application also in metropoli- 
tan newspapers for stuffing Sun- 
day issues. 

If the Port Chester test is suc- 
cessful, the stuffer will go into 
production next fall, Cranston Wil- 
liams, ANPA general manager, 
said. 

Reporting to the smaller pub- 
lishers on television, Matthew G. 
Sullivan, circulation director of 
the Gannett Newspapers, said the 
medium has had little or no de- 
terring effect on newspaper cir- 
culations. 


NBP Names Speakers 

The spring meeting of National 
Business Publications will be held 
May 18 and 19 at White Sulphur 
Springs, W. Va. Speakers will in- 
clude Adin L. Davis, managing di- 
rector, Controlled Circulation Au- 
dit; W. C. Truppner, chief, busi- 
ness division, Bureau of the Cen- 
sus; and William A. Marsteller, 
vice-president, Rockwell Mfg. Co., 
Pittsburgh. 


P&T Reduces Prices 

Park & Tilford’s Kentucky Bred 
whisky prices will be reduced in 
New York, Connecticut and Cal- 
ifornia today (Mav 1). Prices will 
be reduced in other states as 
quickly as price-{filing systems per- 
mit and the reduction should be 
nationwide by July 1. In New York 
the fifth will now sell for $4.05 
(80¢ lower). 


67 


‘N. Y. Times’ Wins 
Ayer Cup 2nd Time 


PHILADELPHIA—The New York 
Times has been awarded the F. 
Wayland Ayer Cup for excellence 
in typography, makeup and press 
work in the 20th Annual Exhibi- 
tion of Newspaper Typography. 
The same paper also won the 1949 
trophy. 

The Times won out over more 
than 840 English-language dailies 
in the United States. The date 
of issue selected by lot was 
March 8. Judges met in the galler- 
ies of N. W. Ayer & Son on April 
25. Announcement was made on 
April 28. 

First honorable mention for 
newspapers of more than 50,000 
circulation went to the Christian 
Science Monitor. Second honorable 
mention was given to the New 
York Herald Tribune, which had 
won two cups in the past. Third 
honorable mention went to the 
Philadelphia Inquirer. 

In the 10,000 to 50,000 circulation 
classification, first honorable men- 
tion was given to the Times, Kings- 
port, Tenn.; second mention to the 
Telegraph, Macon, Ga., and third 
honorable mention to the News- 
Dispatch, Michigan City, Ind. 

In the class of less than 10,000 
circulation, first honorable men- 
tion went to the Beacon News, 
Paris, Ill.; second, News, Kingsport, 
Tenn., and third, Evening Tele- 
graph, Dixon, II1. 

The Los Angeles Mirror was 
given honorable mention for tab- 
loids regardless of circulation. 


a Judges were Raymond Loewy, 
industrial designer; E. McKnight 
Kauffer, artist, and Frank M. Sher- 
man, executive director of the In- 
ternational Typographic Composi- 
tion Association. Balanced makeup 
and harmony among type styles 
were the important factors in se- 
lecting winners, the judges said. 

H. A. Batten, president of Ayer, 
who has attended all 20 exhibi- 
tions, commented: “Over the years 
I have noted a tremendous im- 
provement in the quality of ty- 
pography and makeup. 

“Progress has been steady, and 
this year’s entries show a definite 
lead over those of 1949. The fact 
that nearly half of the English- 
language dailies in the country 
entered the exhibition indicates 
the keen interest of their publish- 
ers and editors in providing better 
newspapers each year to the pub- 
lic.” 


Distributors Vote 


Development Fund 


WASHINGTON—A sum of $110,000 
to be used during the next 12 
months to promote the develop- 
ment of independent wholesale 
magazine and newspaper opera- 
tions was voted last week at the 
quarterly meeting of the Bureau 
of Independent Publishers and 
Distributors. 

William A. Rogers of S-M News 
Co., New York, co-chairman of the 
conference with George Braun- 
inger of Trenton, N. J., pointed out 
that the publishing industry is the 
seventh largest in the United States 
and that 70% of the publications 
sold on newsstands are handled by 
independent distributors. 


C&O Traffic Not a New 
Account for Conahay 


In reporting that the Greenbrier 
Hotel account, resigned by Ken- 
yon & Eckhardt, had been placed 
with Robert Conahay & Associates 
in the April 24 issue, AA failed to 
make clear the relationship of 
agencies and accounts. 

Conahay had previously placed 
on-line, sales and coal advertising, 
and now will place advertising for 
the Greenbrier. Kenyon & Eck- 
hardt’s portion of the account con- 
sisted of the hotel and C&O insti- 
tutional. 
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Politz Shows ‘Life's’ 


Cumulative Audience 


(Continued from Page 1) 
1,000 people, in the country 36.8 
copies. A further check was made 
when more current circulation 
data became available; the finding 
was 35.4 copies in the sample areas, 
35.6 in the U. S. 

The sample was similarly val- 
idated as to sex, age groupings, 
education, household characteris- 
tics and equipment, etc.; correla- 
tions, in virtually all cases, were 
very close. 


ws The Politz organization inter- 
viewed a “probability sample” 
totaling 15,000 persons, in 55 gen- 
eral areas comprising altogether 
110 U. S. counties (80 in 25 metro- 
politan districts). 

Not included among the 15,000 
respondents are approximately 5,- 
000 who were interviewed during 
planning for the final study, 500 
in a special “anti-conditioning” 
study, and 225 interviewed on the 
special unpublished issue. 

Interviewers received 30 to 40 
hours of individual instruction and 
coaching in preliminary study and 
practice field interviews. 


s In conducting the survey, the 
interviewers labeled as a “reader” 
any person who reported reading 
one or more editorial items, text or 
picture, in a four or five-week-old 
issue. Life’s explanation of this 
definition introduces one or two 
fresh slants on the question, “What 
is a reader?” 

“It might at first glance appear 
unsatisfactory,” says the foreward, 
“to count as a reader someone who 
saw or read only one item in the 
magazine. It might seem better 


KEY TO PROFITS 


In the years just ahead sales- 
men will again be the most 
important men in your organi- 
zation — if they are properly 
trained. 


Make sure that they are. De- 
fine their jobs, train them to 
handle their work and time 
most effectively. 


This book will help you. It 
will answer your salesmen’s 
questions. It is strictly “how 
to do it” all the way through 
—a practical 182 page cloth 
bound guide you will find 
essential. 


ORDER YOUR COPY TODAY—$2. 
ADVERTISING PUBLICATIONS, INC. 


200 E. Illinois St. Chicago 11 


FILL IN AND MAIL THIS COUPON 
TODAY 

pa SS Ga SED GS SED ED GED GED GD SE cD eam eam > ony 

Advertising Publications, Inc. 

Div. 922 

200 E. Illinois St., Chicago II, Ill. 

| Gentlemen: 

| Please send me ___ coples of "Successful 

| Sales Training.” Enclosed is $__. 


to call someone a reader who read 
or saw a minimum of at least three 
or four—or 10 or 15 items. The 
requirement would still be arbi- 
trary. It would produce a smaller 
number of readers; but this smaller 
number would be the people who 
read a greater portion of the issue. 

“One objection against raising 
the minimum requirement for 
readership is that a reader defini- 
tion which starts with more than 
one item cannot provide a uniform 
measurement for issues of dif- 
ferent sizes. The number of edi- 
torial items in different issues of 
a magazine may vary considerably, 
as it did in the case of the Life sur- 
vey issues. If a 10-item definition 
is applied to issues containing 20 
items, the requirement for being 
counted as a reader is more severe 
than for an issue containing 30 
items.” 


s Still, to disabuse anyone who 
may have “an uncomfortable feel- 
ing” that the one-item definition 
brings in many readers of only 


RESEARCHERS FOR LIFE—Alfred Politz 
(left) and Edward A. Miller, Life re- 
search director, pose during a press con- 
ference at which the magazine’s newest 
audience study was shown in slide form. 


a few items, Life conducted 1,000 
interviews to get a count of items. 

It found that the average reader 
recalled seeing 70% of all the 
items; 1.6% recalled seeing only 
one item, and 28.3% said they had 
seen all the items. 

Politz was careful not to ‘“‘con- 
dition” respondents. To avoid fo- 
cusing attention on Life in the suc- 
cession of interviews, questions 


-middle 
wee 


‘“* 


THE ECONOMIC SCALE—Greatest readership, both for the single issue and cumu- 
latively, Life’s study shows, was in the highest fifth on the socio-economic ladder. 


were asked about scenes from cur- 
rent and forthcoming motion pic- 
tures. This device was pre-tested, 
he said, and found effective. A test 
for “exaggerated readership” was 
conducted also, in which respond- 
ents were shown a Life issue not 
yet published. In 225 interviews 
on this issue, only one person 
claimed to have read it. 

The sampling and questioning 
techniques used are explained in 
detail in the survey report. 


s Tabulations of cumulative au- 
diences occupy about two-thirds 
of the 114-page report. Two of 
the tables are illustrated in the 
accompanying cuts. Several others 
of interest follow: 


Cumulative Audiences 


BY SEX 

No. of Issues All People Males eae 

‘o ‘° 
1 26's 21.5 19.3 
2 29.2 30.4 28.0 
3 34.9 36.1 33.6 
4 38.9 40.2 37.6 
5 42.1 43.5 40.7 
6 44.6 45.9 43.2 
7 46.6 47.9 45.3 
8 48.3 49.6 47.1 
9 49.1 50.3 48.0 
10 50.4 51.5 49.2 
11 51.4 52.5 50.3 
12 52.3 53.5 51.2 
13 53.1 54.3 52.0 


Projected to a national total, 
the Politz figure of 20.3% for one- 
issue readership represents 23,950,- 
000 readers per copy, out of a total 


of 117,850,000 persons in the U. S. 
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school, 42.7%; one to three years 
of high school, 60%; finished high 
school, 71.1%; first-year college 
and beyond, 77.4%. 

By geographic breakdown, the 


cumulative picture was _ this; ee 3 
Northeast, 66.1%; North Central, Talent, Seas 
50.2% ; South, 42.7% ; West, 56.4% 8 trey & 

Phileo TV 


= To keep the findings free of ir. 
regularities due to time or content 
of various issues, the survey mea- 
sured all issues published between 
June 6 and Nov. 14 last year. 

The interviews were conducted 
from July through December, each 
respondent being approached three 
times. The first and second inter- 
views covered four issues each, 
the third five. 

The total sample was split into 
two statistically identical groups, Saturday Ni 
Those in Group A were questioned studio One 
on the first four issues of the lot, a 
those in Group B on the next four 
issues, and so on, until all had an- 
swered questions on 13 issues. 

The replies of both groups were 
combined in the tabulations, so 


Original Am 
Kraft TV 1 
Garroway A 
Lone Range 
Captain Vid 
Martin Kam 
Hopalong C: 
Kay Kyser 
Midwestern 
Lights Out 
Cavalcade of 
Al Morgan 
Cavalcade © 
The Goldber 


gives single-copy readership of 
26,000,000. Last year’s Look study 
gave Life 28,700,000 readers. 

Life’s 53.1% cumulative total for 
13 issues is equivalent to 62,600,000 
readers, by projection. 


BY AGE 

No. of 
Issues 10-19 20-29 30-44 45-64 over 65 

% % % % % 
1 22.4 245 213 18.4 8. 
2 33.3 349 30.7 25.9 13.0 
3 40.3 415 36. 3.7 185 
4 45.3 461 408 341 17.5 
5 48.6 49.9 44.1 37.1 18.7 
6 51.6 52. %.6 394 19.9 
7 53.8 55.1 48.7 414 20.6 
8 55.8 57.0 504 43.0 214 
9 57.68 58.1 506 446 214 
10 59.1 594 518 45.9 219 
ll 60.1 60.7 52.8 47.0 22. 
12 60.9 618 53.8 48.0 228 
13 616 628 546 48.8 23.2 


The 13-issue audience was high- 
est in the upper educational levels 
In this category the breakdown 
was as follows: up to 4th grade, 


3 | tisers from any advertising me- 


26.2%; 5-7, 36.3%; finished grade 


that the cumulative audiences 
show “averages” for the months§1 Texaco s 
ten years old or older. covered by the study. 2 saa 1 
The most recent continuing} A by-product of the study was§3, Godfrey. 
study of magazine audiences used | its disclosure that, despite common ‘ a 
by Life, that of Nov. 15, 1947,|belief, there is little or no drop in Linee 
5. Philco T' 
Extent of Accumulation 
13 ISSUES 
1 Issue 
Read one or more of 
Two Issuer 34,400 000 
Three “ 34.9 
Texaco Star 
Four “ 45,850,000 ‘ of -y 
Five Gettrey's Ta 
——— us ane. 
Seven “ $4,900,000 464 ights Out ( 
oe * wi Bake: 
Nine “ 57,850.000 \ 
Ten “ x4 {Com} 
Eleven “ 51.4 
Twelve “ 61, 650,000 52.3 for 19 
Thirteen “ 53 CHICAC 
the June 
Read none of 13“ | 55280000 } 46.9 and lars 
LIFE’S AUDIENCE—20.3% of the country’s 10-and-over population saw the average che 
single issue in Life’s survey; successive issues accumulated new readers, and of the z 
13, 53.1% of the people had read one or more issues. — 7 
rs 


The If 


readership during the summer. 


@ Publisher Heiskell said in com- 
menting on the study: 

“It offers advertisers more de- 
tailed data to use on specific sales 
and distribution problems and ob- 
jectives than has ever been avail- 
able to them from any medium. 

“The -Politz findings, in addition 
to confirming that the audience 
of a magazine ‘turns over,’ that it 
accumulates and changes week by 
week, also give exact documenta- 
tion of audience characteristics 
never before available to adver- 


dium.” : 

The present data derived from 
the study represent only “a bare 
beginning” of the information to 
be gleaned from it, according to 
Edward A. Miller, Life’s research 
director. 
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[Fowrupe nice 


publishes MORE Classified Advertising 
than any other furniture magazine. 


FURNITURE AGE © 
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Videodex Report for Six Cities, April 1-7 


Ratings of the top 10 TV programs in each city. 
Copyright Jay & Graham Research Inc. 


Boston Chicago 
65.6 


Cincinnati Columbus Dayton New York 
64.3 .7 56.1 7 


“© E texaco Star Theater (NBC) ...... 68.1 69. 3.3 
: EB toast of the Town (CBS) ...... 54.4 43.4 deh he 53.8 8 
falent Scouts (CBS) .......... 53.4 51.8 Pa 37.3 pepe 60.9 
Oe 52.9 de 41.6 46.1 49.1 sane 
ails ie 49.6 64.3 44.5 52.7 55.5 48.2 
48.9 33.7 36.0 ones e066 44.3 
pee wdde 46.4 énea veas anes man pene 
45.3 cane 37.0 enna enna etna 
44.8 46.2 35.7 ecee 49.5 B= 
cei pi iol 36.2 38.0 418 ovew 
Kraft TV Theater ( D eescec 34.7 40.9 gues 37.2 
Garroway At Large (NBC) ...... 34.5 aha Sia dic. fe 
Lone Ranger (ABC) .......... cane 39.5 cove ope ry 
Captain Video (DuMont) . 36.0 cose nie seas 
Martin Kane (NBC) ..... 33.8 38.0 Tr oid 
Hopalong Cassidy (ABC) . eves 49.4 44.9 eee 
Kay Kyser (NBC) ........... 414 eove ese 
Midwestern Hayride* ........... 405 venue eas 
Lights Out (NBC) ............ 37.5 ness rr 
Cavalcade of Stars (DuMont) .... beau 45.2 ers 
Al Morgan Show (DuMont) .... 42.6 - ude 
Cavalcade of Bands (DuMont) .. 42.4 moe: 
The Goldbergs (CBS) .......... ip 52.4 
"Bsaturday Night Revue (NBC) .... 44.5 
Studio One (CBS) ............ 39.7 
Suspense (CBS) .........-4-. 36.5 
*hired locally in Columbus, 0. 
i an- 
Videodex Network TV Ratings 
were April 1-7, 1950 
» = Homes Homes Homes Homes 
nces % (000) | % | 
ynths #1, Texaco Star Theater (NBC) ... 66.0 2,560.0 6. Kraft TV Theater (NBC) ..... 38.4 1,296. 
2. Godfrey’s Talent Scouts (CBS, 7. Stop the Music (CBS, 
STEP a crcessioveeoe 3 1,693.0 Westinghouse) .......... 37.6 1,333.0 
Was #3, Godfrey & Friends (CBS, 8. The Goldbergs (CBS, Sanka) ... 35.6 1,327. 
mon Chesterfields) .......... 49.6 1,925.3/|9. Lone Ranger (ABC, 
~~ £4, Toast of the Town (CBS, General Mills) .......... 35.6 1,273.2 
yp in Lincoln-Mercury) ........ 46.5 1,763.0| 10. Saturday Night Revue (NBC, 
5, Philco TV Playhouse (NBC) .. 39.1 1,518.0! Swift, RCA and United Fruit). 35.5 1,122.0 
New York TV Ratings 
4 Weeks Ending April 8 
Copyright by A. C. Nielsen Co. 
Homes 000) | Homes Homes 
% ) % (000) 
Texaco Star Theater (NBC) ...... 76.2 829, Philco TV Playhouse (NBC) ...... 43.3 471 
Toast of the Town (CBS, Lincoin- Man Against Crime (CBS, 
SD  cencitderedasrectoe 57.1 621 Fg (RR 38.9 423 
Godfrey's Talent Scouts (CBS, Fireside Theater (NBC, P&G) .... 37.7 410 
EE esudanhénseoekere? 56.9  619)|The Goldbergs (CBS, Sanka) .... 37.6 409 
Gillette Boxing (NBC) .......... 47.8  520| Godfrey & His Friends (CBS, 
ights Out (NBC, Admiral) ...... 45.3 493 REED, deh wkvendecteses 37.4 407 
ak sso sori paper plates, pickles and other pic- 
B ers A ciation nic items sold by grocers. Accord- 
ing to available data, the average 
Completes Ad Plans family spends about $6 on a family 
- {for 1950 Promoti plone. 
23 [108 romotion The baking industry feels that 
Cuicaco—Four-color pages in| by featuring such tie-in items, it 
the June issues of eight magazines|can demonstrate to food store 
and large-space insertions in 34]operators how they will benefit 
food trade publications will open|by merchandising the ads in their 
p ee the 1950 Bakers of America cam-| stores. 
e : ‘ 
paign, sponsored by the American 
Bakers Association. m The second phase of the cam- 
The 1950 campaign, with a bud-|paign, on other baked goods, will 
get of almost $1,500,000, is the|feature four separate types of 
om- largest promotion ever conducted|bakery merchandise—cake, pies, 
by the baking industry. sweet yeast goods (coffee cake, 
de-— The media schedule includes|rolls) and doughnuts. 


ales @Better Homes & Gardens, Good 
ob- §Housekeeping, Ladies’ Home Jour- 
rail- Gnal, Look, McCall’s, The Saturday 
% Evening Post, True Story and Wo- 
tion §™an’s Home Companion. In addi- 
ance §tion, three restaurant trade pub- 
it it Flications and 34 food periodicals 
: by fare on the list. 

nta- 
stics 
ver- 


8 Walter H.. Hopkins, Chicago, di- 
rector of the Bakers of America 
campaign, said that the promotion 
will be divided into two parts— 
one phase boosting bread and a 
second drive on other baked goods. 
Almost all of the ad copy will 
tie in with promotion of other 
foods. In June, for example, the 
read insertions will feature pea- 
nut butter and milk. In July, the 
bread ads will play up hamburgers, 
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Most complete, most te, most 
effective Automotive Service Shop 
en - ee =o p seed 
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Ing to any shop classification by st 
rite for detailed a» cian, calawnleangiets 
FREE on request. 


OTOR SERVICE £42, geaswomaron sz 


INGTON ST. 
CHICAGO 6, ILLINOIS 


gy seein ea 


In addition to the advertising 
tie-ins, some of which have been 
in the planning stage for about a 
year, the promotion will include a 
number of editorial feature articles 
on bakery goods in consumer mag- 
azines and newspaper food pages. 
Material also is scheduled to be 
aired on radio and TV home ser- 
vice programs. 

Foote, Cone & Belding has the 
account. 


Hoover Appoints Bond 


William H. Bond, former district 
sales manager for Landers, Frary 
& Clark, has joined Hoover Co., 
North Canton, O., as head of a 
new sales program. The program, 
started at the end of the war, uses 
a selected number of wholesalers 
and distributors to promote Hoover 
electric irons and other products. 
The established sales methods for 
Hoover electric cleaners are not 
affected by the new program. 


Hiram Walker Ups Sykes 


Binford H. Sykes, former Florida 
district manager for Hiram Walker 
Inc., has been appointed merchan- 
dising manager for the liquor com- 
pany. Sykes will act as liaison be- 
tween the Hiram Walker home of- 
fice in Detroit and its distributors 
in the field. 


Kovacs Becomes Partner 


George M. Kovacs has been 
made a partner in Rea, Fuller & 
Co., New York agency. He has 
been a vice-president of the agen- 
cy since 1946. 


- | EV; 


National Nielsen-Ratings of Top Radio Shows 


Week of March 19-25, 1950 
All figures copyright by A. C. Nielsen Co. 


Current Previous 


Rank Rank — Program 


Homes 
(000) 
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Coy Does Not Seek 
Reappointment in ‘51 


WASHINGTON—Federal Commun- 
ications Commission Chairman 


Change | Wayne Coy said last week that he 


will not be a candidate for reap- 


> ‘ee ete ++ avennee ron ALL PROGRAMS) (3,889) (9) ey pointment when his term of office 
2 2 Godfrey's Scouts (CBS, Lipton) ............ 8,524 21.7 +0.7| ¢xpires on June 30, 1951. 
; : deat Seay my (CBS, By MEE. Svcs ceccsese 8,170 20.8 +18} He did not indicate whether he 
y Show (CBS, Coca-Cola) ........ 7,149 18.2 +2.0| has any plans in mind which might 
5 6 Amos 'n’ Andy (CBS, Lever Bros.) ............ 7,031 17.9 0.0 : : : 
6 10 You Bet Your Life (CBS, DeSoto-Plymouth) ...... 6,874 17.5 +12| lead to his resignation before that 
7 12 Fibber McGee & Molly (NBC, S. C. Johnson) .... 6,796 17.3 +12 | date. 
. 4 wy rns | trae (CBS, Lever Bros.) .......... 756 17.2 —10} Mr. Coy appeared before a Sen- 
it (ABC, Richard Hudnut) ........ 6,717 17.1 +0.2| ate expenditures committee to sup- 
10 4 Mystery Theater (CBS, Sterling) ............ 6,128 15.6 —26! port a reorganization plan vesting 
dditional administrative responsi- 
ENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAM y mt he . : P 
: St wn OO fa) Soe ho OS bility in the office of the FCC 
2 4  Counter-Spy (ABC, Pepsi-Cola) .............. 4,478 11.4 —0.6 | chairman, 
3 2 Oxydol Show (CBS, P&G) .............ccceeee 4, 1L1 —1.2 He was supported by Commis- 
sioner E. M. Webster, who said 
WEEKDAY (AVERAGE FOR ALL PROGRAMS 2,435 6.2 —0.2 adr 
1 1 Attu Godhey (CBS, Lin & trey... “here “32. °—8 7 that the reorganization, recom- 
2 2 = Arthur Godfrey (CBS, Nabisco) ............ 3,889 9.9 —0.1|mended by the Hoover Commis- 
; . ae - Helen a = Whitehall) .... - 9.3 —0.2|sion, would enable commissioners 
0 Happiness Cass. 6eccdees 653 9.3 —0.4 ir ti 
5S 4 Pepper Young’s Family (NBC, P&G) .......... 3,614 9.2 —a.4| '° devote more of their time to the 
i fs... ................... 3,535 9.0 +0,4| Problems before the commission. 
: * Set Sow = Sat DOMED * Svs vckacind 3,417 8.7 —0.1} Chairman Coy said the plan 
. Lope 3,378 8.6 —0.3 “ ” be. 
9 9 Arthur Godfrey (CBS, Gold Seal) ............ 3,378 8.6 —0.3 igen . ae rong a. 
10 12 _ Stella Dallas (NBC, Sterling) .................. 3,378 8.6 —0.1 — mm oe ee 
authority for the chairman. 
DAY, SATURDAY = (AVERAGE FOR Aut PROGRAMS) (2,318) (5.9)  (+0.3) 
rmstrong 3 Perey .. 5,303 13.5 0.8 
2 5 Let's Pretend (CBS, Cream of Wheat) 4/596 11.7 {TY | Offers New Bag for Wet Goods 
3 2 Grand Central Station (CBS, Pillsbury) ........ 4,360 11.1 —16 Union Bag & Paper Co., New 
York, has introduced the “answer 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) _— (1,689) (4.3 0.5)|to the problem of point of pur- 
>» (+ Pp 
1 1 —- True Detective Mysteries (MBS, Williamson) .... 4,714 * 12.0 +0.8 | chase bagging of wet merchandise” 
2 3 Martin Kane, (MBS, General Foods) .......... 4,478 114 +11] with its new water repellent gro- 
3 2 Shadow (MBS, DL&W Coal-Grove Labs.) ...... 4,321 11.0 +0.5 cery bag, called Alligator. The new 


HOMES USING RADIO—A. C. Nielsen Co. reports that during the week of March 
19-25, 26.7% of the radio homes, or 10,984,000 homes, were tuned to radio shows 
each minute between the hours of 8-11 p.m. During the same time-period in the 
week of March 20-26, 1949, 28.7% of the radio homes, or 11,274,000 homes were 
tuned during each minute. The ‘49 figures are based on Broadcast Measurement 
Bureau's estimate of 39,281,000 U. S. radio homes. The ‘50 figures are based on 
A. C. Nielsen Co.'s estimate of a total of 40,900,000 U. S. radio homes. Average 
daily listening between 8 a.m. and 11 p.m. in March, 1949, was four hours, 18 min- 
utes. In March, 1959, average daily listening was four hours, one minute. 


Press Union Elects 


George McCullagh of Toronto 
was elected honorary chairman of 
the Canadian Section, Empire 
Press Union, at the section’s an- 
nual meeting in Toronto. Mr. Mc- 
Cullagh is publisher of the Globe 
& Mail and Telegram in Toronto. 
Plans were made at the meeting 
for the seventh Imperial Press 
Conference, opening in Quebec 
June 8. 


Form New Speakers’ Bureau 


Industrial Advertising Council, 
Pittsburgh chapter of NIAA, has 
formed a speakers’ bureau com- 
posed of practicing experts in in- 
dustrial advertising. Speakers’ sub- 
jects include direct mail, television, 
printing and market development. 
Requests may be addressed to 
Ernest T. Giles, vice-president, 
Ketchum, MacLeod & Grove, 411 
Seventh Ave., Pittsburgh 19. 


bag will be placed near the counter 
where wet goods are sold, in a dis- 
play container assuring the pur- 
chaser that the product can be car- 
ried home safely. 


SOON. 
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* 
Space Orders Before 
May 10 Earn Present Rate! 


Present advertisers protected at pres- 
ent rate through September 1950. 
New advertisers can earn present 
rate through September, if the space 
orders are received by May 10. 
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NATIONAL MAGAZINE! 


Guarantee up 333% effective July 1950! Rates 
up only 20%. Month by month American Family 
steadily gains in circulation and readership. 


JANUARY... 
FEBRUARY. . 
MARCH . 


APRIL. .... 


284,206 
326,966 
. . . 357,612 
429,647 


. 460,000 
(as of April 15) 


Bs 


AMERICAN FAMILY ff 


PACIFIC COAST 
HENRY AND SIMPSON 
LOS ANGELES—TUCKER 9154 


* 


(paid circulation figures) 
— 
Sa 


the only magazine distributed 
nationally through independent 
voluntary grocery groups. 


CHICAGO OFFICE 


* WABASH 2-8916 
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Herald Tribune 
Sale Rumors 
Investigated 


New YorK—New York state’s at- 
torney general opened an inves- 
tigation last week to determine 
whether recurrent rumors about 
the impending sale of the New York 
Herald Tribune are “part of a sys- 
tematic campaign” in violation of 
the law. 

After receiving a formal com- 
plaint from the newspaper, At- 
torney General Nathaniel W. Gold- 
stein said: “The facts which have 
been presented to me certainly 
require action in the public inter- 
est. The possibility that an or- 
ganized attack is being made on 
a newspaper reflects danger, not 
only to the newspaper and its staff 
members, but to the public, which 
depends so strongly on a free 
flow of news.” 

The law involved in the matter 
holds it is “illegal for any two or 
more persons to combine to elimi- 
nate a going business or to at- 
tempt to impair its value or ability 
to compete through such unfair 
methods as defamatory or dis- 
paraging statements.” 


ws In a conference with the at- 
torney general, Mrs. Helen Rogers 
Reid, president of the Herald Trib- 
une, said she never had, “nor do 
I have any intention of selling or 
attempting to sell the New York 
Herald Tribune. No one ever has 
been authorized to engage in any 
discussions on behalf of the paper 
looking to its sale, much less to 
effer it for sale. I can state with- 
out qualification that at no time 
have I ever had any discussion of 
any kind with anyone looking to- 
ward the sale of all or any part 
of the Herald Tribune.” 

She said, also, that the paper 
is operating profitably, that ad- 
vertising is ahead of 1949, and that 
circulation is at a postwar high. 


PF LG 


PRINTED ADHESIVE CELLOPHANE 
TAPE — HUBER BLDG. — YORK, PA. 


GETS MINNEAPOLIS AWARD—Service to the Upper Midwest won the Minneapolis 

Award for John Thompson (left), publisher emeritus of the Minneapolis Star and 

Tribune, who is shown receiving the honor on behalf of his newspaper. Jack 

Cornelius, manager of the western division of Batten, Barton, Durstine & Osborn, 

makes the presentation for the Minneapolis Chamber of Commerce at its annual 
meeting. 


NBC, ABC Settle 
with Engineer Union 


New YorK—National Associ- 
ation of Broadcast Engineers last 
week agreed on the terms of a 
new 18-month contract with Amer- 
ican Broadcasting Co. and National 
Broadcasting Co. 

Effective May 1, the agreement 
provides an average wage increase 
of 8%—about $35 per month for 
engineers and technicians. This 
will give top engineers an average 
salary of approximately $559 
monthly, not counting overtime. 

Negotiations between the broad- 
casters and NABET proceeded 
without a hitch despite a brief sit- 
down by radio and video engineers 
last Monday. Two Sterling Drug 
soap operas, “Backstage Wife” and 
“Stella Dallas” (NBC), were off 
the air for several minutes during 
the demonstration. Two NBC tele- 
casts, including the children’s fa- 
vorite, “Howdy Doody,” were can- 
celed. 


Sparks Gets Post at Maytag 


George R. Sparks has been ap- 
pointed general sales manager of 
the Maytag Co., Winnipeg, Man., 
subsidiary of the American con- 
cern. He was formerly sales su- 
pervisor of the industrial division 
of Aluminum Goods, Toronto. 


Katz Agency Moves 
Katz Agency, radio, video and 
newspaper representative, has 


moved to new offices at 488 Mad- 
ison Ave., New York. 


I A a an ae ea el fs ik 
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W.... else can you find all 
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Hooper to Expand 


Rating Services 


New YorkK—C. E. Hooper, back 
at work after a vacation which fol- 
lowed the sale of his national rat- 
ing services to A. C. Nielsen Co., 
has announced an “expanded” city 
Hooperatings service. 

Included in this package, in ad- 
dition to pocket pieces covering 
AM and TV ratings in New York 
and Los Angeles, are: 

1. City Hooperatings in 100 cities 
three times yearly. This gives rat- 
ings for network and local pro- 
grams by time periods. 

2. An annual analysis, to be pub- 
lished in the summer, showing the 
average rating of network pro- 
grams, in each of the 100 cities 
from October to April. 

3. Share of audience indexes, 
published monthly, to show divi- 
sion of audience between radio sta- 
tions in non-TV areas and between 
AM and TV stations in video cities. 


@ 4. An annual chart book for TV 
cities, indicating radio-video share 
of audience (morning, afternoon 
and evening) on a month-to- 
month basis. This will cover only 
those cities in which TV’s share 
of the audience is at least 25%. 

5. Monthly TV Hooperatings for 
Los Angeles, New York, Buffalo, 
Detroit, Boston, Chicago, Philadel- 
phia, Baltimore, Washington, 
Cleveland, Providence and Cin- 
cinnati. These ratings will be for 
hourly and half-hourly time units 
rather than for programs. 

The minimum rate for this ex- 
panded service is $300 per month. 


@ New York and Los Angeles 
Hooperatings now are based on 
radio-only and TV-only homes. 
The researcher will continue to 
provide a confidential rank order 
report, based on radio interviews, 
on the comparative standing of ra- 
dio and TV network programs. He 
also will continue to release New 
York’s top 15 radio and television 
shows, based on findings from this 
random sample. 

This is one of the Hooper fea- 
tures which has been criticized by 
some broadcasters, who feel that 
any telephone sample is at the out- 
set loaded in favor of TV. 


Motorola Sets ‘50 Goal 


Motorola Inc., Chicago, expects 
to produce 2,500,000 TV sets and 
home and car radios this year, 
Walter H. Stellner, vice-president 
of the company, reports. This is 
double last year’s figure. Motorola 
will have facilities for a monthly 
output of 110,000 video receivers 
by the end of the summer, he said. 


CCNA Appoints Eric Smith 


Eric Smith, former Associated 
Press editor and weekly newspaper 
and magazine publisher, has been 
appointed executive secretary of 
Controlled Circulation Newspapers 
of America Inc. He will maintain 
offices in Washington. 


Sinclair Gasoline 
Sales Up 20% After 
New Drive Opens 


New YorK—lIn the first month 
of its intensive new newspaper 
drive, Sinclair Refining Co. has 
increased sales of H-C gasoline 
20% over the same month a year 
ago. This compares with a na- 
tional increase for the industry of 
about 5%. 

News of the sales rise, re- 
ported by James Delaney, Sin- 
clair’s advertising manager, was 
delivered last week to newspaper 
publishers by Sylvester Morey of 
Morey, Humm & Johnstone, the 
company’s agency. 

Speaking before the Bureau of 
Advertising session of the Ameri- 
can Newspaper Publishers Associ- 
ation convention, Mr. Morey said 
the 20% gain was indicated by 
first reports from 22 different Sin- 
clair sales areas. 

He split credit for it “fifty-fifty” 
between the advertising campaign 
and the merchandising program 
accompanying it. 


@ On March 14, Sinclair started an 
all-out drive in newspapers, pro- 
moting its new rust-inhibiting gas- 
oline ingredient, “RD-119.” The 
campaign, running in 235 newspa- 
pers in 145 cities, will involve 
$1,000,000 in 1950, “by far the 
lion’s share of Sinclair’s adver- 
tising appropriation,” according to 
Mr. Morey. 

He noted that the campaign was 
decided upon after a_ successful 
test drive in 21 newspapers which 
brought average sales increases 
of 10%, with some areas showing 
gains of 15% to 20%. 


GE Opens New Department 


A new sales division for air con- 
ditioning has been announced by 
General Electric, Bloomfield, N. J. 
H. M. Brundage, former manager 
of the automatic heating division, 
has been named manager. Harry J. 
Wines has been appointed man- 
ager of distribution sales. J. D. 
Hoffman, manager of direct sales, 
and L. E. Thompson, manager of 
parts sales and product service, 
will extend their departments to 
cover heating as well as cooling 
equipment. 


Browne Joins Miller Agency 


Hal Browne, formerly of WMCA, 
New York, has been appointed ra- 
dio-TV director of Alfred N. Mil- 
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WILLIAM C. HOUSER 
St. Louis—William Chadbourng 
Houser, 61, 2nd vice-president 
secretary of the Globe-Democra 
Publishing Co., died in St. L 
hospital here on April 23. 

Mr. Houser had been with 
Globe-Democrat for 39 ye 
starting in the classified ad de 
partment. He advanced throug 
the treasurer’s department to be. 
come cashier, and in 1917 becam 
treasurer. In 1935 he was mad 
2nd vice-president. 

Mr. Houser was the son of 
late William M. Houser, secretary. 
treasurer of the publishing com 
pany until his death in 1900, ang 
the grandson of Daniel M. Houser 
one of the founders of the paper 
and its president until his deat 
in 1915. 

Among the survivors is Richar¢ 
C. Houser, a son, who works or 
the Ledger, Mexico, Mo. 


HERMAN LEBOW 


New YorkK—Herman Lebow, 60 
account executive of Sterling Ad. 
vertising Agency, and an expert on 
fashion merchandising, died April 
21 after a long illness. Born ip 
Germany and educated in Paris, 
he was noted for his ability to 


apply French fashion techniques} 


to American advertising copy. 


WILLIAM SCHUYLER 

New YorK—William M. Schuy.- 
ler, 72, editor of the “American 
Year Book,” and a director of 
Thomas Nelson & Sons, publisher, 
died of a heart attack April 21. He 
had just completed editing the 1950 
edition of the reference book and 
had planned to retire at the end 
of this year. 


WELLS BARNETT SR. 

WATERLOO, IA.—Wells Hammond 
Barnett Sr., 60, head of Weston- 
Barnett Inc., advertising agency, 
died at his home here April 23, 
because of a heart ailment. He 
established the agency in 1925. 

Survivors include a_ brother, 
Arthur C. Barnett, vice-president 
of Weston-Barnett, Chicago, and 
a son, Wells H. Barnett Jr., with 
John Blair & Co., Chicago. 


Cedar Point Chooses Agency 


Koehl, Landis & Landan 
been appointed to handle advertis 
ing for the Cedar Point resort o 
Lake Erie near Sandusky, O. 
campaign is planned in newspa 


ler Advertising, New York. 


pers, radio, magazines, direct mai 
and outdoor posters. 
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Cigaret Copy Gets 
nt @ Acid Test from Berle 


Lun New YorK—Texaco’s Milton 

Berle, who “borrows” whenever 
th the opportunity presents itself, got 
years) his best source material for last 
id deg week’s NBC telecast from cigaret 


nrough| advertising. 
to beg In a skit billed as a sequel to 
ecameal “The Hucksters” and titled “To- 


pacco Alley” or “Caught in the Ni- 
cotine,’” Berle romped through a 
of th burlesque of cigaret claims. 

etary. The skit started with movie 
coms actor Robert Alda (posing as 
0, andy a0 advertising agency execu- 
louser tive) trying to convince the “most 
important name in show business” 
(Berle) to endorse his client’s new 
cigaret, queen-size Tall Pall. 


made 


pap 
deat 


l ard 

re. of & When Berle played hard to get, 
saying he preferred to smoke 
Kools, he was outfitted in an Eski- 
mo costume and seated on a cake 
of ice. Something equally trying, 
inspired by a misapplication of ad- 
vertising slogans, happened when 
he mentioned Lucky Strike, Old 
Gold and Philip Morris. 

The hapless comedian finally 
ity top S2V° in and agreed to endorse Tall 
riques Pall after he had been given the 

Camel 30-day test in 28 seconds 
“ and forced to walk a mile, then 
swim 100 yards (a la Esther Wil- 
liams in the Camel ads) in a bath- 
tub. 


w, 60. 
g Ad- 
ert on 
April 
on i 


Paris, 


a One of the day’s best-known ad- 
vertising slogans also served as 
inspiration for Constance Moore, 
who sang “Never Underestimate 
the Power of a Woman: A Woman 
Is Nobody’s Fool.” 

Ladies’ Home . Journal’s sock 
phrase has been put to work in this 
? unpublished number by Cy Miller 


mond# of Hollywood. 
‘ston- 
1 2) Morrell to Break 


- ¥) Expanded Red Heart 
Dog Food Promotion 


Ottumwa, Ia.—John Morrell & 
Co. in June will break an ex- 
panded advertising program for 
Red Heart dog food in five maga- 


ident 
and 
with 


CY | zines and nine food trade publica- 
asp tions. 

ertis The company also will open a 
rt onf special local newspaper campaign 
rape on Red Heart in the Chicago mar- 
mai ket on Wednesday (May 3). A ser- 

ies of four weekly full-page, four- 

color ads in the Chicago Tribune 
sail will feature a get-acquainted of- 


fer of two cans at the regular price 
and a third can for 1¢ extra. 


= Magazine insertions, beginning 
with the June 3 issue of The Satur- 
day Evening Post, will carry a 
three-flavor, government inspected 
pitch, plus a “Love that Red Heart” 
headline. 

Thirteen half-page, two-color 
ads are schedule for Life and the 
SEP, and 18 other two-thirds page 
ads will appear in Family Circle, 
Western Family and Woman’s Day. 
[381 Copy will run in nine food trade 

publications. 
The new campaign takes the 
Place of Morrell’s “Lassie Show” 
® On NBC. The program leaves the 
air May 27. 
aq N. W. Ayer & Son, Chicago, han- 
dles the acount. 


Bristol Papers to Shannon; 
Announce New Ad Rates 

Shannon & Associates Inc. has 
been appointed national adver- 
tising representative of the Her- 
ald Courier and Virginia-Tennes- 
sean of Bristol, Tenn.-Va. The 
newspapers were merged in March 
of this year. Previously the Vir- 
ginia-Tennessean was represented 
by Wallace Witmer Co., Memphis. 
The Herald Courier did not have 
Sete representation. 


y. 

Effective June 1, the general ad- 
vertising rates will be 14¢ per line 
for morning and evening or Sun- 


Last Minute News Flashes 


Kellogg Tests New ‘Corn Pops’ in California 


BATTLE CREEK, Micu.—Kellogg Co. will start testing its new dry 
breakfast food, Corn Pops, in California this month. Newspapers only 
will be used, with first 1,000-line ads scheduled for May 11. Thirty- 
two papers are on the schedule. Introductory offer of a second box for 
2¢ will be made. Leo Burnett Co., Chicago, is the agency. 


Cannon Breaks Sheets and Towels Drives 


New York—Cannon Mills broke with b&w pages yesterday in Sun- 
day magazines for sheets, and will put towels on the same schedule May 
7. The list includes Parade, This Week Magazine and the West Coast 
edition of Pictorial Review. Towel promotion will appear in May issues 
of Better Homes & Gardens, Ladies’ Home Journal and June issues 
of American Home, Good Housekeeping and McCall’s. A full-color 
spread in the May 15 issue of Life will feature both towels and sheets. 
N. W. Ayer & Son handles the towels and Young & Rubicam the sheets. 


William Esty Promotes Lowe to V. P. 


New YorK—William Esty Co. has appointed Henry W. Lowe, an 
account executive of Colgate-Palmolive-Peet Co.’s Vel, as vice-pres- 
ident. 


Hazard Appointed by American Locomotive 


New YorK—American Locomotive Co. has named Hazard Adver- 
tising Co. as advertising and marketing counsel. A new expanded pro- 
gram is being prepared for advertising and sales of Alco products and 
the railway steel spring and diesel engine divisions. No changes in 
present locomotive promotion are contemplated. The account was 
formerly placed direct. 


Callawa Named Ad Manager of ‘Fortune’ 


New YorkK—Fortune has appointed Lew L. Callawa Jr., previously 
manager of automotive space sales in Detroit, as advertising manager. 
Before joining Fortune, Mr. Callawa served as advertising manager 
for Time International. 


Acacia Mutual Life Names Ryan Agency 

WasHINGTON—Acacia Mutual Life Insurance Co. has appointed Lewis 
Edwin Ryan Agency as advertising, public relations and publicity con- 
sultant. Acacia is preparing an extensive 1950 campaign. 


Belmont Radio Names Henri, Hurst 

Cuicaco—Belmont Radio Corp., subsidiary of Raytheon Mfg. Corp. 
and producer of Raytheon television receivers, has placed its account 
with Henri, Hurst & McDonald, Chicago. Magazines, newspapers, radio 
and TV will be used. Beaumont & Hohman formerly had the account. 


Schrader & Sons Names Cisney; Other Late News 


e@ Delbert F. Cisney has been appointed advertising manager of A. 
Schrader & Sens division of Scovill Mfg. Co., Brooklyn, N. Y., to succeed 
David Hunter, resigned. The account is expected to be switched from 
John Falkner Arndt & Co., Philadelphia, to a New York agency, selected 
but still unnamed. 

e British Overseas Airways Corp. reportedly will name Foote, Cone 
& Belding to handle advertising in this country, effective next fall. 
FC&B now services the international account, and Cecil & Presbrey has 
U. S. advertising. r 

e Terre Haute Brewing Co., through Pollyea Advertising Agency, 
Terre Haute, Ind., has signed to sponsor the “Boston Blackie” mystery 
drama in 53 southern and midwestern markets. 

e Standard Brands will use special copy in 85 newspapers to announce 
its offer of a free jar of Instant Tender Leaf tea for a box top from 
any brand of tea or tea bags. This offer, which is being made in 25 
states during June and July, also will be featured in the company’s reg- 
ularly scheduled spot radio and TV and newspaper ads. Compton Ad- 
vertising is the agency. 

e Corporate name of Transcontinental & Western Air, oldest coast-to- 
coast airline, has finally been changed, with stockholders’ approval, to 
Trans World Airlines, its pseudonym for several years. 

e Parker H. Erickson has been elected vice-president in charge of 
sales for Bendix Home Appliances, South Bend, Ind. He joined Bendix 
in 1938 as advertising and sales promotion manager, left after the war 
to join Majestic Radio Co. and returned to Bendix two years ago as 
director of sales. 

e Argosy, New York, has named Harry P. Housion, formerly with 
Fawcett Publications, as West Coast representative with headquarters 
in Los Angeles. 

e Harrower Laboratory, Jersey City, N. J., has added Beatrice Sprin- 
kel, formerly with Cutter Laboratories, as assistant advertising man- 
ager. 

e J. W. Blake, with Kudner Agency since 1937, 


has become assistant 
to the art director. . 


the field sequential color TV sys- 
tem, showed that its system— 
hitherto demonstrated on disc re- 


P&G Signs Norton TV Show 


Procter & Gamble has signed to 
sponsor Cliff Norton of the “Gar- 


roway at Large” video show on a 
daily five-minute TV program, 
“The Public Life of Cliff Norton,” 
over Station WNBQ, Chicago 
(5:55-6 p. m.). Commericals on the 
program, which will boost Ameri- 
can Family soap flakes, are han- 
dled through the H. W. Kastor & 
Sons Advertising Co., Chicago. The 
show is aired four times weekly— 
eventually may be telecast five 
days. 


CBS Shows TV Devices 


Columbia Broadcasting System 
last week showed its latest color 
TV equipment to set makers, the 
FCC and the press, The network, 
which has been the champion of 


ceivers—can also be received on 
“all-electronic” receivers. The set 
shown_was a projection type with 
20” screen. 

CBS also showed a new compact 
color TV camera chain it is testing. 
The small camera is about one- 
sixth the size of the usual b&w 
camera. A desk-size control unit 
complete. the chain. 


‘Guardsman’ Names Garvey 


National Guardsman, Washing- 
ton, has appointed Martin L. Gar- 
vey, formerly with the American 
Trucking Association, as circu- 
lation and advertising director. He 
succeeds Robert F. Cocklin, who 
joined the editorial staff of In- 
fantry Journal. 


5,000 B. C.—Leverett Lyon (right), chief 
executive officer of the Chicago Asso- 
ciation of Commerce and Industry, hands 
a distinguished service award to Don Mc- 
Neill, toastmaster of the American Broad- 
casting Co.'s Breakfast Club, at the 
5,000th B. C. program celebration April 
21. The citation was made for “develop- 
ing good will for Chicago... by opening 
the day pleasantly for millions of radio 
listeners,” 


Big Business Must 
Regain Personal 


Touch: Worthington 


NEw YorK—Advertising people 
have done a remarkable job in 
selling the products of American 
business—but they have failed to 
sell the soundness of the business 
structure behind the very products 
that business makes. 

This contention was voiced by 
Del Worthington, president of the 


ANPA Convention 


American Association of Newspa- 
per Representatives, at the annual 
meeting of the American Newspa- 
per Publishers Association here 
last week. Mr. Worthington is ex- 
ecutive vice-president of Cresmer 
& Woodward, Chicago. 

His remarks prefaced the show- 
ing of an AANR presentation, 
“Business, Speak Up,” which was 
narrated by Douglas Taylor of 
J. P. McKinney & Son. 


a The presentation noted that ap- 
peals to human emotions and in- 
terests get the highest readership 
in product advertising, and should 
be used also in public relations 
copy. 

“The problem of how a corpora- 
tion may become emotional, and 
yet increase the respect in which 
it is held, can be met best through 
the medium of advertising,” Tay- 
lor said. 

He suggested copy themes on 
such subjects as the money put 
into circulation by the company on 
payday; the contribution to local 
welfare in the form of taxes; cre- 
ation of new jobs by developing 
new products, etc. 


300 Newspapers 
Carry BotA Ad 
Claiming Victory 


NEw YorK—More than 300 daily 
newspapers last week published a 
1,500-line promotion ad, “News- 
papers Become the No. 1 National 
Advertising Medium.” 

Aimed at retailers, the ad re- 
ported the recently announced 
“victory” of newspapers over mag- 
azines in national dollar volume 
for the first time since 1942 (AA, 
April 24). The 1949 total for dailies 
is placed at $445,015,000. 

Prepared by the Bureau of Ad- 
vertising’s promotion department 
under John C. Ottinger’s direction, 
the ad says newspapers’ national 
revenue was “more than twice as 
much as on all four national radio 
networks combined, $32,000,000 
more than in all general maga- 
zines combined, $4,000,000 more 
than in all general and farm mag- 
azines put together.” 

A similar ad is being placed by 
the Bureau in the advertising trade 
press. . 
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Comics Have Upped 
Adult Readership 
Ratings, Says Kaus 


New YorK—Future problems in- 
volving “the parent, the child, and 
the comics” were aired at a sym- 
posium April 28 held by the divi- 
sion of social philosophy, Cooper’s 
Union, in cooperation with United 
Parents Association for United 
Parents Week. 

Frank J. Kaus, director of plant, 
research and promotion for Puck— 
the Comic Weekly, gave the sym- 
posium a detailed talk on the back- 
ground of comics in business. Mr. 
Kaus asserted that comics have 
become the most potent medium of 
expression of the present age and 
have set new standards of reader- 
ship for advertising. 

Noting that comics were pub- 
lished for 35 years without carry- 
ing advertising, Mr. Kaus said that 
comics have increased the adult 
readership of advertising “mate- 
rially” since they first began to 
run promotion 18 years ago. He 
pointed out that comics must be 
considered from two readership 
levels: that of the adult Sunday 
supplement reader with potential 
buying power, and that of children, 
who generally spend more time 
with comic books. 


a Dr. Harvey Zorbaugh, director 
of the workshop on the cartoon 
narrative, New York University, 
reported a recent New York Uni- 
versity study of comic readership 
as indicating that 81% of urban 
adults living in communities of 
2,500 population read comic strips. 

Dr. Zorbaugh added that 77% of 
the adult comic readers follow 
strips in daily papers, and that 
76% depend upon Sunday supple- 
ments. He listed another 25% as 
regular readers of comic maga- 
zines. 

Harry E. Schultz, New York at- 
torney and executive director of 
the Association of Comic Maga- 
zine Publishers, discussed problems 
involving censorship and comics. 


Frederic Kendall 
Leaves Moore; May 
Buy N. J. Monthly 


New YorK—Frederic C. Kendall, 
vice-president and a director of 
the Robbins Publishing Co. for 25 
years, and for the past two years 
vice-president and director of its 
successor company, Moore Pub- 
lishing Co., has resigned, effective 
May 31. 

According to unconfirmed re- 
ports, Mr. Kendall and his son, 
Bruce, who is associated with 
Foote, Cone & Belding, are nego- 
tiating for control of a local con- 
sumers shopping monthly in north- 
ern New Jersey. 

F. C. Kendall has been active 
in advertising and publishing since 
1918. In 1925, he resigned as man- 
aging editor of Printers’ Ink and, 
with J. Howard Moore and the 
late M. C. Robbins, established the 
Advertising Fortnightly which, 
subsequently, became Advertising 
& Selling, then Advertising Agency. 
Roger Barton succeeded Mr. Ken- 
dall as editor of the publication in 
1948. 


API Committee Recommends 
$400,000 Lubrication Push 

The American Petroleum In- 
stitute’s lubrication committee last 
week recommended that the API 
undertake a $400,000 advertising 
campaign to promote the general 
theme, “lubricate for safety.” The 
proposed drive was discussed at a 
meeting of the API marketing di- 
vision’s general committee in Kan- 
sas City last week. 

Plans for the campaign—a con- 
tinuation of what has been done 
in previous years to emphasize the 
necessity for lubrication at reason- 
able intervals—will be discussed at 
a June meeting of the API. 
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Trademark Problem Helps Keep 
Sunkist Out of Canned Juices 


(Continued from Page 1) 

use the name, according to Russell 
Z. Eller, the exchange’s advertis- 
ing manager. The Sunkist line of 
canned fruits and _ vegetables 
packed by Calpac is said to be 
identical with that under the far 
better known Del Monte label. It is 
used in key markets where a de- 
sirable distributor is available but 
the company has already assigned 
the Del Monte line. 

The joint use of the label has 
been an amicable one, according to 
Mr.'Eller, who represents the ex- 
change in working with Calpac 
when it becomes necessary to pro- 
tect the trademark. 

In trade quarters, however, one 
hears that discussions of the use 
of Sunkist on citrus juice, while 
they may have been amicable, 
have not been especially produc- 
tive. There are rumors that Cali- 
fornia Fruit Growers Exchange 
sought release of the Sunkist name 
for this purpose, but that Calpac, 
which makes relatively little use 
of the brand designation, suggested 
something like $5,000,000 as a basis 
for discussion. 


@ At any rate, California Fruit 
Growers Exchange, which has not 
been interested in canned juices 
until recently, is still dubious about 
taking an uninhibited plunge into 
the juice field. Over the years it 
has maintained the policy that dis- 
tribution must be channeled into 
the avenues providing greatest re- 
turns for its grower members, and 
despite the burgeoning concen- 
trate field, fresh fruit still brings 


WHAT’S GOING ON? 


agencies are this 

clipping service for collecting editorial 
publicity, for m 

market studies, for main’ com- 
petitive advertising files and de 
yeloping sales prospects on certain 


and services. 


New Booklet No. 10 “How Business Uses 
Clippings” tells the whole story 


BACON'S CLIPPING BUREAU 
BUSINESS * FARM * GENERAL 


343 So. Dearborn St, Chicago 4 


a far greater return to growers 
than its equivalent in cans. 

However, frozen concentrate is 
considered as offering a valuable 
additional means of disposing of 
fruit not sold as fresh. Also, the 
return from this product is greater 
than that of canned single strength 
juice. To date, experience has been 
that frozen concentrate has af- 
fected sales of canned single 
strength, but over-all sales have 
increased, and fresh sales have not 
been affected. 


@iIn a sense, California Fruit 
Growers Exchange is in the con- 
centrate business because it can’t 
afford to stay out of such an ob- 
viously sturdy new segment of the 
citrus marketing field. But it is 
also very much conscious of the 
fact that costs of production, such 
as labor and original investment 
in land, are three times those of 
Florida growers. 

In the fresh fruit market, the 
exchange can and does obtain a 
premium price for what it con- 
siders to be the superiority of Sun- 
kist fruit over that from other 
areas. It is admitted this superior- 
ity does not exist in the same de- 
gree when juice is canned. 

The exchange cannot compete 
in the canned field on a purely 
price basis, where Florida growers 
lose less than California growers 
when citrus products are canned. 
Thus there is no change in the re- 
luctance to put too much reliance 
in a field with a price disadvan- 
tage. 


@ This feeling is strong in Cali- 
fornia because 85% of the fruit 
is marketed through cooperatives. 
The grower’s equity determines the 
market. The situation is almost re- 
versed in Florida. There but 35% 
of citrus fruit is marketed through 
co-ops. There the upper hand is 
held by elements in the channels 
of distribution—private canners, 
processors, brokers. 

Exchange officials believe that 
Florida volume may be less than 
anticipated this year. Authoritative 
sources had estimated that 20 
million cases of juice would be 
sold this year. The total breaks 
down to 16 million for Florida, 


Dont Lt the BIG 


ONES gt oy 


Hunting for sales? Save your 
ammunition for the place where 
the shots will count—in the pages 
of TRANSPORT TOPICS, the only 
ABC paper devoted to trucking. 
Ninety-six percent of Class 1 
Motor-Freight Carriers pay $5.00 
@ year to read it regularly, week 
after week. 


Gransport Topics 


The National Journal of the Motor-Freight Carriers 


Washington 6, D.C. 


Frosen orange concentrate is the most revo- 
lutionary citrus development in many years. 
To make full use of the opportunity 
this new product, the 


citrus plants the most com- 
petently staffed and fully equipped citrus 
ch of marketing 


THE GROWERS’ STORY—Two advertisements placed by Cali- 
in newspapers throughout 


fornia Fruit Growers Exchange 


FROZEN CONCENTRATE 


What do you need to invest per acre? 


Adequate frozen orange concentrate 
thes are costing the Exchange grower 
$5 an acre. What will you have 
to pay? Im any other 
te bound to be many limen as much’ 


—all your fruit—would have brought on 
son if you had marketed through the 


We have method of comparing returns 
based, not on random “field box comparnsons,” 


statement 
ing, Grower Service Department, Sunaist 
Building. Angeles 54, California. An 


2. Must you lea’ 

The mest fer your emtire crop! owner of the 5 
every phase all come to y 

4 In the case of a 


With frozen concentrate, canned juice and 
orangesde base as as they are to- 
han ever 


2. Can it turn your fruit into the products that 
are bringing the best prices currently? 
of your return with the 
as his profit, or will it 


guanh enon pea anokolnentartogartisignie? 


- ay program 
been developing for almost 30 years, and 
it that ume teh: 


Advertising Age, May 1, 19; 


CITRUS PRODUCTS © 


The Exchange program 
means more money for you 


fruit im the way that will (ake full advantage 
of the changing market, assure you the best 


Will the or, 14,500 growers working togetine: 
uets fruit give you the best 
and in the years just ahead’ Third—Must you divide your retura with ( 
‘Are you really get the best possible plant owner? The answer of course is no. 
or does it only because of « y. =& ante 
Ap--A — ? ou yourself are the plant owner. te a8 
operations every penny above 
Pa pees emery Your decision may vitally costs goes to the coopers ting growers 
Fourth What investment her you make in 
order to icipate ? Here the fact that man; 
How fe judge © products operation po dy i, wt “4 | 
There are 4 ways to determine what kind of 7 ce. | 
can do:- ‘Since the orange products operation is long. ) 


established and highly developed, the facili. 
ties are largely paid for. you 
share the cost of these facilities with 14.500 
instead of just one or two thousand, 

your individual investment is smail. 
‘The frozen orange facilities 


concentrate 
now being completed are costing 4 
a fraction of the cont (hat must be 
caster groupe of growers. 


such a from your 
statement? Drop a line today to Felton * 
Grower Service Division, 


its growing area, explaining its position with reference 
frozen concentrates and other problems. 


and 4 million for California, with 
3 million of this being produced by 
the California Fruit Growers Ex- 
change. : 

Present estimates, based on sales 
so far this year, indicate Califor- 
nia will attain its 4-million mark, 
but Florida appears certain of only 
12 to 13 million cases. Last year, 
total production was 10 million 
cases, mostly from Florida. 


s This is the spectre which haunts 
Sunkist officials. If the most recent 
estimate for this year is right, 
there will be returns, and a de- 
cidedly different picture. Within 
the past few weeks there was a 4¢ 
drop in the maximum price of 
frozen orange concentrate in the 
East. 

Having this over-all picture in 
mind, the Exchange pursues a 
continuing search for by-product 
uses where competition is not a 
governing factor. One area so con- 
sidered is that of orangeade and 
lemonade bases. These are con- 
centrates with sugar added. 

This product is being sold in 
many markets under the “Ex- 
change” label, and distribution is 
rapidly being increased. It is be- 
lieved the California product has 
an advantage in that it recon- 
stitutes to make the best such 
product on the market. Competi- 
tion here, of course, is from other 
soft drinks. 

The California orange is also 
believed superior for pulp and peel 
products. Accordingly, production 
of pharmaceutical products has 
been, and is being expanded. These 
include pectin, citric acid, essen- 
tial oils, also cattle food. The 
money return is not as great as 
from juice, but the field is deemed 
a solid and lasting market. 


‘Progressive Grocer’ Says 
Food Sales Steady in ‘49 


Total food sales for the U. S. in 
1949 totaled $30,850,000,000, com- 
pared with $30,910,000,000 in 1948. 
These figures, which include coun- 
try general stores, were released 
in the 17th Annual Survey of Food 
Retailing made by Progressive 
Grocer in New York. 

Of the 529,000 food stores in the 
country in 1949, 67% were self- 
service stores. While chain stores 
had the largest increase in 1949, 
independents still did 61% of the 
business, with a revenue of $15,- 
150,000,000. 


News Men Set Meeting Date 


The National Association of Ra- 
dio News Directors has scheduled 
its fifth annual convention for 
Nov. 16-18 in Chicago. Station 
managers, station representatives 
and agency time buyers who have 
successfully built radio campaigns 
around news programs will dis- 
cuss “profits in news.” 


Acme Steel Starts 
‘Prestige Building’ 
Ad Drive for 1950 


Cuicaco—Acme Steel Co. will 
conduct a consolidated advertising 
program in 1950, replacing the 
four or five separate programs, 
one to a product, that the company 
has used in previous years. 

This year’s drive was spear- 
headed with April ads in News- 
week, The Saturday Evening Post 
and United States News & World 
Report. A long list of business and 
trade papers will be used to reach 
specific industrial markets. 


ws Acme decided on a single adver- 
tising program in an effort to do 
a company prestige-building job. 
To aid in this it has developed a 


handling aids. 
Leo Burnett Co. here 
agency. 


Donnelly Names DunLany 


Jacques DunLany, former c 


is 


J. Dunlany 
planning 
promotion of poster and painted 
display campaigns for clients. He 
has been a consultant in outdoor 
advertising for a number of agen- 
cies and advertisers for several 


new trademark—‘“Acme Steel” in 
white letters on a square black 
background—which will be fea- 
tured in every ad and will appear 
on all products the company man- 
ufactures. 


years. 


Keynote of this year’s campaign e ‘ 
will be “thrift”, and ads will| Ries FA 7 
stress the savings that manufac- THE LETTER SHOP, Inc. 


turers can effect by using Acme 


" : ] Chicago 5, Illinois 
packaging, shipping and material 


431 6. Dearborn St., 


iced great news services... outstanding 

sports and financial coverage...17 of America’s 

most popular comics...9 local and 23 top-flight 

syndicated features including Walter 

8 8 Lippmann, Bugs Baer, Drew Pearson, 
ave Eleanor Roosevelt, Alice Hughes, 
FRdito Susan Parker, Hedda Hopper, 
. \ Victor Riesel, Ed Sullivan, 

\i Joseph and Stewart Alsop 

1a y and many others... give the 
Courier-Express an editorial 

vitality which has made it Buffalo’s best liked 

and best read newspaper. 
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Godfrey on NBC-TV 
—for Treasury Show 


WasHINGTON—That CBS gold- 
mine, Arthur Godfrey, kicks off 
Treasury’s independence bond 
drive May 15 with an hour-long 
TV “Talent Scout Show”—on NBC. 

For talent scouts he will have 
such notables as Supreme Court 
Justice William O. Douglas; FCC 
Commissioner Frieda Hennock; 
Adm. Forrest Sherman, chief of 
naval operations; Harold Stassen; 
and Gen. Jimmy Doolittle. 

Godfrey’s show on NBC repre- 
sents Treasury’s first plunge into 
TV. Time and talent are contrib- 
uted. Production is handled by 
David Levy, of Young & Rubicam. 

During the same time period, 
10-11 p. m., EDT, a radio kickoff is 
scheduled on NBC, Mutual and 
ABC. Negotiations are still under 
way with CBS. 


s Midway in the program, Treas- 
ury is using President Truman in 
asimulcast from Chicago, and Sec- 
retary John Snyder ringing the 
Liberty Bell in a simulcast from 
Philadelphia. 

The radio kickoff will be pro- 
duced in Hollywood by Cornwell 
Jackson, vice-president of J. Wal- 
ter Thompson Co., and will be di- 
rected by Bill Wilgus, of JWT. 

Independence drive promotions 
will run through July 4. 


Forms Point of Sale Firm 


M. Frederic Berkely Associates 
has been formed to specialize in 
point of purchase window, counter 
and floor displays and direct mail 
dealer’s aids in food, drug, hard- 
ware and paint industries, for dis- 
tribution to independent stores. 
Window displays will be created 
in groups in order to promote the 
sales of many items. Direct mail 
dealer aids will be published in 
full color letterpress printing. Of- 
fices of the new company are at 
570 7th Ave., New York 18. 


SELL 


Put your sales message on signs that 
ore talked about and remembered 
PAINTED DISPLAYS 


NEON SIGNS 
© CHOICEST LOCATIONS « 
STERLING NEON SIGN CO. 
2706 Collingsworth Houston 11, Texas 


PECTACULAR SIGNS BY 


TERLING 


THE WINNER—Mary Nolan of Chicago 

eration’s essay contest, received a $100 government bond at a joint meeting of the 

Women’s Advertising Club of Chicago and Chicago Federated Advertising Club. 

With her, here, are Mabel Obenchain, president of the women’s club (left) and 
Lovisa M. Comstock, the club’s essay chairman. 


(center), winner of the Advertising Fed- 


Oil-Heat Group 
Plans to Raise 
Promotion Fund 


PHILADELPHIA—The oi] heating 
industry will shortly begin an in- 
tensive promotional campaign 
based on a $250,000 industry-wide 
fund through the Oil-Heat Institute 
of America. 

The institute hopes to raise that 
sum to $500,000 by the end of 1950 
to meet the continually growing 
threat of gas heat, and within an- 
other year the industry may have 
a promotional fund in excess of a 
million dollars. 

In anticipation of this campaign, 
A. T. Atwill, president of the in- 
stitute, disclosed that the institute 
has hired Ralph Becker, formerly 
with Geyer Advertising Agency, 
Dayton, O., as managing director. 
Mr. Becker also has been with Na- 
tional Cash Register Co. as sales 
promotion manager. 


ws The Oil-Heat Institute believes 
that the oil heating industry will 
have to meet an advertising and 
publicity fund of $1,800,000 col- 
lected by the gas industry. 

Part of the expanding plans for 
the future, Mr. Atwill told Ap- 
VERTISING AGE during the opening 
ceremonies of the National Oil- 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings ING. 


207 North Michigan, Chicago 
FRanklin 2-5854 


Heat Exposition and 27th annual 
convention at Commercial Museum 
here April 24, is to bring the oil 
burner people and oil companies 
closer together. 

“We are not defending ourselves 
as we should,” he said. He pre- 
dicted that sales of oil heating 
equipment would pass the 700,000 
unit mark in 1950 and possibly go 
as high as 750,000. 

Casler, Hempstead and Hanford, 
Chicago, is the agency handling the 
institute account. 

Mr. Atwill said advertising plans 
call for extensive use of news- 
papers, rotogravure sections of 
Sunday papers, general magazines 
and spot radio and television com- 
mercials. Funds will be spent in 
regions where oil heating is now 
used, and the fund will be kept 
fluid for use wherever necessary. 
This will be supported by both lo- 
cal and national publicity. 


ws Last year, he pointed out, the 
number of gas and oil heating units 
installed nationally totaled about 
600,000 for each type. In 1948, 
there were 400,000 oil burners in- 
stalled, against 325,000 gas units. 
However, in 1947, oil burners in- 
stalled topped 850,000 while gas 
units were too small to be counted. 
Coal is no longer considered com- 
petition. 

The national ad campaign will 
stress that new oil burners are 
smaller, styled much better for use 
in basement playrooms, and that 
new models give reduced consump- 
tion of oil with a maximum of 
heat. 

Mr. Atwill also disclosed that the 
latest survey of preferences among 
consumers indicates that 46% of 
home owners want oil. Nine out of 
ten homes will be heated with oil 
or gas, he said, and coal is almost 
entirely out of the running. 


Issues Packaging Idea Book 


A free booklet, “101 Ways To 
Get Better Packaging,” is being of- 
fered to users of packaging by W. 
C. Ritchie & Co., Chicago. The 
booklet includes packaging ex- 
amples selected from packages 
used by prominent manufacturers, 
and a quiz chart designed to help 
plan new packaging. Copies 
may be had by writing to the com- 
pany at 8851 S. Baltimore Ave., 
Chicago. 


Figures Show Beer Sales 


The April issue of American 
Brewer carries a 16-page statistical 
section showing beer sales by 
states and months for 1949. The 
report lists the amount of beer 
brewed in each state, the amount 
shipped into that state, and the 
size of bottles used. Reprints of the 
section may be obtained from 
American Brewer, 202 E. 44th St., 
New York, at $1.50 each. 


-Masland Promotes Day 


William W. Day, formerly a 
member of the advertising depart- 
ment of the Masland Duraleather 
Co., Philadelphia, has been named 


assistant advertising manager. 


Newspaper Ads Boost 
National Tea Sales 
300% in Five Years 


CuIcaco—Newspaper advertis- 
ing is given major credit for boost- 
ing National Tea Co.’s Chicago sales 
from $90,000,000 in 1944 to $274,- 
000,000 in 1949, by Val Bauman, 
sales and advertising manager of 
National Tea. 

Mr. Bauman praised the effec- 
tiveness of newspapers in a speech 
before the Grocery Manufacturers 
Sales Executives here last week. 

He said that newspapers are Na- 
tional Tea’s top advertising me- 
dium and that “we will continue to 
increase advertising linage be- 
cause it has brought the desired 
results.” Last year the food chain 
used 300 pages of ad copy to tell 
its story. 

Edward Chaplicki, branch man- 
ager, said that the increased sales 
have made possible continued ex- 
pansion of the chain. Last year, 
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41 new stores were opened and 
another 39 were modernized. Elev- 
en stores have been opened this 
year and construction on 20 others 
has been started. 


Lunkenheimer to Malone 

Norman Malone & Associates, 
Akron, has assumed advertising, 
sales promotion, merchandising 
and public relations for the Lunk- 
enheimer Co., Cincinnati valve 
manufacturer. Malone resigned the 
account of Ohio Injector Co., valve 
maker, 


Staples to Mullican Post 

George M. Staples, Louisville 
teacher and advertising man, will 
head the new copy department at 
Mullican Co., Louisville. 


PERMANENT 


DISPLAYS 


FOR NATIONAL ADVERTISERS 


Hawe Feuill &-Comp 
11 E.WALTON PLACE - CHICAGO II 


an New Selling Picture 
in the Norfolk 
Metropolitan Market 


Now, your products can be seen as well as heard in Norfolk, 


Portsmouth, Newport News, 
politan Market. * 


Virginia—the Norfolk Metro- 


On the air, April 2, WTAR-TV is a powerful new selling 
picture for you. Fully inter-connected NBC Television Pro- 
gram Service, plus outstanding local programming from 

the RCA Mobile Unit, and new 


A Few of the Advertisers 
already using WTAR-TV 


BENRUS 

BULOVA 
BRISTOL-MYERS 
CHESTERFIELDS 
COLGATE 
FIRESTONE 

FORD MOTOR CO. 
KRAFT FOODS 
LEVER BROTHERS 
LUCKY STRIKE 
PROCTER & GAMBLE 
TEXACO 


inter-connected NBC affiliate 
Nationally Represented by 
Edward Petry and Company, Inc. 


$500,000.00 Radio and Tele- 
vision Center. 


To increase your sales in Vir- 


ginia’s largest market, put your 
products in the WTAR-TV selling 
picture for 150,100* eager 
and able-to-buy families. A few 
choice time franchises are still 
available, but they're going fast. 


Call your Petry office or write us, 
today. 


WTAR-TV 
CHANNEL 4 


4 
Norfolk, Virginia 


*Sales Management, Survey of Buying Power, May 10, 1949 
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Look: announces 


cisittetieameeinnmedmsmbeimnandl 


A unique new promotion 


PB 0 help build drug sales 
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500 STORES WILL PARTICIPATE! | 


Here’s a perfectly coordinated merchandising program, from the pages of 
LOOK to your store! Built around a seasonal editorial theme, and further 
supported by the impact of drug product advertising in LOOK, this 3-point 
promotion offers one of the greatest merchandising opportunities 
in America today for manufacturers and druggists. 


1. EDITORIAL FEATURE 


This related-sales program stems from a seasonal theme in LOOK, 
selected editorially for its high reader interest, and used here for 
its value in service-selling suggestions. LOOK helps you to 

cash in on this editorial theme... by putting it to work in your store 
to increase sales of summer drugs, toiletries and sundries. 


2. ADVERTISERS’ TIE-IN 


LOOK advertisers help give added impetus to sales in your store. © 
When you feature their products, you sell even more, because 
you remind one out of every 7 people in your community 

of advertising they have seen in LOOK. 


3. MERCHANDISING SUPPORT 


A complete merchandising program including a kit will be available for 
participating stores, consisting of counter displays featuring the editorial 
theme around which the program centers, counter cards featuring 
LOoK-advertised products and related-sales suggestions. For complete details 

on the coming LOOK summer-weather promotion, write 
LOOK, 488 Madison Avenue, New York 22, N. Y. 


18,453,000 READERS 


EVERY ISSUE America’s second 
largest magazine 


audience 
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